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3 Millionth Car 
Due Tomorrow; 


Buildout Spurred 


Buick, Olds, Pontiac 
Go Down This Week 


For Changeovers 


By Martin L. Whitmyer 
Staff Writer 

HE auto industry tomorrow 

(July 18) will build its three- 
millionth car of 1961, and this 
should mark the last volume week 

of 1961 model production, 

Already down for changeovers 
to 1962 models are Studebaker 
and Cadillac. Buick, Oldsmobile 
and Pontiac will halt 1961 model 
assemblies this week—Pontiac on 
duly 19; Biick and Oldsmobile on 
duly 21. 


Chrysler Corp. is scheduled to 


begin closing out current model]. 


production next week, and Chev- 

t and American Motors will 
begin changing over the first week 
of August. Ford Motor will begin 
closing in early August, Thunder- 
bird, originally scheduled to build 
out next week, will go down Aug. 9. 

x x * 


AVING hit the five-million mark 

in model-year assemblies dur- 
ing the Fourth of July week, the 
industry expects to close out its 
model year with 5,375,000 assem- 
blies, or some 10.6 percent below 
the 1960 model run, when 6,011,482 
cars were built. 

Current model output stood at 
an estimated 5,167,194 units last 
Saturday as the industry, return- 
ing to normal scheduling after 
the July 4 hiatus, turned out an 
estimated 127,153 cars. 

Last week’s output was 47.9 per- 
cent above a week earlier, when 
the industry, working only three 
Gays at most plants, turned out 
85,962 units. It was only the second 
time this year that weekly output 
topped the comparable week of a 
year ago. 

The 127,153 units turned out last 
week marked a 20.9 percent boost 
from the week ended July 16 a 
year ago, when 105,171 cars were 
built. 

* * 


* 
ee OULED to work six days 
last. week was the Comet-Fal- 
(Continued on Page 85, Col. 1) 


mport Sales Hit 
7-Month High 
But Share Dips 


;* PORTED-CAR registrations 
rose to a seven-month high and 
a record for 1961 with a May total 
of 34,374, according to the tally 
just released by R. L. Polk & Co. 

This compared with 32,344 a 
month earlier and 44,213 a year 
earlier, In 1959, the imports’ rec- 
ord year in the United States, the 
May total was 54,377. 

Totals for this year and last year 
do not include Connectictt, where 
there has been an interruption in 


the registration report. 
x * 


ea 
MPORTS’ share of the overall 
new-car market in May declined, 
however, amounting to 6.39 percent 
of the total, compared with 6.63 
Percent the previous month and 6.96 
Percent a year ;ago. Deepest: pene- 
tration this year for imports came 
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Service Index Charts 


Sharp Rise in Business 


By Kenneth C. Kelley 
Staff Writer 

7 typical auto dealer’s service 

and parts business in June 
spurted well above the May show- 
ing and came within a hair of 
equalling the mark for June of 
last year, the Automotive NEws 
Service Index for June shows. 


The index showed June service 
and parts business was 11.7 per- 
cent ahead of the May figures. 
June was just 0.2 percent under 
the figure for June of last year. 

This is the second published re- 
port of the service index, an ex- 
clusive AvuTomoTive News feature 
which has been under development 
for more than a year and a half. 
Believed to be the first effort to 
measure service and parts results 
in any major segment of the auto- 
motive aftermarket, the index is 
offered to give dealers and their 
service managers a. yardstick with 
which to measure their own opera- 
tions. 

* * * 
Gurr and parts business has 
staged a strong comeback this 
spring and early summer after a 
recession dip during the winter and 
early ‘spring. 

In April, service and parts 
business wag only 90.6 percent of 
the figures for April, 1960. The 
May report was up to 95.7 per- 
cent of the report for May, 1960. 
Now, the June figures are 99.8 
percent of those for June, 1960. 

The number of repair orders 
written in the typical dealer’s shop 

* * * 


Service Index 


99.3° 


dune ’61 
vs. 
June ’60 
Repair Orders 
Written 


June ’61 
vs. 
May ’61 


+14.6% 


Customer 
Labor Sales.. + 4.5% 


+ 9.6% 


Shop 
Parts Sales .. + 3.8% 


Sales of All 


+14.6% 
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New-Car Stocks Up 


As Some Lines Still 
Foresee a Shortage 


By Maynard M. Gordon 
News Editor 
HORTAGE signals flew at Gen- 
eral Motors and Ford dealer- 
ships last week as the national 
stockpile of new domestic cars held 
within the 45-day level for the sec- 
ond straight month. 
Despite an increase in the July 
1 inventory to an estimated 914,- 
$29 units, the day’s supply re- 
mained at 44% days as the result 
of a month-end sales rush which 
partially dispelled mid-June 
cleanup forebodings. 

The picture was not uniformly 
cheerful. Chrysler Corp., Rambler 
and Lark dealers continued to work 
from stockpiles exceeding 45 days 
at the beginning of the second half. 

* * * 


N THE whole, however, the 
dealer climate was shaking off 
the recession blues in direct par- 
allel with growing consumer will- 
ingness to make new-car purchases. 


in June was 14.6 percent above the] Availability of 10 makes of com- 


total for May and 1.0 percent above 
the June, 1960, figure. 
ok * * 


USTOMER labor sales in June 


pacts, with more on the way this 

fall, added to the optimism. 
The inventory situation stood in 

stark contrast with that in July 


were 9.6 percent above the May| of last year, when the alltime peak 


showing and 4.5 percent ahead of 
June of last year. 

June sales of parts for vehicles 
being repaired in the dealer’s 
shop were up 14.6 percent over 

(Continued on Page 4, Col. 1) 





Dealers Disagree 


On Ideal Discount 


But They Rally Around 
Equality for Compacts 


SPOT check of auto dealers 

throughout the country dis- 
closes that they have varying ideas 
on what their new-car discount 
should be, but they are united on 
one vital point: Compacts and full- 
sized models should carry the same 
discount rate. 

More than half the retailers 
queried by Automotive News 
called for an across-the-board 
discount of 25 percent. A Vir- 
ginian held out for 30 percent, 
while an Ohio dealer felt that 10 
percent would be .the proper fig- 
ure. 

In. between were suggestions of 
12, 15 and 20 percent on all models. 
Few voices were raised . defense 


of the current Big) Three system |} 


of different discounts on compacts 
and standards. 
* od a 
HIGHER holdbacix was favored 
in some quarters. A South 
Carolina Ford dealer thought a 2 


percent holdback would be appro-| 


priate, while an Oklahoma Chev- 
rolet merchant and a Minnesota 
Ford man wanted a 25 percent dis- 
count including a ~3° percent hold- 
back. 

The latter figure has been re- 
quested by the Task Force Com- 


for dealer stockpiling was reached. 

Nearly 1,040,000 domestic cars, 

equalling upwards of a 60-day sup- 
* * * 


New-Car Stocks 


In Field and in Transif, 
Domestic Makes 
1,038,967 


914,929 905,214 


June, 
1961 


July, 
1960 


July, 
1961 

Current Records 
High (1,038,967) - - July 1, 1960 
Low (157,607) -- - Nov. 1, 1954 
© 1961, by Automotive News 





ply, made all but inevitable the 
cleanup chaos to come in 1960. 

This year, June’s production- 
sales balance was such that the 
dealer float rose only 1.1 percent 
from the 905,214 cars on hand 
at the first of last month. The 
June 1 total marked a 1961 low, 
both calendar year and’ model 
year. 

By corporations, Ford’s 39%-day 
supply as of July 1 maintained its 
1961 record of being closest to sales 
in the scheduling department. Ford 
Motor Co. stocks did rise 7,000 cars 
last month, though. 

* ok 


oo 
NIT inventories also rose at GM 
and Chrysler Corp., giving the 
former a 41%-day supply and the 
(Continued on Page 6, Col. 1) 


Used-Car Stocks 
Rise as Market 


Begins to Soften 


By Robert M. Lienert 
Associate Editor 
TOCKS of unsold used cars held 
by franchised dealers as of July 
1 represented a 26.7-day supply, ac- 
cording to Automotive News’ esti- 
mates based on field reports, 

This represented a 17.2-percent 
increase over the month-earlier 
level, but only twice in the past 
2% years has the used-car inven- 

tory count rested at a lower level. 

The state of the used-car market 
which resulted in a growing inven- 
tory was diagnosed this way by a 
Midwest dealer: “The market is 
still good but is gradually soften- 
ing.” 

A West Coast retailer said, “The 
market is good, but is not up to 
30 days ago.” 

And a Corn Belt dealer said that 
the used-car market, after an ac- 
tive April and May, slowed down 
in June. 





Se. 
NEW YORK dealer said that 
used cars were “getting soft” 
and, in the South, a dealer termed 
the market “poor.” 
But a number of dealers said 
(Continued on Page 4, Col. 4) 








NADA’s Salute to Sloan— 





in February, with 7.14 percent. 

For the first five months, not 
including the Connecticut totals 
for April and May, imported cars 
accounted for 153,151 registra- 
tions, or 6.67 percent of the total 
U. S. market. 

Last year, corresponding figures 

(Continued on Page 4, Col. 3) 


(Continued on Page £1, Gol. 1) 


TOP CARS 


No June new-car registrations 
were available from R. L. Polk 
& Co. last week. Top Cars will 
resume next week. 


Parts and 
Accessories .. — 3.5% +114% 


* Survey by Automotive News shows 
that new-car dealers’ service and parts 
business in June, 1961, was 99.8 per- 
cent of business in June, 1960, How- 
ever, June, 1961, was 111.7 percent of 


May, 1961. 
Copyright, 1961 


Alfred P. Sloan jr., right, honorary chairman of the General Motors board of direc- 
tors, became, the first recipient of the National Automobile Dealers Assn.'s “Order of 
the Golden Wheel" during. a reception in his honor in New York City. Thomas F. 
Abbott’ jr., left, NADA president, in presenting the award, termed it an “expression 
of NADA's respect and gratitude for his notable contributions to the growth and 
progress of the automobile industry, and in recognition of his distinguished career 
as an industrial statesman, humanitarian and pioneer in numerous programs involv- 
ing thé public interest." GM and NADA executives attended the reception last week. 
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Car-Buying Plans Show Increase 


ANN ARBOR, Mich. — An in- 
crease in plans to buy cars was de- 
tected in the latest survey of con- 
sumers by the Survey Research 
Center of the University of Michi- 
gan. 

The survey, conducted in May 
and June, found car-buying plans 
above the level noted a year 
earlier and “quite similar” to the 
level recorded at the like point in 
1959. 

The center said plans to buy new 
cars have been on the upswing 
while interest in used cars has de- 


clined somewhat, adding: “An un- 
usually large proportion of would- 
be buyers plan to purchase new 
cars during the fourth quarter of 


this year.” 


The survey found consumers less 
bullish in their plans to make other 


major purchases. : 


Those surveyed were asked 
whether they consider the next 12 
months a favorable period in which 
to buy a car. Forty-four percent 
look upon the period as favorable 
for a car purchase, Only once in 


18 Specific Actions Urged 
By NADA Task Force 


WASHINGTON. — The report of 
the National Automobile Dealers 
Assn. Task Force Committee calls 
for factory action on 18 points to 
aid dealers in meeting current 
“emergency” conditions in auto re- 
tailing. 

The bulk of the recommenda- 
tions deal with increasing profit 
opportunities but two other gen- 
eral problem areas are touched— 
improving the business climate 
and raising the level of business 
management in dealerships. 

The report spells out what the 
committee felt were the chief prob- 
lems faced by dealers and lists the 
18 points as the recommended so- 
lutions. 

The report is the result of the 
committee’s study of auto retailing 
problems, including a nationwide 
series of hearings at which the 
views of NADA members were 
heard. The hearings were held in 
mid-April. 

In introducing its recommenda- 
tions, the committee said that its 
suggestions will not offer a panacea. 
The committee said it “recognizes 
that there is no substitute for work 
and intelligent management on the 
part of the dealer himself.” 

In the area of increasing profit 
opportunities, the committee list- 
ed first the problem of “maldis- 
tribution of new cars” and said 
there are three facets to this 
problem. 

The first facet covered was in- 
equitable distribution at new-model 
introduction time and, specifically, 
the delivery of new models to fleet 
buyers before dealers have ade- 
quate stocks. 

Recommendation 1. That each 
dealer’s stock at introduction time 
equal half his “proper days’ sup- 
ply,” that the models in the stock 
be in line with past performance 
for the dealer’s market and that 
deliveries be made to fleet buyers 
only after these conditions have 
been met. 

The committee said that the num- 
ber of dealers and the deliveries 
of new cars to dealers in some 
markets are at times out of line 
with the market’s potential and 
population. 

Recommendation 2. That fac- 
tories make continuing studies to 
set reasonable sales objectives for 
each dealer and then deliver new 





New Bills Ask Increase 


In Antitrust Penalties 


WASHINGTON.—Legislation to 
increase penalties for antitrust 
violations and to improve en- 
forcement has been introduced by 
Senator Estes Kefauver, Tennes- 
see Democrat, and Rep. Emman- 
uel Celler, New York Democrat. 


The bills increase fines for most 
antitrust violations, provide for 
heavier fines and jail sentences 
for certain second offenders; pro- 
vide heavier penalties for crimi- 
nal convictions of price fixing and 
division of markets; require cor- 
porate officials knowing of anti- 
trust violation within their cor- 
porations to either stop such 
practices or report them to some- 
one in authority, and require 
bidders on government contracts 
who have submitted identical bids 
during the preceding two years 
to submit certificates that the bids 
were independently arrived at. 











units in line with these objectives. 

The third facet of the distribu- 
tion question concerned sales con- 
tests and bonuses, The committee 
charged that the plans were unfair 
and encouraged market-distorting 
practices. 

Recommendation 3, That all plans 
be fair to all dealers and “provide 
the bonus on each new unit pur- 
chased by the dealer from the ef- 
fective date of the bonus plan.” 

Continuing its list of complaints 
on the factors which limit profit 
opportunities, the committee ques- 
tioned production scheduling which 
does not adjust for market changes, 
is characterized by violent ups and 
downs and which is distorted by 
personal ambition and for tempo- 
rary market leadership. 

Recommendation 4. That in- 
itial production be based on the 
performance of the market and 
the dealer; that changes in pro- 
duction called for at the local 
level be thoroughly reviewed by 
the manufacturer’s central office; 
that there be no coercion of 
dealers to increase projections be- 
yond true market potential; that 
the soundness of a dealer’s pro- 
jections be studied in relation to 
the amount of gross profit he is 
dissipating and be reduced if his 
dissipation is above average; that 
90-day projections, if used at all, 
be recognized as merely the deal- 
er’s opinion, and that dealers sign 
individual orders for each car 
purchased. 

The committee objected to com- 
petition between the various lines 
and divisions of the same auto 
company, adding that this led to 
price overlapping by divisions, im- 
proper location of dealerships, too 
many dealerships and no respect 
for the dealer’s trading area. The 
committee said that current condi- 
tions would permit the present deal- 
er body to serve a larger market 
without the appointment of addi- 
tional dealers. 

Recommendation 5. That dealers 

(Continued on Page 85, Col. 3) 


83.2 Percent of 
102.6 Percent of 


the last three years has a group 
which gave this answer been larger. 

Another 42 percent are uncer- 
tain about the wisdom of buying 
in the next year and 14 percent 
feel that the period will be a bad 
time to buy. 

Speaking of the consumer’s atti- 
tude toward general business con- 
ditions, the center said the May- 
June survey found the consumer 
cautiously optimistic. “People in all 
walks of life realize that business 
trends have turned upward and 
(they) anticipate further improve- 

ment,” the center said. 

The consumer’s optimism is being 
restrained by awareness of sub- 
stantial unemployment and by con- 
cern at the persistence of high un- 
employment. When asked about 
unemployment in the last few 
months, about two persons feel that 
it has been increasing for every 
three who fee] that it has been de- 
creasing. 

Looking ahead, 42 percent ex- 
pect unemployment to decrease 
in the next year, 42 percent look 
for no change and 9 percent ex- 
pect rising unemployment. (Seven 
percent have no opinion.) 

Most of the center’s measures of 
the consumer’s attitudes toward 
business conditions showed little 
change. Overall, attitudes have im- 
proved but the increase has been 
small. 



















Foe of Chrysler 
Accuses Company 


Of Harassment 


DETROIT. — A Portland (Ore.) 
contractor, who plans to wage a 
proxy fight to unseat the manage- 
ment of Chrysler Corp., has charged 
the company with harassing him 
and his business. 

J. Bacaloff said that he has com- 
plained to the Securities and Ex- 
change Commission that Chrysler 
“is seeking, by harassment, to in- 
timidate and restrict the scope of 
my activities in my pending proxy 
fight.” 

Bacaloff continued: “The com- 
pany has continually caused in- 
quiries to be made both directly 
and indirectly into my business af- 
fairs, and the very nature and fre- 
quency of these inquiries has 
caused serious doubt and suspicion 
as to my integrity and credit.” 

He said that he had told Chrys- 
ler that he would supply informa- 
tion, if the company had valid rea- 
son for requesting it, and had 
asked the company “to refrain from 
this form of vicious attack upon my 
good name and credit.” 

A Chrysler spokesman said: “We 
aren’t harassing him and we don’t 
know what he is talking about.” 

















































How They Fared... 


Commercial Car Registrations 


By Makes 


First Five Months, 1961 vs. 1960 





First 5 
Months, 
Make 1961 
PRONG © sissssesivesssesrcoessiaves 118,856 
EMMI sesh witacdisecivaiievaviccopsadies 115,043 
Internationa] .................... 40,389 
SD Fra cesevbeessivecsispocisaeseenne 27,518 
ED secesysiccscdestssszsevensnseaevi 15,818 
NID I. cishssechivebssvinsccentvasvoneve 11,029 
MT csi sdectsapetitenpeesescctneds 5,230 
MEE chap ses sodesyenaes socucsanuapavinse 3,670 
Studebaker ........................ 2,324 
BOUL Se Sivcsipscisssiserstae: 730 
TIN os sisincsnisccsssscssgare 347 
Miscellaneous** .............. 13,411 
MII cits taicecnroncns ety 354,365 


*—White includes Autocar, Freightliner, Reo and Sterling. 
Corbitt, 


**—_Miscellaneous includes imports, 
Herrington, Peterbilt, etc. 


* 


* 


* 





May Total Lowest Since 


Truck Sales 


By Kenneth C. Kelley Jr. 
Staff Writer 


EW-TRUCK registrations con- 
tinued to be weak in May, num- 
bering 85,730, down 8.27 percent 
from the 93,460 sales in the like 
month of 1960, according to figures 


from R. L. Polk & Co. 

It was the lowest registration 
total for any May since 1958 when 
sales for the month amounted to 
63,313 units. However, this year’s 
May total was 15.04 percent above 
the 74,519 sales in April of this 
year. 

Polk has not received one state’s 
registration report for April and 


May so the figures for those months 
include Polk estimates on registra- 
tions in the missing state. 

* 


E 


the like month of last year. Chev- 
orlet was the top-selling truck for 
the month. Each line’s sales for 
May of this year and last were: 


eg * 
VERY truck line saw its May 
sales fall below the total for 


May, May, 

1961 1960 
Chevrolet. ................ 29,065 31,261 
I sitsastvceesdataneeeal 27,372 28,190 
International .........10,576 11,013 
UD csceisikscciciervstientss 6,392 8,292 
NIE. | iss.) occsvctaescavene 3,837 4,098 
PEIN sieve stcsisesdovsavardss 2,266 2,472 
TE ss ccecsererctiicatecsied 1,455 1,644 
BS aN cicssoiespeoieccucace 853 1,117 
Studebaker .............. 619 689 
Diamond T ............ 147 250 
Brockway ................ 68 120 
Miscellaneousg ........ 3,080 4,314 
TEAMEIMEDD. opi cccossa)cvecosine 85,730 93,460 


Truck sales in the first five 


months of this year totalled 354,365, 
down 12.53 percent from the 405,116 
sales in the like period of last year. 


Cd eS * 
TUDEBAKER was able to boost 
its sales and market penetra- 





"98... 


Business Barometer 


Automotive News Economic Index— 


Last Week 
Like Week Last Year 


Percent of 
Percent of Like Week 
Last Week Last Year 
Auto Production ................ 85,962 68.6 95.6 
Truck Production .......... Poy 15,446 56.5 103.1 
Auto Registrations—Year to Date.. 2,294,532 : 82.1 
Truck Registrations—Year to Date. 352,476 oe 87.3 
Steel Production—Tons .......... 1,779,000 92.4 147.9 
Lumber Production—Board feet ... 209,740,000 87.2 88.0 
Paperboard Production—Tons ... 202,725 60.4 112.6 
Soft Coal Output—tons ......... 1,865,000* 20.8 101.6 
Oil Refinery Output—Barrels ..... 47,044,000 100.4 91.5 
Electric Output—kKilowatt hours ... 14,133,000,000 93.1 105.4 
Barometer Freight Car Loadings 330,613 101.0 97.4 
Department Store Sales Index .. 125 98.4 99.2 
Stock Market Price Index ....... 132.9 101.7 113.5 
U. S. Government Spending 
Fiscal year to date .............. $721,047,000 iets 114.1 
Commercial and Industrial Loans $31,756,000,000 100.2 99.7 
Savings Deposits ................ $28,607,000,000 100.3 nated 
Used-Car Prices—Average ....... $1,022 102.7 108.8 
Business Failures ................ 220 67.5 81.2 
Common Common 
Stocks July 12 July5 1961 Range Stocks July 12 July5 1961 Range 
ree 16% 17 — 21%-16% eee 54% 54%, 55Y%4,-425% 
Chrysler....44%, 45% 48 -37% Mack....... 47 48 4934-323 
Ford....... 82% 83% 91%,-63% ee a 7 7, - 9% 7 
SOs is bedas 444%, 444, 49Y,-40% White...... 57 564%, 60%-40% 
(July 17, 1961) 


* Miners' vacation. 









tion, despite the decline in the total 
market. This can be traced, at least 
in part, to the fact that Studebaker 
stocks and sales were abnormally 
low in early 1960 due to the steel 
strike. 

The line’s registrations totalled 
2,324 units in the first five months 
of this year, good for 0.66 percent 
of the market and a gain of 0.23 
percentage points over the show- 
ing in the like period of last year. 

Ford and Willys were able to in- 


BMC Drops Plan 
To Buy Borgward 


BIRMINGHAM, England. 
British Motor Corp. said last week 
that it has abandoned efforts to 
take over Borgward. 

BMC said that it had decided that 
any move to acquire an interest in 
the West German auto manufac- 
turer “would not be appropriate” in 
the present circumstances. 

In Bremen, meanwhile, it was re- 
ported that an unnamed American 
firm is interested in gaining con- 
trol of Borgward and is being rep- 
resented by a Bremen bank. 

Borgward has halted production 
of the small Lloyd and the Hansa, 
and output of the Arabella and 
Borgward Isabella and Big Six has 
been reduced. 


























































































First 5 Percent Percent Percent / 
Months, Share of Share of Points 
1960 °61 Market ’60 Market Change 
137,465 33.54 33.93 — 39 
122,029 32.46 30.12 +2.34 »; 
47,722 11.40 11.78 — 38” 
33,311 7.76 8.22 — 46 
18,526 4.46 4.57 — ll 
11,955 3.11 2.95 + .16 
6,582 1.48 1.63 — 15 
4,975 1.04 1.23 — 19 
1,729 -66 A3 + .23 
1,174 21 29 — 08 
509 10 13 — 03 
19,139 3.78 4.72 — .94 
405,116 100.00 BOee aati 


Diveo, FWD, Kenworth, Marmon- 


—Compiled from R. L. Polk & Co. daia, 
* * * 


Drop 8 Pet. 


crease their market penetration in 
the first five months, despite a drop 
in sales. Ford sales numbered 115,- 
043, good for 32.46 percent of the 
market and a gain of 2.34 points in 
penetration. Willys penetration was 
up by 0.16 points to 3.11 percent on 
the sale of 11,029 units. 
* * * 



















HE other lines suffered losses — 

both in unit sales and market 
penetration. The lines, their units 
sold, percent of market and per- 
centage-point losses in penetration 
were: 

Chevrolet, 118,856 units sold, 
33.54 percent of the market, down 
0.39 points; International, 40,389 
units, 11.40 percent, down 0.38 
points; GMC, 27,518 units, 7.76 
percent, down 0.46 points; Dodge, 
15,818 units, 4.46 percent, down 
0.11 points. 

White, 5,230 units, 1.48 percent, 
down 0.15 points; Mack, 3,670 units, 
1.04 percent, down 0.19 points; Dia- 
mond T, 730 units, 0.21 percent, 
down 0.08 points; Brockway, 347 
units, 0.10 percent, down 0.03 points, 
and miscellaneous, 13,411 units, 3.78 
percent, down 0.94 points, 

* * ok 


ALIFORNIA and Texas, as 

usual, ranked one-two as the 
top truck-buying states in May. 
The top 10 states and their regis- 
trations for May of this year and 
last were: 


May, May, 

1961 1960 
1. California ........ 9,146 9,561 | 
De TR Sade casesscntie 7,758 6,892 
3. New York ........ 4,319 5,083 
4. Oklahoma ........ 4,040 2,583 
5. Pennsylvania ..3,302 4,377 
is MID Siasssileotcssoosesd 3,133 3,814 
Rc EIRENE © cos ccscrncvencs 3,055 3,649 
8. Michigan .......... 3,047 3,704 
9. Kansas .............. 2,943 1,656 
10. New Jersey ...... 2,390 2,308 


Reflecting the national sag in 
truck sales, 37 states reported that 
May registrations ran below the 
year-earlier total. Sales increases 
were reported in 13 states and the 
District of Columbia. 





Pikes Peak Winner— 


Pikes Peak Hill Climb winner for the 
stock car class is Louis Unser, Albuquer- 
que, in a Chevrolet. He covered the 12.5- 
mile course in 15 minutes six seconds. 
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NE of the interesting things 

about this business is that you 
can spend millions of dollars pro- 
moting a car as “quality built” and 
then some guy can make a monkey 
out of you by forgetting to put in 
the cotter pins. 

In fact, having been brain- 
washed all these years by plant 
tours to see the fascinating trans- 
fer machines, I was a bit sur- 
prised to learn what an important 
part cotter pins played in holding 
the modern automobile together. 

Our month-old Dandy Six had 
been purring like a tiger on a re- 
cent trip through New England 
until I shifted on a hill in Pitts- 
field, Mass. That’s right. I shifted 
but the car didn’t. I could shift into 
any gear with the greatest of ease, 
and nothing happened, I found a 
likely spot to park before losing 
momentum, and lifted the hood like 
I knew what was under it. 

It didn’t take much mechanical 
knowledge to recognize a metal arm 
swinging loosely from the spot 
where you might expect the shift 
lever to protrude from the fire 
wall. I was pretty proud, though, 
when I found another arm nearby 
with a hole in it about the size 
necessary to take the male object. I 
felt something like a genius when 


I got them together and the car’ 


shifted again. 

“You know,” I said to myself, 
“that’s a clever contrivance. I 
think, though, that if I were de- 
signing it, ’'d put in a little pin 
to make sure the two parts stayed 
where they belonged.” 

By this time we were roaring up 
a mountain in a state park just 
outside of Pittsfield which had been 
highly touted for a breathless view 
of mountain laurel. 

That’s when the shift didn’t shift 
again, and I got the idea that little 
pin I thought up wasn’t any stroke 
of engineering genius on my part. 
It actually belonged on the car. So 
I picked my way cautiously down 
the hill and into the dealership in 
downtown Pittsfield where the 





Receiver Named 


1 For Rambler Deal 
In Title Dispute 


CINCINNATI. — Harry Abrams, 
an attorney, has been appointed re- 
ceiver for Rambler Auto Fair, Inc. 
The receivership was granted by 
Common Pleas Judge Ralph Koh- 
nen on petition of Sollenberger, 
Inc., Dayton. 

Sollenberger charged that it did 
not receive a title certificate for a 
car it purchased from the dealer- 
ship on June 16, 1961. Abrams said 
the owners of Auto Fair have 
abandoned the corporation and that 
26 persons who purchased cars have 
not received titles. 

The Dayton firm asked that Auto 
Fair be compelled to transfer title 
to its car and that a receiver be 
appointed to conserve the dealer- 
ship’s assets. 

Harry MclIlwain, attorney for 
Auto Fair, acknowledged that the 
company has gone out of business. 
He agreed that a receiver should 
be appointed. 
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Dealer Forum 


by Robert M. Finlay 
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pleasant service manager knew all 
about cotter pins and a lot about 
public relations. 

He smilingly told me there would 
be no charge after he had made 
the Dandy Six secure again. 

* * 


* 
Roar of Open Exhaust 


THOUSAND miles down the 
pike we learned more about 
quality construction. The car, which 
up to this point had sounded and 
handled like a Cadillac, suddenly 
aged a few years, It began to sound 
like it had developed a hole in the 
muffler. 
Again I lifted the hood, listened, 
took off the air cleaner, and then 


authoritatively informed my wife] j 


that the air cleaner was clogged 
up and we’d get it fixed as soon 
as we had time to pause in our 
travels. 

Some may love the roar of the 
open exhaust, but after a few 
hours my nerves began to shred, 
so I wheeled around on a busy 
road on Cape Cod, and headed 
back for a Dandy Six dealership 
which we had just passed. 

By this time, a little more light 
had come my way, and I carefully 


avoided telling the service writeup |} 


man about my dirty filter theory, 
mentioning only the sound of the 
open exhaust. 

“Step on it,” the writeup man 
suggested. 

“No wonder it sounds like an 
open exhaust,” he said. “There are 
no nuts holding the exhaust mani- 
fold to the muffler.” 

It took some little time to put 
the nuts on, and, while the me- 
chanic was reaching to do this, 
he brushed against the arm that 
linked the clutch pedal to the 
clutch. Guess what? No cotter 
pins there, either. 


When you can get a Dandy Six 
purring like a Caddy again for a 
modest $2.70, who could kick? And 
I barely smiled when the service 
manager explained that you make 
a warranty claim when some part 
is defective, but the warranty didn’t 
cover this situation. Obviously, you 
haven’t much of a claim when the 
part isn’t there. How can you tell 
whether it is defective or not? 

* * * 
Feeling of Home 


Tene is one saving thing about 
this experience. In towns large 
and small around the country there 
are shops where you can get the 
pieces put back together again 
promptly. And these shops are staf- 
fed by men who give you a feeling 
of confidence in their automotive 
knowledge. They make you feel like 
you have found a home for your 
car and its troubles. 

Without dealers like this, how 
long do you think the Dandy Six 
would have the reputation for 
quality construction? 

Don’t let anyone ever underesti- 
mate the value of the franchised 
auto dealer. 

* * * 


Secure in Service 


“T,.VERYBODY feeds off the deal- 
er,” a speaker told a group of 
dealers the other day. 

That’s an interesting viewpoint, 
often expressed. The danger lies in 
believing it, for such an attitude 
would seriously curtail action by a 
dealer. 

The fact is that the dealer is in 
a key position to cultivate and 
develop an almost limitless 
amount of business in connection 
with autos, But the idea that he 
has any vested right to such bus- 
iness is nonsense. 

He is secure only to the extent 
that he serves his community. And 
he should use all the help he can 
get in furthering this endeavor. 

cd Ed * 


They Serve, Too 


Cc IS true that many thoughtful 
men have won success in busi- 
ness by helping auto dealers culti- 
vate their opportunities. These men 
(Continued on Page 84, Col, 2) 








Texans Urged to Oppose 


Jobless Pay Changes 


AUSTIN, Tex. — Texas auto 
dealers have been urged to ask 
their congressmen to vote against 
the Federal Standards Unemploy- 
ment Compensation bill, introduc- 
ed by Rep. Cecil R. King, Califor- 
nia Democrat. 


The measure would place all 
employers under the unemploy- 
ment compensation law instead of 
just those with four or more em- 
ployes, as at present. It also 
would increase the tax base from 
$3,000 to $4,800 and increase week- 
ly benefits. 








As Hearings Open... 





Truth-in-Lending Bill 


Gets Kenne 


By Helen Kahn 
Washington Staff Writer 
WASHINGTON.—As hearings on 
the “truth-in-lending” bill begins 


today (July 17), support has come 
from an important segment of the 
Kennedy Administration. 

The Council of Economic Ad- 
visors, attached to the White 
House, has indicated endorsement 





New Approach to Showroom Promotions— 


Ted Dale, sales manager, Roy Burnett Motors (Plymouth-Valiant), Portland, Ore., 
stresses a point to the “Petticoat Mechanics,” first class of women to learn the problems 
of running an automobile. The apt title was applied to the combined salesroom promo- 
tion and education program in the dealership recently. The program was formulated 
by Roy Burnett jr., dealership president, and Florence Shapera, Portland fashion con- 
sultant, after Mrs. Shapera made a statement about the lack of attention given to 
the feminine voice in automobile showrooms. 


13 Chicago-Area Dealers 
Fold During 2nd Quarter 


CHICAGO.—The number of new- 
car dealerships in the Chicago area 
declined by 13 during the second 
quarter, the Chicago Automobile 
Trade Assn. reported. 

On April 1, there were 392 deal- 
erships in Chicago and Cook 
County and the total declined to 
379 by July 1. The July 1 total 
included 191 in Chicago and 188 
in suburban Cook County. 

The number of franchises in 
force in the area fell from 455 on 
April 1 to 438 on July 1. CATA 
explained that the decline in fran- 
chises exceeded the decline in deal- 
erships because some dealerships, 
which handled more than one 
make, discontinued one line. 

CATA said the drop of 17 in the 
number of franchises in Chicago 
and Cook County in the second 
quarter resulted from 17 cancella- 
tions and resignations while no new 
appointments were made. 

The number of outlets for each 
make in both the city and county 
on April 1 and on July 1 were: 

Buick, 29 in April and 28 in 
July; Cadillac, 14 and 14; Chev- 
rolet, 50 and 50; Chrysler, 26 and 
25; Dodge, 27 and 23; Ford 50 
and 48; Imperial, 23 and 22. 


Mercury, 22 and 22; Lincoln, 14 


32 Autos Are Damaged 


By Derailed Boxcars 


ELMIRA, N. Y.—A pileup of box- 
cars and flatcars damaged 32 autos 
in the Emmick Motor Co. (Chrys- 
ler-Plymouth) lot, smashed the rear 
of a truck storage garage and came 
dangerously close to seven storage 
tanks containing kerosene, fuel oil 
and gasoline, A 22-car freight train 
was derailed. 

Frank Emmick, proprietor of 
Emmick Motors, estimated the 
damage to the 32 autos at between 
$25,000 to $30,000. He said 24 used 
cars are a total loss, while six ’61 
models and two other used cars 
were damaged to a lesser degree. 
Several of the autos were flattened 
when. boxcars tumbled down on 
them. 


and 13; Oldsmobile, 30 and 30; 
Plymouth, 42 and 39; Pontiac, 32 
and 32; Rambler, 48 and 48; Stude- 
baker, 33 and 29, and Willys, 15 
and 15. 


Big Toronto Ford Deal 


Is Closed Down 


TORONTO. — Hillcrest Motors — 
until recently one of Toronto’s 
largest Ford dealers—has gone into 
receivership. Also closed is Finch 
Motors in suburban Willowdale. 
Both were owned by Harry Her- 
shoran, a dealer here for 16 years. 

One Hillcrest official said about 
300 employes would be laid off. He 
said that a finance company had 
“put new locks on the doors.” Her- 
shoran said, “We’re out of business 
for the time being. I have no fur- 
ther plans at this red-hot moment.” 


dy Support 


of a bill to require installment 
sellers to list interest charges in 
dollar amount and as simple an- 
nual interest. 


Last year, the Federal Reserve 
Board gave its blessing to the ob- 
jectives of the bill but did not want 
the job of administering it. 

William McC. Martin, FRB chair- 
man, testified that he did not think 
the measure sponsored by Senator 
Paul H. Douglas, Illinois Democrat, 
was aimed at “control of the vol- 
ume of credit.” 


This has also been the position 
taken by Douglas himself, although 
he does feel that the total impact 
of disclosure of interest will have 
a general stabilizing effect on the 
economy. 


The Council of Economic Ad- 
visors, chaired by Walter Heller, 
feels that one result of requiring 
disclosure of interest charges 
would be increased competition. 

The report suggests that use of 
consumer credit would be stimu- 
lated in times of economic down- 
turn and braked in times of eco- 
nomic upswing. By revealing the 
actual charges, the relatively high 
rates in prosperity would act as a 
depressant and the process would 
be reversed for recessions. This 
economic theory would seem at 
variance with the position taken 
by the FRB last year. 

Another point of interest is the 
probable difference in view taken 
by Earl Kintner, former head of 
the Federal Trade Commission, and 
Paul R. Dixon, new FTC chief. 

Last year, Kintner outlined FTC’s 
trade practice rules relating to sale 
and financing of motor vehicles and 
noted that its position on misrepre- 
sentations of credit charges had 
been sustained in the court cases 
of General Motors vs. FTC and 
Ford vs. FTC. 

Kintner pointed out that the 
Douglas bill’s requirements were 
similar to FTC’s requirements but 
the commission has jurisdiction 
only over interstate sales or those 
within the District of Columbia. 

Although Kintner favored the ob- 
jectives of the bill, he saw the “basic 
problem of the extent to which the 
Congress may desire to legislate 
with respect to intrastate transac- 
tions.” 

Dixon has already given indirect 
endorsement of the Douglas bill in 
hearings before a House bill to 
force divestiture of auto finance 
subsidiaries. Somewhat stronger en- 
dorsement may be of help in push- 
ing the bill further this time than 
last time. 

Hearings on the Douglas bill will 
probably run for about eight days 
over a two-week period. 

Scheduled for early testimony 
is Prof. Robert Johnson, of Mich- 
igan State University. Johnson 
will present the main economic 
arguments against the bill and 
many of the measure’s Opponents 
will probably lean on his theories. 

The National Automobile Dealers 
Assn. is not scheduled to testify. 


An example of 


6 at age of 83. 


Wemhoft 





half of the coun 


the fix we’re in: In 1951, California 


counted a total of 2,428 active apprentices in the 
auto industry (including 1,385 mechanics). This year 
there are only 938 active apprentices (including 609 
mechanics) in that state. So the Northern California 
dealers association is joining with other groups 
and the U. S. Labor Department to sponsor a state- 
wide apprentice-training program . . 
Reeves, “Mr. Auto Show” to the industry, died July 


. Wife of Al 


Iowa association reports its membership now 
comprises 90 percent of state’s franchised dealers; 


ties have 100 percent membership 


. Ted Ewald, Grosse Pointe (Mich.) Chevrolet dealer, reports 


that the H. T. Ewald Foundation 


(formed by the late president of 


Campbell-Ewald ad agency) has just awarded eight four-year 
college scholarships to needy boys in Detroit area; 19 scholarships 
since 1957 ... Leonard Milburn, owner of Sides & Milburn in Rush- 
ville, Neb., celebrates 25th anniversary as Ford dealer ... 

Dick Freed, president of Utah dealer group, has been elected direc- 


tor of Salt Lake City chamber of 


commerce ... Three generations 


are now working in Alfred F. Steiner Co. (Ford), Detroit: Father Al 
(chairman), Son Wilfred (president) and Grandsons Wilfred jr., and 


Nelson, salesmen . . . Those who 
to operate one without money. 


call it free enterprise never tried 


—Perte Wemuorr, Editor, 
Automotive News 
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Service Index Maps 
Sharp Gains in Shop 


(Continued from Page 1) > 


May and 3.8 percent over June, | monthly survey of dealer opinion 
1960. which is conducted along with the 
Total sales of parts and acces-| service index poll. 

sories in June were 11.4 percent The dealers surveyed were ask- 
ahead of May but 3.5 percent under| ed about brake service, wheel 
June, 1960. June sales of accessories| alignment, wheel balancing, shock 
and wholesale sales of parts were| absorber service, general front- 
the weak spot in the overall service| end work, tuneups and the re- 
and parts picture, A sharp decline| placement of exhaust system 
in these sales prevented the serv-| parts. 

ice index from showing a year-to-| ‘They were first asked which of 
year gain. these services is the most profitable. 

NUMBER of specific services 


Tuneups were first with brake 
A were examined closely in the 


service a close second and wheel 
UAW Sets Stage 


alignment a respectable third. 
For Bargaining 


Moving on down the ladder of 
profitability, wheel balancing was 

Big Three Receives 

Lists of Proposals 


fourth; exhaust parts, fifth; gen- 
eral front-end work, sixth, and 
By Francis J. Gawronski 
Staff Writer 


shocks ranked as the least profit- 
able of the seven. 
Pd * * 
TS results of this survey are 
ONTRACT talks in the auto in- 

dustry continued last week with 
the United Auto Workers Union 
presenting lengthy, but unspecific, 


different from those obtained 

in a similar survey of independent 
proposals for contractual changes 
to General! Motors Corp., Ford 


garages and specialty service shops. 
Motor Co. and Chrysler Corp. 


These outlets ranked brake service 
Negotiations at American Motors 


as the most profitable of these 

services with wheel alignment sec- 
Corp. on a national contract are in 
recess until July 26, 


ond; tuneups, third, and general 
front-end work, fourth. 
The new-car dealers surveyed by 
Automotive News were asked to 
rank the seven services on their 
rate of growth. Tuneups was rank- 
ed far ahead as the fastest growing 
of the seven. 
: On rate of growth, the other 
although bargaining a 
will continue on the six fell in this order; wheel align- 
plant level. 
In a sharp depar- 
ture from past prac- 
tice, the UAW is setting the stage 
for the hard-core bargaining by 
presenting a series of proposals 
dealing with many problem areas— 
pensions, supplemental unemploy- 


ment, second; general front-end 
ment benefits, working hours, work- 


work, third; wheel balancing, 
fourth; brake service, fifth; ex- 
ing standards and other noneco- 
nomic matters. 


haust parts, sixth, and shocks, 
seventh. 
The proposals are simply read 
to management negotiators. There 


The independents and specialty 
shops ranked brake service as the 

is no attempt at bargaining on spe- 

cific points. 


fastest growing with wheel align- 
ment, second; tuneups, third, and 
general front-end work, fourth. 
* * ok 
HE auto dealers were also ask- 
The UAW was scheduled to com- 

plete its presentation last Friday 
(July 14) at GM, Ford and Chrysler. 
This week, the Big Three nego- 
tiators are expected to take sev- 


ed what the average customer 

pays for each of the seven services 
eral days to make some proposals 
of their own, Then, the para- 


GM Dealer Council 
graph- by - paragraph, page-by- 


Meets in Detroit 
page task of negotiating a new 


DETROIT.—General Motors deal- 
ers from 38 cities in the United 
States and 12 cities in Canada met 
with top GM executives last week 

Goa net gideasie aie in the summer session of the Pres- 

are not expected to come up be- 

fore mid-August. 

In its presentations to the auto 


ident’s Dealer Advisory Council. 
The three-day meeting, a semian- 
nual affair, covered factory-dealer 
companies, the UAW has proposed | Policies and other matters of mu- 
reduction in work time, salaries for | tual interest. 
production workers, SUB and pen- 
sion improvements and full pay- 
ment by the companies of the hos- 


The 15 corporate executives who 
participated in the sessions were 
pital-surgical-medica] program. 
Noneconomic issues covered in- 


headed by Chairman Frederic G. 
Donner and President John F. Gor- 
cluded the problem of displaced 
(Continued on Page 83, Col. 1) 





roaches ’60 Pace... 


























* * * 





don. The lineup included GM’s top 
men in finance, production, distri- 
bution, service and dealer relations. 


An American at VW Shareholder Meeting— 


Linda Schuster, Chicago, takes the floor to question Heinz Nordhoff, Volkswagen 
president, at the company’s first annual stockholders meeting in Wolfsburg, West 
Germany. About 12,000 of Volkswagen's 1,547,503 shareholders participated in the 
meeting, the largest stockholder meeting ever held in Europe. Miss Schuster is cur- 
rently studying political science at the University of Cologne. The meeting was held 
in a new production area being completed for assembly of the Volkswagen VW-1500, 
a slightly larger addition to the company's line. The new car will be unveiled at the 
Frankfurt International Automobile Show in September. 








in their shops. The average repair 
order for each is: 

Brake service, $32.61; wheel align- 
ment, $10.29; wheel balancing, $6.80; 
shocks, $20.23; general front-end 
work, $26.65; tuneups, $24.21, and 
exhaust parts, $21.10. 

Wheel alignment is the only 
one of the seven services which 
is farmed out by any consider- 
able number of new-car dealers, 
the survey shows. 

The dealers were asked if they 
have any of the seven services per- 
formed in outside shops and 22.9 
percent said that they did farm out 
at least one. 

However, all but one of the deal- 
ers who does farm out some of the 
work sends out wheel alignment 
jobs. There are a few dealers who 
send out both wheel alignment and 
balancing. 





Import Sales Re 


(Continued from Page 1) 


were 224,863 registrations and 8.05 
Percent penetration. 

Based on the May rate, projec- 
tions show the full-year total for 
imports should run a bit below 400,- 
000. 

* * * 


NALYSIS of the imported-car 

figures shows, among other 
things, that strength has been re- 
turning to the lower echelons of 
the market. 

Neither Volkswagen nor the 
Top Ten makes dominated the 
market so thoroughly in May as 
they did in earlier months of this 
year. 

Six of the Top Ten imports in 
May topped 1,000 units for the 
month. In April, five were over the 
thousand mark and as recently as 
February only two imports sold 
more than a thousand cars during 
the month. 

Not since last October had so 
Many as six makes exceeded a 
thousand registrations in a month’s 
time. 

ok ok * 

JPURTHENAIORS, May set a rec- 

ord for monthly volume thus 
far this year for seven of the makes 
in the Top Ten. Only Volkswagen 
and Fiat failed to establish a rec- 
ord in May, while Austin-Healey 
matched its previous high for the 
year, notched two months earlier. 

Volkswagen, of course, continu- 
ed as top seller in the import 
field, but its share of the import 
market was at the year’s lowest 
point in May, when its penetra- 
tion was 43.07 percent. Volkswag- 
en’s 1961 peak was 52.45 percent in 
January. 

Not since last October had VW 
had to settle for such a narrow 
slice of the import pie. 

The Top Ten makes took 79.03 
percent of the May market, their 
smallest combined chunk since last 
October. Their biggest share of the 
import market was captured in 
February, when their penetration 
was 81.35 percent. 

* * * 

As COMPARED with the previous 

month, imported-car volume 
rose 6.28 percent during May. 
Among those makes ranked in the 
Top Ten in both months, the big- 
gest increase was shown by Tri- 
umph, which climbed 22.53 percent. 

Other gains were: Renault, 
14.67 percent; English Ford, 8.43; 





May Sales Score 
For Imports 


New imported-car registrations for May 
(minus one state): 


1961 1960 
Pos. Make Pos. 
1—14,806 Volkswagen 12,064— 1 
2— 3,846 Renault 5,652— 2 
38— 1,377 English Ford 2,081— 4 
4— 1,311 Fiat 1,892— 5 
5— 1,146 Mercedes-Benz * 
6— 1,028 Triumph 1,793— 17 
I— 980 Metropolitan * 
8— 917 Volvo * 
9— 914 MG 1,435— 8 
10— 840 Austin- 

Healey 1,881— 6 
* Opel 2,182— 3 
* Peugeot 1,321— 9 
* Simca 1,298—10 

7,209 AllOthers 12,014 

Total All Makes 
$4,374 44,213 


*—Not in Top Ten, 
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Sales Records for Imported Cars 


13 Months 

Pct. Gain 

in Pene- 

tration 

Pet. of Over Pre- 
Units Industry vious Month 

May ’60.. 44,213 6.96 — 5.95 
June .... 43,300 4.27 3.12 
duly ...... 43,537 1.97 9.63 
Aug. ...... 42,577 8.10 1.63 
Sept. ...... 40,441 8.82 8.90 
DOE sccrsiis 36,704 6.70 —24.04 
Nov. ...... 32,479 5.98 —10.75 
je 32,334 5.94 —0.67 
Jan, ’61.. 25,594 6.19 4.21 
Feb. ....... 26,772 7.14 15.35 
Mar, ...... 34,067 7.10 — .56 
April .... 32,344 6.63 — 6.62 
May ....... 34,374 6.39 — 3.62 


Mercedes-Benz, 3.15; Volkswagen, 
2.49; Volvo, 2.46, and Austin-Hea- 
ley, 1.20. 

Fiat’s volume declined 7.02 per- 
cent during the month. 

Opel and Simca fell completely 
out of the Top Ten ranking in 
May. Only a month earlier, Opel 
had ranked No. 7 (it was No. 3 
three months ago) and Simca, 10th. 

* * * 
Jig ene were Metropolitan, 
No. 7, and MG, No. 9. MG re- 
turned to the top ranks after a 
one-month absence, but it was the 
first time Metropolitan had appear- 
ed in the Top Ten since January. 

Volkswagen and Renault con- 
tinued their one-two ranking, re- 
spectively, in May, with English 
Ford returning to its “traditional” 
No. 3 ranking after a 14-month 
period which saw it bounce all 
around in the standings and, at 
one point, drop completely out of 
the Top Ten. 

It pushed Fiat down one notch 
to No. 4 position, while Mercedes- 
Benz continued to hold on to fifth 
place. 

Triumph climbed to the No. 6 
rung on the sales ladder from 
eighth place a month earlier, swap. 
ping positions with Volvo. 

Metropolitan moved up from 
among the also-rans to No, 7 spot 
and Opel, as noted above, fell from 
seventh to an unrated position. 

Ninth place was taken by MG, 
which pushed Austin-Healey down 
to No. 10 and moved Simca out of 
the Top Ten. 

* * * 
Fro® the first five months, VW 
and Renault were first and sec- 
ond both this year and last. Fiat 
moved into third from last year’s 


Market Begins to Soften... 


13 Years 


Pect.of Over Pre- 








Units Industry vious Year 
a 12,251 25 —45.65 
1950 _..... 16,336 26 4.00 | 
TRG cesses 20,828 Al 57.69 
1962... 29,299 -70 70.73 
1958... 28,961 5 —28.57 
1954 32,403 59 18.00 
1955 _...... 58,465 82 38.98 
1956 _...... 98,187 1.65 101.22 
BE. asset 206,827 3.46 109.70 
1958 _...... 378,517 8.13 134.97 
19589 ....... 614,131 10.17 25.09 
1960 ...... 498,785 71.58 —25.47 
1961 
to date ..153,151 6.67 —12.01 


© 1961, Automotive News 


ach 7 -Month High 


fifth-place lodging and Mercedes- 


Benz, unranked a year ago, was 
No. 4 this year. ' 


English Ford fell to fifth place 


this year from fourth place last © 
year and Opel dropped three | 


notches to No. 6 ranking. 

Volvo, out of the Top Ten a 
year ago, was No. 7, pushing back 
Triumph one position to No. 8 
and Austin-Healey one notch to 
No. 9. 

Simca claimed 10th place, com- 
pared with its year-ago ranking of 
sixth. 
MG, ninth a year ago, and Vaux- 
hall, 10th in the 1960 five-month 


standings, were not in the Top Ten 


this year. 





| 
Imported-Car | 
Registrations 
New imported-car registrations for five 
months (minus one state for two months): 


1961 1960 
Pos. Make Pos, 
1— 71,790 VW 64,033— 1 
2— 15,799 Renault 32,870— 2 
38— 5,483 Fiat 10,607— 5 
4— 4,853 Mercedes-Benz ? 
5— 4,790 Eng.Ford 12,986— 4 
6— 4,444 Opel 13,132— $3 
I— 4,090 Volvo * 
8— 4,066 Triumph 74,145— 17 
9— 3,546 Austin- 
Healey 7,074— 8 
10— 3,402 Simca 7,218— 6 
. MG 6,080— 9 
- Vauxhall 6,021—10 


30,888 AllOthers 57,697 


Total All Makes 
153,151 224,863 


*—Not in Top Ten, 





Used-Car Stocks Climb 





(Continued from Page 1) 


they had noted a midsummer 
comeback in demand. 

“The used-car market is starting 
off good in July,” said a dealer in 
the Southwest. 

“Used cars were slow during 
June, but are becoming more firm 
now,” reported a dealer in the 
Pacific Northwest. 

” * * 

N THE Northeast, a dealer term- 

ed his market the best of the 

past four or five years. 

Dealers elsewhere used such 
terms as “good,” “brisk” and 
“firm” to describe their own used- 
car operations. 

A volume dealer in the Midwest 
said of the market: “It’s firm. We 
are short of all kinds of domestic 
used cars—even average to rough 
units.” 

* a * 
ve July 1 inventory count of 

26.7 days compared with a 24.9- 
day supply a month earlier (lowest 
recorded since Nov. 1, 1958) and 
38.0 days a year earlier. 

Observers view the high used- 
car stocks of a year ago as one 
of the contributing factors to the 
tough cleanup of 1960. By the 
same token, they believe that the 
relatively tight used-car situation 
this year will help the ’61 cleanup 
turn out to be an orderly affair. 

The increase in average days’ 


a smaller proportion of reporting 
dealers in the 15-days-or-less cate- 
gory. Only 19.2 percent were count- 
ed there July 1, compared with a 
two-year high of 25.2 percent a 
month earlier. 

Most of those “missing” on July 
1 had crossed the boundary into 
the 16-to-30-days classification, 
boosting the number of dealers 
there to 57.7 percent, compared | 
with 49.9 percent on June 1, 

Of all dealers, 76.9 percent were 
within the theoretical 30-day limit 
on July 1, compared with 75.1 per- | 
cent on June 1. 

ea * * 


supply from June 1 to July 1 found 
8 
{ 


yas left 23.1 percent of report- | | 
ing dealers with a used-car in- § 
ventory above the 30-day level on 
July 1, compared with 24.9 percent 

in this category a month earlier. 

Range of stocks reported was 
seven to 60 days, compared with 
12. to 46 days the previous month. 

A year ago, with average inven- 
tory standing at 38.0 days, only 48 
percent of reporting dealers were 
at the 15-day level. A total of 52.4 
percent checked in at 16 to 30 days 7 
and 42.8 percent were over the 30- ; 
day level. 

Range of stocks reported a year 
ago was eight to 102 days. 
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*... like running your own finance company 
with the guidance of real professionals” 
















SOHO «2 HOOP FWY 


For complete information on how our 
service can help promote your success, 
call or write the Commercial Credit 


= eae 
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says TOM ASHBROOK, Dodge 


dealer, South Gate, California 






“The flexibility of the Commercial Credit 
Plan makes it like running your own finance 
company with the guidance of real profes- 
sionals. In 10 years together, I have found 
Commercial Credit will stretch to help .us 
close a deal—gives us fast service in credit 
passing—and has very good collection pro- 
cedures to keep our customers happy and 
repossessions low. We use one man who spe- 
cializes in financing to close time sales. And 
we pay bonuses both to this t.o. (turnover) 
man and the original salesman on the con- 

tract and the insurance.” 


Commercial Credit 
serves successful dealers 


Corporation office nearest you. 
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Dealers Hold 441%4-Day Supply... 


New-Car Stocks Rise 
But Shortages Loom 


(Continued from Page 1) 





latter a 64-day supply. American 
Motors and Studebaker-Packard 
finished off the first half with 51- 
day and 67-day levels, respectively. 

With bargain-hunting time ap- 
proaching in the tag end of the 
model season, more compacts were 
finding their way into dealer lots. 
The 10 compacts rose 6,000 units to 
337,000 in June, which figured to 
the identical 44%4-day supply of the 
entire stockpile. 

Loudest cries of impending 
scarcities were coming from Ford 
and GM dealers. The compact 
category found Falcons, Rambler 
400s, Comets, Specials, Monzas 
and Cutlasses in a tight position. 
Chryslers and Cadillacs were 
needed in the medium and high- 

est-priced groups, while some 
standard-make retailers were low 
on wagons and convertibles. 

A metropolitan-market Chevrolet 
dealer laid it on the line to AuTo- 
MOTIVE News: 

“We're in a severe shortage of 
cars. There are not enough cars 
available in the factory buildout to 
meet my needs or those of the deal- 
ers in my city.” 

This dealer reported only a 15- 
day supply of standard Chevys and 
10-day inventory of Corvairs at the 
start of July. 

of 


65-day level. 


day 


nia, 


of last fall’s foulup.” 


for the market improvement. 


said. 


time—if ever again.” 
aK * * 


* * 


ROCKY MOUNTAIN Chevrolet 


dealer, on the other hand,| tion controls return.” 





New-Car Stocks 


Domestic Makes 
(Compiled by Automotive News) 


dealers reported. 





warned that sales below the 1960 
pace could clog his cleanup, which 
is under way with inventories. at a 


An Ohio Ford dealer with a 29- 
inventory predicted a slight 
Squeeze during the cleanup, com- 
pounded by a sellout of Falcons. 
“Bucket-seat cars have ignited 
this market,” commented a vet- 
eran Rambler dealer in Califor- 
“I can’t get 400s, but the 
point is customers are willing to 
go 36 months and make a long- 
term commitment to an extent 
where there will be no repetition 


Efforts of the Task Force Com- 
mittee of the National Automobile 
Dealers Assn., auto contract talks 
and the tense Berlin situation were 
given by dealers as other reasons 


“The Task Force has the fac- 
tories plenty worried about what 
might happen if dealers keep going 
broke,” a Chrysler dealer in Texas 
“I don’t look for 55-day or 
60-day inventories for a long, long 


Wk talk growing out of the 
Berlin crisis, coming with the 
abatement of the recession, was 
rated a plus in Eastern areas. Sev- 
eral dealers were advertising for 
new-car purchases “before produc- 


The fact that no strike appears 
likely in the auto plants is acting 
as a restorer of public confidence, 


The July 1 inventory of 914,929 
was the second lowest of all time 
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Late Report... 


Used-Car Market 


The overall average price of used cars sold at wholesale auction 
rose $27 last week to $1,022, wiping out much of the huge loss ab- 
sorbed a week earlier, according to Automotive News’ index. 

All models except ’55s—which lost $4—rose above the previous 
week’s level, with ’61s rebounding highest, Increases amounted to 
$146 on ’61s, $28 on ’58s, $24 on ’59s, $10 on ’56s, $4 on ’57s, $3 on 
54s and $2 on ’60s. 

At a group of representative auctions last week, the sales ratio 
was 76.7 percent, compared with 74.2 percent a week earlier. 


Auction reports begin on Page 68. 


Dodge Buildout Program 
Has Top Rebate of $110 








































DETROIT.—Dodge has joined 
Chrysler and Plymouth in the build- 
out-bonus ranks. with a program 
that pays dealers $35 to $110 per 
model for performance against 
quota. 

The Dodge payoff applies to all 
new ’60s and ’61s sold at retail. 
It extends to the end of the 
model year, 

Dodge dealers will receive $35 per 
car for sales between 60 and 85 per- 
cent of quota, $75 per unit between 
85 and 100 percent of quota and 


cent of objective. 


eligible for rebates, 


customers. 


a rebate of $75 per sale. 


Salesmen Charge 
5 Dealers with 
Opening Sunday 


WASHINGTON.—Two car sales- 
men have filed Sunday blue-law 
charges against five auto dealers 
in nearby Maryland, The warrants 
are the first to be filed since the 
Supreme Court’s upholding of the 
Maryland Sunday closing law. 

The two salesmen, both of Stand- 
ard Pontiac, College Park, Md., 


and replaced, 


$110 per sale in excess of 100 per- 


Cars sold to salesmen will be 
and dealer- 
owned demonstrators will qualify if 
they are subsequently sold to retail 


The Chrysler and Plymouth build- 
out bonuses, which began June 1, 
are contingent upon a dealer’s pur- 
chasing his “fair share’ of models 
from the factory. If he meets the 
purchase requirement, he receives 


Mercury has two rebate plans 
in effect, but they are scheduled 
to expire July 30. Mercury is pay- 
ing $100 for sale of new cars built 
before Jan. 1, 1961, and $250 for 
demonstrators sold to salesmen 
or company-owned demos sold 


Other auto makers are out of 
the bonus picture, at least tempo- 
rarily, and some General Motors 
dealers last week expressed doubt 
that there would be any buildout 
payments on GM lines this year. 

They noted that inventories are 
in good shape, and some estimated 
that they may be out of cars before 









Late Appointments 
By Auto Makers 


DETROIT. — Late personnel 
changes announced by auto manu- 
facturers include the following: 


Chevrolet 


Appointments of new managers 
for four of Chevrolet’s manufactur- 
ing plants were announced by Rob- 
ert W. Podlesak, manager of the 
Division’s 22 manufacturing plants. 

Harry L. Whitmer was named 
manager of Chevrolet’s newly ac- 
quired plant at Nine Mile and 
Mound Rds. at Warren, Mich. For 
the past year and a half Whitmer 
had managed the division’s spring 
and bumper plant at Livonia, Mich, 

The new Warren plant, acquir- 
ed from the General Services Ad- 
ministration, currently is being 
rehabilitated for startup of oper- 
ations later this year. It had been 
inoperative since 1957. 

Other appointments announced 
included: 

Leo M. Seidl as manager of the 
spring and bumper plant to suc- 
ceed Whitmer. Seidl since 1957 has 
been manager of Chevrolet’s man- 
ual transmission plant at Saginaw, 
Mich. 

Harrison T. Price as manager of 
the Chevrolet transmission plant at 
Saginaw to succeed Seidl. Price 
had been manager of Chevrolet’s 
Powerglide automatic transmission 
plant at Cleveland. 

D. Robert Bell as manager of the 
Powerglide transmission plant at 
Cleveland to replace Price. Bell 
since 1959 has been assistant man- 
ager of Chevrolet’s manufacturing 
research and development depart- 
ment. 






































* * * 
Chrysler Amplex 


William R. Donnelly has been ap- 
pointed president of Chrysler 
Corp.’s Amplex Division, succeeding 
William P. Balthrop, who now heads 
Chrysler’s Airtemp Division. Am- 
plex, with headquarters in Detroit, 






































































Cars Cars in for the month. It, of course, trailed 
in Transit Total ‘ 
the alltime record of July, 1960, but| between them filed charges not only , makes powdered metal parts and 
Period Field t Invent ’ ’ 3 : he ’62 models appear. Chevrolet, Pp P 
Ending Stockst Dealers "Steeks’ | exceeded the July total of 908,152| against their own employer, Ed-| {PC 1°” rows, aPbear, “nevrolet | Oilite oil-impregnated bearings. 
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duly 1, ’50.... 311,084 167,500 478,584 four other dealers. They are: Philip : of Chrysler International, S.A., with 
Jan, 1, ’51.... 305,888 89,900 404.788 ; : Aug. 22 last year. Cadillac, as usual, . q 
July 1, ’51.... 357,606 90,700 448,306 Ford Dealer’ s Lustine of Lustine Chevrolet and| jaiq no rebates. headquarters in Geneva, Switzer- 
Jan, 1, ’52.... 224,968 31,000 255,968 Oldsmobile, Frank Palmer of Pal- In th k field. F Divisi land. He joined Chrysler in 1957 as 
July 1, *52.... 193,462 84,500 277,962 - mer Ford, Douglas A. Fields of|, 1” the truck held, Ford ivision| .omptroller on Dodge Division. 
Jan. 1, 53... 291,671 83.300 374.071 I tronge Taken Hyattsville Buick, and William | is Paying $300 for sale of ‘on dee From May, 1958, until August, 1959, 
” 954... 428, : " Restorff of Restorff Motors (Ram- i j 
aor tek ae eee ess! Away in Calif ble). "| eegand and succeeding sales of per-| Chrysler Corp. automotive mant 
Jan. 1, °55... aunt a son one vy ” One salesman explained that he HD-950. HD-1000 ‘Dr eso e oa facturing group vice-president. 
April 1, 755... 544,038 99,500 + — 643,538 | ROSEVILLE, Calif.—O. E. Saug-| didn’t want to see the dealers prose-| rrpy7_959 units. The offer ends Se 
"55... p i , m3 aide . = z pt. 
det i’ cee” dagays ~— ds'geeSga'nvg| Stad Ford has received official no-|Cuted—he just wanted Sunday off. | 595 Chrysler Corp. 
Jan, 1, °56... 755,177 53,300 808,477 | tice of the revocation of its state | The other salesman tried to kill the a h HDT-850 The appointment of J. J. DiCicco 
Mar. 1, °56.... $40,089 63,700 903,789 | dealer license. The action, which| Charge, but State’s Attorney Wil- dealer who sells one as director of automotive services 
May 1. 26.” gaaean © heaee sane? | may be appealed to the courts, is| liam L. Kahler said the matter had| and two HD-1000 models would | ¢5, Chrysler Corp.’s automotive 
June 1, °56... 746,012 52,890 798,902 | effective Aug. 1. gone too far. Right after the Su-| receive $1,200—$300 for each sale | saies group was announced by E. C. 
~ 1, —" <3 ,6n — 67.806 Official notice of the revocation | Preme Court decision, Kahler said| plus an extra $300 for the second Quinn, sales divi- 
Sept. 1, 56... 456.013 48.382 504,395 | WAS Served by the State Depart-| he would prosecute blue-law war-| HD-1000. sions vic e-presi- 
Get. 1,” 56... 288,103 25,900 314,003 | ment of Motor Vehicles on officers| fants filed by citizens but, only in| hore ig also a $10,000 jackpot for dent. 
Nov. 1, 56... 212,967 65,008 277,975 | of the firm, Osten E. Saugstad and extreme cases, would he institute salesmen who move diesel models. DiCicco is re- 
= 7 —" oa pias ses his mother, Mrs. Richard Wareing. | ¢Timinal action himself. Each sale gives the salesman a sponsible for di- 
wee. 1, ut. 561.934 68,100 630,934 Tom M. Bright, deputy motor ve- Palmer denied that his firm was| chance at one of 29 cash prizes. recting automo- 
ar. 1, °57.... ’ ’ hicles director, said the revocation | open on the Sunday in question and| The top award is $1,000, and there tive service de- 
April 1, °57.... 682,790 63,125 745,915 “ ; suet 
May 1, ’57... 677,705 59,500 737.205 | WaS based on a number of infrac-| referred to a new company policy| are eight prizes of $500 and 20 of velopment and 
June 1, °57.... 724,329 63,420 787,749| tions, including 145 counts of late| of closing Sunday. $250. one training, corpo- 
— 4 -—. aoes a. oes transfer of ownership and payment} Leonard T. Kardy, state’s attor- PE SE Ee rate warranty ad- 
Sept. 1, 57... 684,484 45.052 729.536 | 0f fees to the state, 79 counts of| ney for Montgomery County, Md., Dealer Joi State B d ministration and 
Oct.” 1," 757... SAT549 25,085 572.634 improper and illegal voiding of re-| has said he will prosecute, if ar- oe er oe a7 e i related corporate- 
Jov. 1, °57.... 0 ’ i eins ee ‘ ; 
: bg * ’ , ports of sales and Saugstad’s re-| rests are made. The Automotive| SYLVA, N. C. oody Hampton, wide service ac- 
— . a aaa is aae oe cent conviction of conspiring to| Trade Assn—National Capital] owner, Reece-Hampton Motor Co., J. J. DiCicco tivities. 
Feb. 1, ’58.... 725,003 54,100 779,103 | Violate the state motor vehicle code. | Area, speaking for 119 new-car deal-| has been appointed by Governor} DiCicco joined Chrysler Corp. in 
poll 1, a oa nen pape mg oe The order prohibits the dealership | ers in Maryland, Virginia, and the| Terry Sanford as a member of the} May, 1957, as director of preproduc- 
May 1. °58.. 738.464 38.500  776.964| {Tom selling either new or used| District of Columbia, has urged|North Carolina State Board of| tion planning and analysis. Previ- 
Gene 1, = propa} 36.500 741,281 vehicles. compliance with the law. Conservation and Development. ously, he was manager of pre- 
uly 1, ’58.... 630, , 15, production planning at Ford where 
Aug. 1, ’58.... 600,656 30,000 630.656 ; 
Ros for 20 years he held various man- 
Sept, 1, ’58.... 455,984 7,100 463.684 
ov. i Ge anane 580 dha as Which Servi Are Selling? ee ee 
Vov. 1, °58.... ; > i * * * 
Dee. 1; '38.. 387.131 73,200 460,331 ic ervices re ing: Soil Reiaileiiaaabaaal 
Feb. 1, ’59.... 608.525 58.200 666,725 T i a 
at ais gon wae July Aug. Sept. et. Nov. Dee. Jan. Feb. March April May June 12-mo. || a, executive assistant to the vice 
’ esas . » ’ ct. ct. ct. ‘ct. ct. ct. ‘ct. ct. ct. . . . er. 2 
at as Gee eee asain || Labcicattons .................. 68.14 69.42 55.28 69.14 66.85 63.71 59.86 6243 6414 6743 69.14 69.86 65.45 || PICS mache fin’ cea 
RS RR RR gd 20.42 20.00 19.57 20.28 19.00 18.42 16.71 18.00 20.86 18.43 19.85 20.43 19.33 || For Internation- 
eee 1 = nee = ‘ees IND eres o Sins. his, Sx sodecacete 35.14 32.57 33.71 35.71 36.14 38.14 37.71 37.00 34.71 36.43 35.57 34.00 35.57 al Staff, has been : 
Nov. 7, 59... 472,409 51 "000 523.909 OR 5, cs spaces csuvdasevisensevs 19.85 19.71 21.42 21.57 23.14 23.00 25.29 2643 24.00 22.43 22.57 21.14 22.55 ck * oo by 
eee eee Oe REE EL Wine MUNG css sssternents 11.85 11.71 13.01 12.42 11.42 11.14 10.43 10.86 11.57 13.14 13.42 13.57 12.05 oF =  ehenbes e 
Feb. 1. "60... 687.153 85,200 772,353 || Drive Line ......--0..com 12.14 12.85 13.42 13.28 12.29 13.57 12.43 12.71 13.71 13.29 13.71 13.57 13.08 || F6érq Internation- | 
‘April Ee 60... 934,427 72,000 1,006,427 Chassis-Wheel Axle .......... 23.57 24.57 24.00 25.28 26.14 25.00 22.28 23.00 21.57 23.57 24.57 24.14 23.97 al Group. Menger 
May 1, (60. 943,004 00,080 1,000,588 || Major Engine Repair....... 7.57 7.57 7.57 814 7.85 885 714 7.86, 786 714 685 6.57 7.58 || Was seman _ | 
July 1, "60... 994,967 44.000 1,038,967 || Appearance... 22.42 21.85 21.85 22.28 21.57 20.57 2057 22.57 23.43 23.71 23.00 22.43 22.19 narnia = saamaae 
sa: Y, G0. sez'ont 28.500 8812481 || Accessories and Mise, ...... 18.14 18.14 17.57 17.85 19.57 19.28 19.00 19.86 18.86 18.57 19.71 19.86 18.87 || on the Ford In- 
Oct, 1, 760... 784,677 = 71,000 = 855,677 || Average Operations ternational Staff. 
on’ i’ "ee. Genasy reese seeas7|| Per Repair Order........... 2.41 243 188 2.49 2.44 241 231 242 241 241 2.50 2.46 2.38 A native of “ | 
ao: i. isk diss ite Seta Courteay of Jon E, Wott Oreanimtion, || New, Yorks, Men- | VS. Mente 
Mar. 1, ’61... 974,420 44,000 1,018,420 _— — wore weber SP in 1988 @ 
April 1, °61.... 381,583 53.600 935.183 : ; ca : : s 4 . as assis ant manager, financial] an- r 
May 1, ’61.... 354,241 61,000 915,241 This chart, compiled from more than 14 million repair orders written each month in franchised car and truck dealers’ shops, | alysis department, financial plan- 
con i -61....9961,714 63.400 “oes _— = services that are being performed. For instance, lubrications appeared on 68.14 percent - —_ oe last at ning office. In 1948, he was appoint-— 
° mach - F , and brake work was on 20.42 percent. The percentages total to more than 100 because many repair orders called for more than| eq manager of special] financial ” 






projects, finance office, and, in 1952, ( 
he became assistant divisional con- 


troller of Ford International, the 
(Continued on Page 82, Col. 3) 


one job. The bottom column of figures shows the number of items called for on the average repair order, After a good start in 
July and August, the number of items per RO fell drastically in September. There was a seasonal recovery in October and No- 
vember and then a sag until the safety campaign and seasonal factors pulled the average up to 2.50 in May. The chart cov- 


ers the period from July of last year through June of this year: 





+ Field stocks include cars actually at 
dealerships, those warehoused by dealers 
and factories, and demonstrators. 


* Revised. 
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Now—Chevrolet Service Consultants Help Dealers Serve Customers Better! 


As Chevrolet dealers know, keeping a customer happy with his present Chevrolet is 


the best way to keep him coming back. That’s why Chevrolet looks constantly for new 


ways to make Chevrolet owners the best cared for owner-family of all. 


The Chevrolet Owner Relations Program, first and 


only one of its kind in the industry, was founded on 
the principle that the customer comes first. And now 
Chevrolet scores another first—the establishment of 
a new staff of service consultants to work in the field 
with Chevrolet dealers for an even greater degree of 
customer satisfaction. Under the new Professional 
Development Program, a series of three-week courses 


is being held in Detroit for the professional training 
of these consultants in the fundamentals of operating 
an efficient and modern dealership service facility. 
This is just one more example of the forward-looking 
steps being taken by Chevrolet to help dealers 
serve owners better. 


.. . Chevrolet 
Division of General Motors, Detroit 
2, Michigan. 
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Ford Claims July Gains... 


Factories Report 
Retail Sales Gains 


DETROIT.—Reports from mak- 
ers on new-car retail sales last 
week included the following: 


Ford Division 


Sales of Fords, Falcons and 
Thunderbirds in the first 10-day 
selling period of July were up 6 
percent over the like period of 
June, and more than 160 units per 
day over the same period of 1960, 
said Lee A. Iacocca, Ford Division 
general manager. 

Ford dealers delivered approxi- 
mately 3,800 cars per day during 
the initial period of July—making 
this the third consecutive 10-day 
period in which the division’s sell- 
ing rate exceeded the year-ago 
mark, Iacocca said, 

Leading the surge was Falcon, 
with total deliveries for the period 
of 11,200 units. ie 


Chevrolet 


June retail deliveries of new 
Chevrolets totalled 178,382—second 
highest monthly total in the com- 
pany’s history, according to E. N. 
Cole, general manager, 

Cole said the June total was sec- 
ond only to Chevrolet’s alltime rec- 
ord of 190,240 units in June, 1960. 
June sales ran 10,326 ahead of May, 
he added. 

Two new alltime monthly records 
established in June were deliveries 
of 1,535 Corvettes and 38,743 Cor- 
vairs, Cole said. New-truck sales of 
38,861 represented the highest 
monthly truck total since June, 


1960, he said. 
* * ok 


Pontiac 
Pontiac’s retail sales for June to- 


talled 33,269 new cars, a 17 percent 
increase over May, said S. E. 





Knudsen, general manager, 
Pontiac’s second-quarter sales of 
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! Service siseishiiee 
Guardian Maintenance 


‘Especially now now 
mer radio camp 








uring 


Service for you. 


In print,*too, Guardian Maintenance adver- 
tising blankets the.nation with powerful 
messages that sell quality service. 


Look at the ads! You'll find ‘‘better value” 
benefits written all over them. Fair prices... 


genuine parts . . . modern 


carefree driving—the whole story is there. 
And we tell it again and again. 


That’s advertising punch! 


Maintenance 


ADDING STRENGTH TO EACH 
PONTIAC ° 


CHEVROLET ° 
BUICK * CADILLAC 


with a Punch : that’s: 


the big, special, sum- 
ign when your owners are. 
listening ‘to famous Guardian Maintenance 
radio personalities!\Edgar Bergen . 

_Jim"’ 3. . The Answer Man—they’re a 
selling Guardian Maintenance Quality 


FRANCHISE 


99,717 cars was up 19 percent over 
the first quarter, which totalled 
83,539, Knudsen said. 

* * * 


Buick 


Buick dealers delivered 10,976 
cars in the final third of June, a 
28.2 percent increase over the pre- 
ceding 10 days and a four-year high 
for that period, Edward D, Rollert, 
general manager, said. 

He said that sales for the month 
totalled 28,054 units, highest June 
since 1957 and best for any month 
since last November, 

Since Jan. 1, sales of 139,436 cars 
represent a four-year high for that 
six-month period, Rollert added. 

Rollert said that 10,739 Special 
deliveries in June represented a 
38-percent increase over the pre- 
vious monthly high recorded in 
April. 


* * * 


Oldsmobile 


Oldsmobile dealers delivered 16.5 
percent More new cars during the 
second quarter than in the Jan- 
uary-March period, said J. F. 
Wolfram, general manager. 

Sales of new 1961 Oldsmobile 
models totalled 83,976 during the 
past three months, Wolfram said. 

“The F-85 is also growing in 
popularity, with its share of Olds- 
mobile total sales increasing to 26 
percent in the second quarter,” 
Wolfram said, “compared to 20 per- 
cent in the first three months of 
the year. Partly accountable for 
this increase is the high degree of 
acceptance accorded the new F-85 
Cutlass sport coupe, introduced in 
May.” 

Wolfram also noted that the Star- 
fire convertible was accounting for 
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over 35 percent of his company’s 
total convertible sales since its in- 


troduction in December, 
* * * 


Chrysler-Plymouth 


Retail deliveries of Chrysler and 


Plymouth cars showed substantial 
gains in the second quarter of 1961, 


said C. E, Briggs, genera] manager 
of the Chrysler-Plymouth Division. 

Briggs said that in April, May 
and June retail deliveries of 83,767 


Plymouth and Valiant cars showed 


an increase of 25 percent over the 


first three months of the year. 

For Chrysler cars, the increase 
was 36 percent, with retail de- 
liveries in the second quarter run- 
ning 26,302. 


* * * 


Willys 


Domestic retail deliveries of 


Jeeps during June were the high- 
est of any month since the begin- 
ning of the year, according to 
James Beattie jr. general sales 
manager, Willys Motors, Inc. 

June sales, he said, were 27 per- 
cent ahead of the previous month, 
while dollar volume of Jeep parts 
and special equipment sales con- 
tinued well above the level of a 
year ago. 

* * Ba 


Metropolitan 
June retail sales of American Mo- 


tors’ imported Metropolitan 1500 


were the highest since June, 1960, 
J, W. Watson, Metropolitan sales 
manager, reported. 

Sales totalled 1,203, up 12 percent 
over the 1,071 sold in May, Watson 
said. The last 10 days of June were 
the biggest for any 10-day period 


since June of last year, he said, 
* cd * 


Simca 


Simca retail sales in the second 
quarter were 53 percent higher than 
those in the first quarter and June 
sales topped any month since last 
October, Peter Nunez, Simca sales 
manager, announced. 

“June sales of 817 Simcas were 
10 percent above May sales and 
were the highest for any of the past 


eight months,” Nunez said. 


1961 







Rambler Promotion in Cleveland— 


; The Greater Cleveland Rambler Dealers recently sponsored a 22-day ‘Aqua-Rambler 

Sale." The promotion called for dealers to purchase 100 aqua-colored sedans, which 
were shipped by convoy to Cleveland. Each purchaser was given two round-trip tickets 
for a cruise to Detroit aboard the S. S. Aquarama. The promotion boosted sales ap- 
proximately 33 percent over the same period a year ago. A similar promotion is now 
being sponsored by Detroit-area Rambler dealers. 





Ohio Dealer Loses Suit 


On Sales-Tax 


COLUMBUS, O.— The Ohio Su- 
preme Court has ruled that the 
State Legislature was within its 
rights two years ago in depriving 
auto dealers of their 2 percent com- 
mission on sales taxes collected for 
the state. A new proposal, however, 
may restore the payment. 

In 1959, the Legislature passed 
a law which ended the use of tax 
stamps in auto transactions. The 
law also halted the 2 percent dis- 
count for dealers on sales taxes 
which they collect. 

George Byers Sons, Inc., a Chrys- 
ler Corp. dealership headquartered 
in Columbus, filed a suit contend- 
ing that this discriminated against 
one class of retailers. 

Common Pleas and Appeals 
Courts in Columbus agreed with 
Byers. They ruled the law was un- 
constitutional. The Supreme Court 
overturned this ruling. 

In a unanimous decision, the 
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Discount 


High Court said that the discount 
paid by the state is for handling 
the tax stamps, not for collecting 
the tax. 

The stamps, the court said, were 
issued in car sales only after the 
titles were delivered and the taxes 
had been paid. 

Both houses of the Legislature 
have approved a bill to end tax 
stamps, but retain the merchants’ 
discount. The measure has been 
sent to Gov. Michael V. DiSalle. 

The House version grants auto 
dealers and other merchants a dis- 
count up to 2 percent on sales 
taxes they collect. 

The Senate amended the bill to 
read that one percent of the dis- 
count is for services by the mer- 
chants in transferring the tax to 
the state, and the other one per- 
cent is for early payment. 
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TURNINGS ... 





Ford Engineers Predict 
More Plastics in Autos 





AUTOMOTIVE NEWS, JULY 17, 1961 


By Joseph M. Callahan 
Engineering Editor 
ON of the clearest and strongest cases for greater use 
of plastics in automobiles of the future was made at 
the recent Summer Meeting of the Society of Automotive 
Oo 


Engineers in St. Louis. 

Surprisingly, this paper 
was not prepared by a plastic sup- 
plier, but by Thomas H. Risk, man- 
ager of the ma- 
terials, fuels and 
lubricant depart- 
ment of Ford Mo- 
tor Co., and two 
of his aides, Jud- 
son Forester jr., 
supervisor of the 
materials devel- 
opment section, 
and Ralph 
Schmuckal, a 

i principal research 
J. M. Callahan engineer. 

Schmuckal, who presented the 
paper, noted that the use of plastics 
had risen from about four pounds 
per car in 1940 to about 25 pounds 
in 1961 and that it would rise to 
about 45 pounds per car in 1965. 

He attributed this growth to the 
continual introduction of new plas- 
tic materials, the reduction in the 
price of plastics and a better under- 
standing of the properties, methods 
of fabrication and end use of plas- 
tics. 

Discussing the new plastics, he 
noted that in 1940 there were 
only 11 plastic materials available, 
but by 1950 this figure had risen 
to 16. 

In the next decade, six new ma- 
terials were added, bringing the 
total number of plastics now in 
use to 22. Most of the new plastics 





have been thermoplastics, rather 
than thermosetting materials. 
* * ok 


“PRICE reductions have undoubt- 

edly been a big factor in the 
increased automotive use of plastic 
materials during the past decade,” 
Schmuckal said. “By contrast, dur- 
ing this period, steel and aluminum 
have increased in price. 

“On a weight basis, it is un- 
likely that plastics will ever become 
as cheap as steel. They are, how- 
ever, much lighter than steel and 
aluminum so that on a volume 
basis, the price difference is much 
less. 

“It should be noted that while 
the average plastic decreased 34.5 
percent in price during the last 
six years, steel has increased 20 
percent. On a volume basis, the 
plastic average cost is lower than 
aluminum and rapidly approach- 
ing that of steel.” 

Of course, cost of the material 
is not the only factor. The auto 
makers select a material on the 
basis of the cost of the finished 
part, which includes the cost of 


‘fabrication. 


But, since the fabrication of plas- 
tics is relatively simple and inex- 
pensive, these relatively high-priced 
materials are used more often than 
might be expected. 

ok * 


cI 
170 Plastic Parts Per Car 


CHMUCKAL added that the use 
of available plastics in the mod- 
ern car is dependent not only on 


their inherent properties but also 
on how well they fit the assembly 
conditions established by adjacent 
materials. 

Turning to the various plastic 
applications, he said that the aver- 
age car has 170 plastic parts, in- 
cluding gears, bushings, fittings, 
fasteners, washers, safety glass 
laminate, speedometer parts, win- 
dow regulator rollers, carburetor 
spacers, distributor covers and trim 
parts. 

The parts selected for the me- 
chanical job they can do repre- 

sent the greatest number of plas- 
tic applications in a car, but actu- 
ally 70 percent of all plastic used 
by the auto industry is for inte- 
rior trim and decorative parts. 


Schmuckal] noted that, even when 
it has been decided to consider 
plastics for a certain car applica- 
tion, the engineer has a difficult 
time picking out which particular 
plastic should be used. 

* * * 

“a twenty or so general 

types available,” he said, “se- 
lection can be most confusing, par- 
ticularly since most of the types 
are available in many modified 
forms, Polymer chemistry and com- 
pounding techniques today make it 
possible to improve certain proper- 
ties, but often only at the expense 
of some other properties. 

“Great strides are being made 
toward tailor- making a plastic 
polymer and compounds of that 
polymer for a specific application 
or type of application.” 

Explaining how an _ engineer 
selects a particular plastic, 
Schmuckal said he must first set 
down the most important property 
requirements and study the proper- 
ties and costs of likely plastics for 
the job. 

After eliminating all but two or 
three candidates for the job, the 
fina] selection is usually made on 
the basis of functional tests of the 
finished component, sometimes in 
the laboratory but ultimately in the 


vehicle itself. 
* * «* 


Guide to Plastics 


7 ASSIST engineers and others 
in selecting a specific plastic, 








Ford Plastic Boosters— 


Three Ford Motor Co. engineers, who 
are convinced that plastics will play an 
important part in the cars of the future, 
examine a plastic kick shield now used on 
Ford cars. They are from left, Ralph 
Schmuckal, Thomas H. Risk and Judson 
Forester jr. 

oes 


the Ford engineers offered the fol- 
lowing information about the seven 
leading plastics: 


NYLON 
More plastic components are 
made from nylon than from any 
other material, Its use is limited 
to functional parts of small size due 
to relatively high cost—about 98 
cents a pound. It has relatively 
good impact strength, low friction, 
high resistance to oils and fuels and 
good electrical properties, But it is 

sensitive to moisture. 


ACETAL 

Acetal resin is a newcomer, but 
it is making a big impact in the 
auto industry because it’s some- 
thing like nylon, but is less costly 
—65 cents a pound. Currently it is 
making inroads into the zinc cast- 
ing business and is being evaluated 
for fuel pumps, carburetor parts 
and bearings where it’s desirable 
to eliminate lubrication. 


POLYCARBONATE 
One of the newest plastics, 
polycarbonate has unique proper- 
ties that make it suitable for spe- 
cial applications, despite high cost 


aan 
—$1.30 a pound, It’s exception- 
ally tough, with impact resistance 
far exceeding that of any other 
rigid plastic. 


METHACRYLATE 

Among the first of the thermo- 
plastics to be used for cars, metha- 
crylate has good weather resistance, 
lustrous appearance and good opti- 
cal properties. It’s been used for 
more than 20 years for taillight 
lenses and costs about 55 cents a 
pound. 

ABS 


This material can be formulated 


fF |}with a wide range of flexibilities, 


ranging from pliable crash-pad cov- 
ers to rigid radio grilles and knobs. 
It has a low cost—49 cents a pound 
—but sometimes is affected by 
aromatic hydrocarbons, weather 
and some stress cracking. 


POLYETHYLENE 

Compared with other plastics 
mentioned, high-density polyethy- 
lene is lowest in hardness and ten- 
sile strength, but a place is pre- 
dicted for it in the auto industry 
because of its low cost (35 cents a 
pound), good colorability and gloss 
and ease of fabrication. 

POLYPROPYLENE 

Polypropylene resembles poly- 
ethylene, although its tensile 
strength, hardness and scratch re- 
sistance is better. Unique are this 
material’s resilience and stretch- 
ability. (An accelerator pedal made 
of this material had been planned 
for the 1962 Mercury, but the part 
failed when actually installed on 
test cars.) 


Production Capacity Boosted 
200 Pct. by ARA Division 


GRAND PRAIRIE, Tex.— ARA 
Mfg. Co., producer of automotive 
air-conditioning equipment, has in- 
creased the dash-unit evaporator 
production capacity of its Tubenfin 
Division by 200 percent over last 
year, according to D. A, Brown, 
ARA general manager. 

He said Tubenfin’s increase is the 
result of a six-row, % OD fin die, 
built by Weldun Tool & Engineer- 
ing Co., Three Oaks, Mich. 
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People who buy cars like the way steel bumpers take a shine and keep it. People who build 
cars? They like the way steel polishes to a sparkle in fewer operations at lower cost. They like 
steel’s superior fabricating qualities, too. The designers? They like the freedom of design, the 
fact that steel takes more intricate forming than lighter metals such as aluminum. They all like 
steel’s greater strength, greater safety. 

When it comes to bumpers (or other parts that require strength, design flexibility and low 
manufacturing costs), steel is stronger—looks better longer. Great Lakes Steel Corporation, 
Detroit 29, Michigan. 


G R EAT LA K ES ST EE L GREAT LAKES STEEL is a division of NATIONAL STEEL CORPORATION 


That's the Beauty of © Steel ¢ j 
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¥ |. Fair and equitable contracts between manufacturers and dealers in 
motor vehicles, parts and accessories; 

{ 2. Every dollar of auto excise, gasoline and oil taxes, collected by states 
and U. S. governments, applied to building and maintenance of highways; 
3. Guard the precepts of individual freedom, which made the U, S. A. 
great and gave its citizens more of the better things of life than anywhere 
else in the world. 


A Case for Dealer Unity 
In Reform Drive 


es the case for a united voice among franchised 
auto dealers? 

Under most circumstances, we’d say there was neither a 
case for it nor a chance for obtaining it. 

However, in the critical period of discussions between 
the dealer task force and the auto makers, there appears 
to be merit to the proposition that auto dealers should 
give the task force a chance to try to clear up the weak 
points in the auto distribution relationship and build a 
sounder opportunity for all dealers. 

Obviously, there will not be complete unity among auto 
dealers, for some dealers are honest non-conformists while 
others are dedicated to an operation of public deception 
which borders on outright fraud. 

The trend of the times is leaving the dishonest dealers 
behind. They have no valid voice, for the only hope of 
building a better auto distribution system is on the solid 
foundation of public goodwill. 

By and large, our business is the dissemination of ideas, 
and we will be mindful of that, doing our utmost to keep 
the channels of communication open to all dealers. 

At the same time we see some merit in the appeal of 
NADA leaders that dealers use restraint in voicing emotion- 
al resolutions during the present critical period. 

What happens is this: The task force makes specific prop- 
ositions. The maker representatives ask: “Are you sure, 
now, that this is what dealers want?” And then they pro- 
ceed to lay out copies of resolutions from dealers which 
ask entirely different approaches. 

This is one reason why it is so difficult to obtain reforms 
in auto distribution. 
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Coming 
Events 


% Eprror’s Note: To facilitate 
recognition, new items in this 
column will be starred and will 
appear in boldface type the first 
time they are used. 


Dealer Conventions 


%& Aug. 20-2iI—Wyoming Automobile Deal- 
ers Assn., Jackson, Wyo. 

Aug. 20-22—Colorado Automobile Dealers 
Assn. Harvest House, Boulder. 

Aug. 20-23—Automobile Dealers Assn. of 
West Virginia, The Greenbrier Hotel, 
White Sulphur Springs. , 


% Sept. 16—Maine Automobile Dealers 
Assn., Poland Springs Hotel, Poland 
Springs, Me. 


Sept. 18-19—Wisconsin Automotive Trades 
Assn., Schroeder Hotel, Milwaukee. 

Oct, 2-4—I4th Annual Convention and Ex- 
hibit, Truck Body and Equipment Assn., 
Hotel Sherman, Chicago. 

Oct. 22-24—New Jersey Automotive Trade 
Assn., Chalfonte addon-Hall Hotel, 
Atlantic City. 

Oct. 22-24— New York State Automobile 
oe The Concord, Kiamesha Lake, 


Oct. 29-31 — Florida Automobile Dealers 
Assn., Galt Ocean Mile Hotel, Fort 
Lauderdale. 

Nov. 14—Connecticut Automotive Trades 
Assn., Statler Hilton Hotel, Hartford. 
Nov, 25-27—Arkansas Automobile Dealers 
Assn., Arlington Hotel, Hot Springs. 
Dec. 4—Utah Automobile Dealers Assn., 

Hotel Utah, Salt Lake City. 

Dec. 4-5—Minnesota Automobile Dealers 
Assn., Hotel Leamington, Minneapolis. 

Dec. 8-9— Montana Automobile Dealers 
Assn., Billings. 

Feb. 3-7— National Automobile Dealers 
Assn., Atlantic City, N. J. 

March 18-19—Louisiana Automobile Deal- 
ers Assn., Roosevelt Hotel, New Orleans. 


1962 
May 7-8—Ilinois Automotive Trade Assn., 
Hilton Inn, Auroda, Ill 


May 16-17—Missouri Automobile Dealers 
As Elms Hotel, Excelsior Springs, 














May 20-22— Oregon Automobile Dealers 
Assn., Sheraton-Cadillac Hotel, Portland. 

Jan. 14-17—National Independent Automo- 
bile Dealers Assn., Stardust Hotel, Las 
Vegas. 








* * * 


Auto Shows 


Oct. 14-18—Milwaukee Auto Show, Arena, 
Exhibit Hall and Market and Mechanics 
Halls, Milwaukee, 

Oct. 18-22—New England International 
Auto Show, Commonwealth Armory, 
Boston. 

Oct, 28-Nov. 5—Southern Automobile Ex- 
position, Merchandise Mart, Charlotte, 
N.C, 

*% Oct. 28-Nov. 
Turin, Italy. 
Nov. 11-18—Philadelphia Auto Show, Phila- 

delphia. 

% Nov. 13-18—Denver Auto Show, Denver 
Coliseum, Denver. 

Nov. 21-26 — 4th Annual Imported Car 
Show, Brooks Hall, San Francisco. 

1962 

Feb. 17-25— Chicago Automobile Show, 
McCormick Place, Chicago. 

Oct. 19-28 — 1962 National Auto Show, 
Cobo Hall, Detroit. 


In and Out 

Engineering Editor Joe Calla- 
han’s report on ram-induction man- 
ifolds, which pack more power, is 
reminiscent of the old “pipe-organ” 
exhaust stacks on racing Cars. 

Here, the longer exhaust pipes 
created a resonance effect and used 
the inertia, pressure and velocity 
of each exhaust blast to insure 
more perfect scavenging. 

When an exhaust valve opened, 
often at the rate of 50 times per 
second, instead of exhausting 
against atmospheric pressure or 
back-pressure, the discharge met a 
low-pressure, resonance-created ef- 
fect to more perfectly empty the 
cylinder. 

Each exhaust valve emitted a 
blast of gas, after which there 
was, to a degree, a void, before 
another blast followed, with no 
back-pressure. 

Both the newly discussed (but 
old) ram induction and the exhaust 
pipe-organ effect will increase vol- 
umetric efficiency at full throttle, 
or at design speeds, when 100 per- 
cent volumetric efficiency would be 
attained if cylinders were entirely 
emptied of burned gases and then 
completely filled with new charges. 

A cracked-throttle reduces en- 
gine power and speed in proportion 
to the amount of new fuel admitted. 
Therein lies the fallacy of ram in- 
duction and long exhaust stacks for 
variable speed, flexible engines. 

Incidentally, an analogy lies in 
inhaling tobacco smoke, with a low 
degree of “volumetric efficiency.” 
You may exhale, but smoke still 
remains in your lungs, usually until 


The Big Stories 


35 Years Ago—1926 


General Motors Corp. announced the establishment of an indus- 
trial university in Flint, to be known as the General Motors Institute 
of Technology . . . Sales of General Motors cars in June totalled 
117,176 units, compared with 76,864 for the same month in 1925. 


20 Years Ago—1941 


Retail sales for the first six months of 1941 totalled 3,015,060 cars 
and trucks, an industry record for the period. The figure topped 
the previous mark of 2,166,903 set in the first six months of 1929. 


10 Years Ago—1951 
A survey of field stocks revealed that the average new-car dealer 
had a potential inventory of 10 new cars as of July 1. The number 
of new cars on hand was estimated at 446,917 units. 















&—Turin Auto Show, 















General 


ae 18-20—Western Plant Maintenance and 

ngineering Show, Pan Pacific Audi- 
torium, Los Angeles. 

Aug. I1-12—National Auto Auction Assn. 
Convention, Bismarck Hotel, Chicago. 

Oct. 1-5—I4th annual convention and ex- 
hibition, Truck Body and Equipment 
Assn., Hotel Sherman, Chicago. 

Oct. 8-13—American Trucking Assn. An- 
nual Convention, Statler and Mayflower 
Hotels, Washington, D. C. 

Oct. 23-26—Fleet Maintenance Exposition, 
Private Truck Council of America, Inc., 
New York Coliseum, New York, 

Oct. 29-Nov. | — National Lubricating 
Grease Institute, Rice Hotel, Houston. 

Nov. 8-10— Automotive Parts Rebuilders 
Assn. Annual Convention and Trade 
Show, Hotel Biltmore, tos Angeles. 

Dec. 9-11—8th Annual Auto Trim Show- 
eens, Hotel Ambassador, Los An- 
geles. 
















‘Pipe-Organ Stacks. ... . 


This is an open forum for the discussion of any subject of interest to our 
readers, and your letters are welcomed. No attention is given to unsigned 
letters but you may sign your name with the assurance that it will not be 
used if you so request. Address Editor, Automotive News, Detroit 7, Mich. 
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the next inhalation of smoke. If you 
could emit all of the smoke, un- 
doubtedly your lungs would col- 
lapse. 

As an automotive tech writer, 
long have I known of attempts 
to attain more perfect scavenging 
and to increase volumetric effici- 
ency. Finally, I stopped inhaling, 
and then I quit smoking. 

My “volumetric efficiency” in 
pure sea air now should be nearly 
100 percent, also increased by liv- 
ing where the barometric pressure 
(U. S, Standard Sea Level) usually 
is 29.92 inches of mercury, with an 
atmospheric pressure of 14.7 pounds 
per square inch, This is the correc- 
tion we made on dynamometer 
tests, as do doctors for basal me- 


tabolism tests, but here “it comes ” 


natural.”—Erwin L. Scuwatt, At- 
lantic City, N. J. 
* 


* * 


Dislikes ‘Cheek-Turning’ 


Many people don’t realize that 
we can be defeated in the foresee- 
able future and become slaves 
under Communism... It breaks my 
heart to say so, but I’m afraid 
Krushchev’s prediction that our 
grandchildren will live under Com- 
munism just might come true. 

Our government, under both par- 
ties, has developed a mortal] fear of 
a fake called world opinion. We are 


turning our cheeks to all kinds of © 


abuse for fear that if we defend 
ourselves or take action, this world 
opinion will call us aggressors. 


When are we going to learn that 
many people dislike us anyway, 
mainly because of our shrinking 
spirit, and call us cowards when 
we do turn the other cheek? If we 
keep on like this, we will be utterly 
defeated and within our lifetime.— 


R. Buiacpen, East Hampton, Conn. 
* * aK 


Consignment? 
I read with a great deal of pleas- | 


ure and interest the article on} 


“Dealer Reforms” in your June 26 | 
issue. I would like to make a few 
comments along just those lines. 
A lot of the trouble that we deal- 
ers are in is, of course, of our own 
making, namely our excessive over- 
allowances, our excessive credit al- 


lowances, and our excessive stock- | 


ing of new cars and trucks, As you | 


say this has been all done in the © 


name of “volume dealing” and has 
as a result hurt our industry. 

Since these are factors which we 
(Continued on Page 24, Col. 4) 
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FORD DIVISION SERVICE TRAINING IS TAILORED 
TO MEET THE NEEDS OF ALL FORD DEALERS 
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Ford Division maintains 35 completely equipped 
Service Training Schools throughout the United States 


Ford Division operates 35 modern, completely equipped Technical 
Training Centers in major metropolitan markets, devoted exclusively 
to the training of dealer service technicians. Each center trains dealer 
service personnel in every phase of automotive maintenance and 
thoroughly instructs dealer service technicians in service diagnoses, 
servicing procedures, new techniques and the most efficient use of 
modern service equipment. 


Ford Division maintains the most extensive in-dealership 
Service Training Program in the industry 


On a year-round basis, Ford Service Engineers conduct training pro- 
grams in individual Ford dealerships. This on-the-spot service tech- 
nician training, in the dealers’ own service departments, keeps Ford 
Dealer service personnel up to the minute on latest service techniques. 


OKLAHOMA CITY *® 





PHILADELPHIA® 


INDIANAPOLIS *® PITTSBURGH & 
CINCINNATI ® WASHINGTON, D. C.*% 


LOUISVILLE ® RICHMOND 
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MEMPHIS® 


ATLANTA® 





* Ford Division Service Training 
JACKSONVILLE ® Schools are located in 35 major 
metropolitan markets 


NEW ORLEANS® 





Ford Division’s extensive service training programs help 

Ford Dealers maintain a staff of over 50,000 of the best-trained, 
most skillful service technicians in the automotive industry. 
These programs are designed to fit the individual requirements 
of each dealer, regardless of his size, volume or location. 


Ford’s pioneer Student Training Program attracts, trains and 
places qualified young men in Ford Dealers’ service departments 


Working with leading technical high school instructors in selected 
localities, Ford Division’s Student Training Program provides in- 
tensive training, within the schools, in the latest approved Ford 
service techniques. 


Instructors train interested senior high school students in evening 
classes, throughout their final school year. The qualified students 
are employed in dealerships part time, during their schooling. After 
completing their courses, the graduates are offered employment 
with dealers, as apprentice technicians. Pioneered by Ford Division 
in 1960, this project has proved so successful that the program is 
currently being expanded. 


With these three programs, Ford Division is able to tailor its 
service training to the individual requirements of each Ford Dealer. 








FORD DIVISION backs you best 
FORD DIVISION, ord fhotor Company, 
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DOWGARD proved superior 


DOWGARD Full-Fill Coolant 
gives lower coolant pressure, 
lower spark plug temperatures 


THE PLACE 
Daytona International Speedway. 


THE CAR 
Grand National Race Car. 


THE DRIVER 
Paul Goldsmith. 


THE ASSIGNMENT 
See how Dowgard compares with water as a coolant 


under grueling, high performance conditions. 


The test car was engineered and tuned for top 
performance by Ray Nichels, owner of Nichels 
Engineering. Mr. Nichels is recognized as one 
of the top “tunesmiths”’ of the racing circuit. 


Running at Daytona, comparative runs were 
made using Dowgard Full-Fill Coolant for one 
run, water for another. Top speed was 151.5 
miles per hour! 


Special probés were placed in the engine to 
measure temperatures and cooling system 
pressures. 


As expected, Dowgard ran 7°F. hotter on 
coolant temperature, 8°F. higher on oil tem- 
perature and 23°F. hotter on metal tempera- 
ture. Underhood temperature was 1°F. lower, 
however. Automotive engineers for The Dow 
Chemical Company consider these tempera- 
tures beneficial to peak operating efficiency of 
the engine. 


Additional benefits to the motorist are better 





H 
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in blazing Daytona test! 


gas mileage and less chance of vapor lock. 


Two other significant figures were these: Cool- 
ant pressures were from 4 to 8 pounds per 
square inch lower with Dowgard. And spark 
plugs ran 25 to 50°F. cooler with this modern 
laboratory controlled coolant. 


What do these Daytona results mean to you? 
Just this: Dowgard Full-Fill Coolant, operat- 
ing under the toughest conditions, assures 
maximum cooling system efficiency, maximum 
protection against cooling system failure, a 
good product for you to sell. 


YEAR "ROUND 
COOLING SYSTEM 
FLUID 


$2.25 per gal., 
suggested retail price 


Proved at the track—best for cars 
everywhere! One complete fill lasts 
two full years. 


DOWGARD : THE vow cHeEmicat compANY <&> 
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increase your profits and efficiency 


HY e-ize”’ 
your parts dept. 


WHEN you “Borrough-ize” your parts dept. you step up your storage efficiency because you have 
Borroughs Flexi Bins specifically designed for each and every storage need—for small parts, 
bulky parts, long parts. Every part is in its proper place—easy and quick to reach. Sliding shelves 
have sliding dividers with sliding label holders. You're ‘way ahead with Borroughs! 


BORROUGHS delivers the goods from survey to installation 





send for Catalog TODAY! 


4. Efficient Installation Service—Planning is one 
thing—and working to that plan is another. We do 
more than make deliveries . . . our installation engi- 
neers are on the job to correctly and completely 
install your Borroughs system—the most efficient and 
economical storage bin system that money can buy. 


2. Expert Plan-o-graphing Service—Here’s another 
job where our engineers can be of real service. Not 
only will they show you how best to use your present 
floor space for top efficiency, but they can also fur- 
nish plan-o-graphs for revising your present bin 
“system, or for an entirely new system. 





1. Complete Survey Service—Your parts dept. may 
be brand new, requiring a complete new bin system 
. » . OF you may want your present one rearranged 
and made more efficient . . . or you may have 


change-over problems. Regardless of 


your storage 


bin needs, our engineers will show you many econo- 
mies that will mean genuine savings for you. 


on a promise from Borroughs. 








3. Prompt Delivery Service—Your job is always the 
most important to us. We know that you must have 
your parts dept. ready for business at a specified time 
. . . and it’s up to us to see that your storage bin 
system is ready when you want it. Yes, you can bank 
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These Borroughs warehouse distributors are at your service.... 


ALEXANDRIA, VA.: 
ATLANTA: 
BROOMALL, PA.: 
BUFFALO: 
CHICAGO: 
CINCINNATI: 
CLEVELAND: 
DALLAS: 
DAVENPORT: 
DENVER: 
DETROIT: 
FARGO: 

FORT WORTH: 
FRESNO: 


HONOLULU, Hawaii: 


Universal Equipment Co. 
2420 Oakville St. 

Bins & Equipment Co., Inc. 
1918 Buford Highway, N.E. 
East Coast Distributing Co. 
2010 Boxwood Dr. 


Automotive Bin Service Co., Inc. 


51 Isabelle 


Felix F. Loeb., Inc. 
8810 S. Vincennes Ave. 


Automotive Bin Service Co., Inc. 


1220 Richmond St. 


Automotive Bin Service Co., Inc. 


8905 Lake Ave. 

W. W. Cannon Co, 
9739 Denton Dr. 
Felix F. Loeb, Inc. 
612 Kahl Bldg. 
Barker Co. 

421 Santa Fe Dr. 


Automotive Bin Service Co., Inc, 


10040 Freeland Ave. 
Adams, Inc. 

6 North 13th St, 

W. W. Cannon Co. 

P. O. Box 464 

Healey & Co. 

2302 Tulare St. 

Hunters’ Office & Industrial 
Equipment Co. 

538 Reed Lane 


HOUSTON: W. W. Cannon Co. PHILADELPHIA: 


1901 Winter St. 
PITTSBURGH: 


INDIANAPOLIS: Automotive Bin Service Co., Inc. 
4508 Alisonville Road 
JACKSONVILLE: Bins & Equipment Co., Inc. PORTLAND, Or.: 
2610 Ligustrum Rd. 
KANSAS CITY, MO.: Siggins Co. SACRA: 
706 Broadway 
SALT LAKE CITY: 
LOS ANGELES: Green-Penny Co. 
4180 E. Noakes St. ST. LOUIS: 
LOUISVILLE: Automotive Bin Service Co., Inc. 
204 Builders Bidg. ST. PAUL: 
MEMPHIS: Metal Products Co. 
1620 Channel Ave. 
SEATTLE: 
MILWAUKEE: felix F. Loeb, Inc, 
864 E. Birch Ave. SEATTLE: 
NEW ORLEANS: [dco Metals, Inc. 
3030 Josephine St. TACOMA: 
NEW YORK: Borroughs Mfg. Corp. 
121 Varick St. TOLEDO: 
CAMLAIER Wines 2. Sorel) $= weamesoun, Mens 
OKLAHOMA CITY: W. W. Cannon Co. . 
P. O. Box 7317 PUERTO RICO: 
OMAHA: Siggins Co. CANADA: 
1236 S. 13th St. 


East Coast Distributing Co. 
780 S. 52nd St. 


Automotive Bin Service Co., Inc, 
1302 Highland Bldg. 


The Brower Co. 
1633 N. W. 21st Ave, 


Paul W. Roeder Co. 
1721—13th St., P.O. Box 1552 


Business Equipment Co. 
949 E. 21st, South 


Siggins Equipment Co. 
1410 Pierce Ave. 


Borroughs Mfg. Co. 
Factory Branch and Warehouse 
809 Hubbard Ave. 


The Brower Co, 

114 Virginia St. 

William A. Gore Co, 

214 3rd Ave., S. 

Tacoma Asbestos Co. 

25th and Holgate 

Automotive Bin Service Co., Inc. 
518 Jefferson Ave. 

Alexander Steel Products, Inc. 
264 N. Beacon St. 
Automotive Specialties, Inc. 
1100 Corchado St., Santurce 


Wickware-Stackbin, Ltd. 
P.O. Box 740, Perth, Ontario 
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OF KALAMAZOO 


A SUBSIDIARY OF THE AMERICAN METAL PRODUCTS COMPANY OF DETROIT 
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Lawsuits Affecting Dealers .. . 





Court Decisions 


By Leo T. Parker 
Attorney at Law 

wo higher courts consist- 
ently hold that any fraud or 
deceit on the part of an auto deal- 
er, or his representative, toward a 
prospective pur- 
chaser of an auto, 
automatically 
gives the pur- 
chaser a legal 
right to rescind 
the purchaser 

contract. 

For illustration, 
in Smith v. Bob 
Leppo Sales Co., 
104 N. W. (2d) 
128, the testimony 
showed facts, as 
follows: A man named Smith pur- 
chased a used auto from Bob Leppo 
Sales Co. 

Before Smith signed the pur- 
chase contract, a salesman repre- 
senting Bob Leppo Sales Co. stated 
that the car had been recondi- 
tioned, that it was “A-1 condition,” 
and Smith was further assured 
that if anything went wrong with 
the car during the first 30-day pe- 
riod after the purchase, Bob Leppo 
Sales Co. would repair it. 

However, the copy of the bill of 
Sale delivered to Smith made no 
mention with reference to any 
agreement covering repairs that 
might be found necessary. It devel- 
oped that on the bill of sale there 
was a notation that any necessary 
repairs should be paid for on a 
“50-50” basis. 

The lower court held that 
Smith could rescind the contract, 
return the defective auto to Bob 
Leppo Sales Co. and receive back 
all payments previously made in 
the transaction. The higher court 
approved the decision, saying: 

“The lower court accepted plain- 
tiff’s (Smith’s) version of the trans- 

action between the parties and 
found that the representation as to 
the condition of the car was made, 
that it was in fact false, and that 
plaintiff (Smith) had relied there- 
on to his injury. Such finding is 
supported by the proofs.” 

For comparison, see Heimer- 
dinger v. Standard Motor Sales, 
281 N. W. 317. In this case the 
buyer of a used auto sued the seller 
to recover money paid by him for 
the auto. The testimony showed 





Leo T. Parker 


man that the automobile was in 
“A-1 mechanical condition.” Also, 
the dealer’s manager had stated 
that he would guarantee the car 
for 30 days. 

The auto developed motor trou- 
ble and the buyer returned it to 
the dealer who repaired it in ac- 
cordance with the salesman’s prom- 
ise and notified the purchaser that 
the defect had been remedied. The 
latter, however, refused to accept 
the car after it was repaired and 
sued for return of the purchase 
price. 

The lower court held in favor of 
the buyer, but the higher court re- 
versed the lower court’s verdict be- 
cause the dealer had fulfilled his 
manager’s promise to repair de- 
fects in the automobile. 

* * * 


Criminal Law Violated 


A CORPING to a late higher 
court decision an auto dealer 
is criminally liable if he violates 
a state law requiring a written de- 
tailed contract. a" 

For example, in People v. Hug 
Automobile Co., 33 N. W. (2d) 
86, a state law was litigated 
which provides that every install- 
ment sale of a motor vehicle 
shall be evidenced by a contract 
signed by the retail buyer. 

This law also provides that the 
seller of the auto must list in the 
contract the cash price of the 
motor vehicle; the amount of the 
downpayment; the unpaid balance; 
the cost to the buyer of insurance 
and other details; the amount of 
the finance charge; the number of 
installment payments and the 
amount and date of each payment. 

A dealer sold an auto to a pur- 
chaser and gave him a contract 
which did not state the amount 
of the insurance charge; or the 
amount of the finance charge sep- 
arately. These items were com- 


that the buyer was told by a sales-} 








bined and within 25 days thereafter 
the dealer furnished the purchaser 
a detailed statement. 
The lower court convicted the 
dealer of a criminal violation. 
ca a * 


Damages Are Limited 


A FEW weeks ago a higher court 
held that an auto driver who 
negligently kills a child is not liable 
in damages for pain and suffering 
of the child: 

For instance, in Mathies v. Kit- 
trell, 354 Pac. (2d) 413, the testi- 
mony showed facts, as follows: 
A child was playing in her front 
yard when a woman named Kit- 
trell negligently drove her auto 
onto the front lawn “at a high 
and dangerous rate of speed” 
and struck the child, crushing 
and mangling her body, and 
causing her death. 

The parents of the deceased child 
sued Kittrell for funeral expenses 
in the amount of $1,500; clothing 
she was wearing at the time of her 
death was destroyed, at $50, and 
that by reason of the wanton, will- 
ful and oppressive negligence of 
Kittrell, $25,000 as punitive dam- 
ages. 

The higher court refused to hold 
Kittrell for any damages except- 
ing the funeral expenses of the 
child, and said: 

“Funeral expenses accrue from 
and after the death and are prop- 
erly a part of the damages to be 
recovered in a wrongful death ac- 
tion.” 

It is interesting to note that the 
higher court also said Kittrell was 
not liable in damages for the per- 
sonal injuries of the child, for pain 
and suffering to which the de- 
ceased child would have been en- 
titled had she lived and brought 
suit against Kittrell. 

* * * 


Implications Ignored 


eo to a late higher 
court decision, a discharged 
employe can recover damages from 
his employer only if he proves that 
the employer breached an unam- 
biguous employment contract. 
For illustration, in Bullock v. 
Deseret Dodge Co., 354 Pac. (2d) 

559, an employe sued his em- 
ployer, Deseret Dodge Co., for 
damages, claiming that the latter 
breached a written employment 
contract by terminating his em- 
ployment as general manager of 
the company on Jan, 13, 1959. 

He claimed that the company im- 
pliedly agreed to employ him as 
such manager until the end of Jan- 
uary, 1966, because the employment 
contract contained a clause that 
gave the employe an option to sub- 
scribe the company’s stock, which 
indicated that the employe would 
be employed by the company for 
a period of eight years. 

The higher court held that the 
employe could recover no damages 
from the company, and said: 

“We find no ambiguity which 
suggests that this contract of em- 
ployment is not terminable by 
either party at will, either under 
these stock purchase and sales pro- 
visions or otherwise. Nor does the 
fact that Bullock (employe) had 
an option to subscribe company 
stock within a specified period so 
long as he was employed by the 
company suggest that his employ- 
ment could not be terminated at 
will.” 

* * * 


Dealer Deceived Buyer 


A FEW weeks ago a higher court 
held that if an auto dealer de- 
ceives a prospective purchaser of 
an auto, the dealer must respond 
in damages in an amount the pur- 
chaser suffered from such deceit. 
For example, in Primm v. 
Wockner Pontiac Co., 351 Pac. 
(2d) 933, it was shown that one 
Primm purchased for $3,400 an 
auto from a dealer, it being 
understood that the car was new. 
Future testimony showed that 
the auto had been run 1,200 miles. 
In subsequent litigation, the ~ 
higher court held that the auto 
dealer must refund $600 to Primm, 
saying that the new car was de- | 
preciated this much by its being 
operated 1,200 miles. i 
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Reese Keeps Them Alert... 





‘Service Only Good as Employes’ 


By Francis J. Gawronski 
Staff Writer 


TOLEDO.—Bob Reese Motor Co., 
Inc. (Ford), does not use special 
gimmicks to bring in an average 
of $70,000 in service and parts busi- 
ness each month. 

“Just good service and hard 
work over the years has paid off 
for us,” Dick Flannery, dealership 
president, said in summing up the 
reasons for his profitable dealer- 
ship. Flannery operates the firm 
with his brother, Mike, who 
serves as Vice-president and sec- 
retary. 

The dealership is set up to take 
advantage of its location—in the 
heart of the trucking section in 
downtown Toledo. The service and 
parts departments are open from 7 
a.m, until midnight, principally to 
provide service to commercial op- 
erators. 

“We decided to keep our service 
and parts departments open until 
midnight about 2% years ago,” 
Dick Flannery said. “We figured 
we had overhead 24 hours a day 
and wanted to cut that down a bit. 

“The first three months of our 
night operation were slow and we 
didn’t make much money,” he said. 
“About that time we hit on the idea 
of having our service work force 
solicit business for us. 

“The servicemen did this over the 
phone, through the mail and by 
going out and contacting both truck 
and car owners,” Flannery explain- 


ed. 

“They also brought in business 
by means of ‘observation.’ When- 
ever they saw a car or truck in 
need of servicing, they talked to 
the owner and usually succeeded 
in getting the work for the deal- 
ership. 

“A short time after we put this 
program into effect our night op- 
eration started to make money and 
we have been making a profit ever 
since,” Flannery said. 

By the time the night service 
manager reports for work, the day 
manager has five or six jobs sched- 
uled for that night. If the night 
crew needs more work, the gap is 
filled by reconditioning used cars. 

Repeat service business at Bob 
Reese Motor is estimated at be- 
tween 80 and 85 percent for both 


N.C. Opens Drive 
On Unlicensed 
Used-Car Sellers 


CHARLOTTE, N. C.—Spurred by 
local used-car dealers, law-enforce- 
ment officers have launched a drive 
against service-station operators 
and others who, although unlicens- 
ed as dealers, are selling used cars 
from their gas stations, homes, 
garages and other places. 

The Charlotte Automobile Deal- 
ers Assn. has voted to employ part- 
time aides, primarily off-duty 
policemen, to track down and re- 
port violators. 

The action was taken at a meet- 
ing at which C..A. Beard, License 
and Theft Enforcement Division of 
the North Carolina Department of 
Motor Vehicles, said “there are 
more filling stations selling cars in 
Charlotte than there are car deal- 
ers.” 

“We are going to start enforcing 
the law and getting these people 
into court,” Beard said. “I’ve warn- 
ed them enough—they get out of 
the business a while, and then 
jump right back into it.” 

Beard pointed out that such il- 
legal operators not only are avoid- 
ing dealer-licensing requirements 
but are evading state sales taxes 
on cars they sell. 

He said the law prohibits “selling, 
soliciting or advertising the sale of 
motor vehicles” without proper 
dealer licenses. It does not prohibit 
an owner selling his individual car, 
but when someone buys a succes- 
sion of cars with the obvious intent 
to sell them at a profit, he is a 
dealer, Beard said. 


Willys Signs Rouse Deal 
HENDERSONVILLE, N. C.— 
Henderson Motors, Inc., has been 
franchised by Willys as Jeep sales 
and service representative. Charles 

R. Rouse is president of the firm. 































the day and night service opera- 
tions. 

Flannery also credits his new-car 
business with generating a lot of 
service business. 

“We sell an awful lot of new 
cars and we go all out to do a 
real good service job during the 
1,000-mile warranty inspection,” 
he noted. “We knock ourselves 
out to satisfy the customer and 
to make a good service impres- 
sion on him.” 

Flannery makes a point of send- 
ing a “thank you” letter to each 
new-car and truck buyer, 

In addition to thanking the owner 
for buying the car from his dealer- 
ship, he explains how the owner 
can get the most enjoyment out of 
his new Ford. He also reminds the 


owner of the dealership’s service 
facilities. 

“My brother and I are very ac- 
tive in the business,” Flannery ex- 
plained, “We are always preaching 
all aspects of the business to all 
employes. : 

“We talk service and service co* 
operation at the sales meetings. 
Frequently, we have our service 
manager, Max Guthrie, give a serv- 
ice talk to the salesmen at one of 
their meetings,” Flannery said. 

Cooperation between the serv- 
ice and sales departments has 
reached the point where the sales- 
men put in time in the service de- 
partment during the morning 
rush hours. 

“We rotate the salesmen to work 
with the service manager between 








Japanese Firm Seeks 


Daimler-Benz Link 

TOKYO, Japan.—Daimler-Benz 
import agents here said that a 
Japanese engine manufacturer 
and car maker are negotiating 
with the West German firm for 
a technical arrangement to build 
diesel-engine passenger cars in 
Japan. 

Yanase Motor Co. said the 
negotiations involve the manu- 
facture of 6,000 diesel engines per 
year. Yanase said it hoped this 
would lead to an agreement for 
production of complete Mercedes- 
Benz cars. 





8:30 and 9:30 in the morning,” 
Flannery explained, “The salesmen 
move cars, direct traffic and write 
service orders when things get 
crowded back there. 

“Some salesmen even wash new 


cars to get them ready for custom- 
ers.” 

A substantial portion of the deal- 
ership’s business is the result of its 
wholesale parts operation. 

“We deliver parts and it is pos- 
sible to buy a part here until mid- 
night on weekdays and 4 p.m, on 
Saturday,” Flannery said. 

“At the present time we are 
pushing wholesale parts in an at- 
tempt to increase our monthly 
average. 

“Every man in the parts depart- 
ment has been assigned eight new 
accounts and is out soliciting new 
business.” 

Cooperation among the various 
departments and employes is one 


of the major reasons for the suc- | 


cess of Bob Reese Motor. 


“A big part of our business comes 
in because we have some pretty 


good men working here,” Flannery | 


said. “After all, a business is only 
as good as its employes.” 
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New Book Due 


On Management 


NEW YORK.—The Process of 
Management, by William H. New- 
man and Charles E. Summer jr.,|# 
will be published July 21 by Pren- 
tice-Hall, Inc., a spokesman for the 
firm said. The authors are profes- 
sors at Columbia University’s 
Graduate Schoo] of Business. 

“Their book is a basic introduc- 
tory text written for students who 
have had some business study, but 
it does not assume any sophisticat- |§ 
ed knowledge of business opera- 
tions,” the spokesman said. 

“The authors believe it is also a| Geared to Service— 
helpful reference work for case| Service is the first objective in every 
problems and discussions on man-| move Airport Motors, Inc., makes, accord- 
agement processes, and would be! ing to Nat Koeppel, left, president of the 
valuable for managers of trainee} Jackson Heights (N. Y.) Chrysler-Plymouth 
programs, and executives who want| dealership. Shown with him are his broth- 
help in solving problems in man-| ers, Irving, center, vice-president, and 
agement,” he added. David, general manager. 


Service Gets 


JACKSON HEIGHTS, N. Y. — 
Service rates top priority in the 
operation of Airport Motors, Inc. 
(Chrysler-Plymouth), which is 
planning to double its shop facili- 
ties in the next two years. 


“In every move we’ve made, 
service is our first objective,” 
said Nat Koeppel, president, in 
discussing plans for the expan- 
sion. 

“The new facility will have two 
floors for storage and parking, 12 
make-ready stalls, six new service 
stalls, larger areas for painting and 
body work, greater space for parts 
and a design to increase the effici- 
ency of vehicle movement within 
the service unit.” 


The firm’s present facilities have 


Dealer to Double Facilities .. . 








Top Priority 





been ranked among the best equip- 
ped and most efficiently operated 
in the New York area. The used- 
car lot and parking area cover 
30,000 square feet. 

“We realize that the backbone of 
this business is service,” said Koep- 
pel. “I learned this during my first 
week as an automobile salesman 
and I’m still convinced of it today.” 

Speaking of today’s market, he 
said a number of dealers and 
too many salesmen are deluding 
themselves into the belief that 
people don’t take the interest in 
autos the way they once did. 

“Our industry went through a 
cycle after World War II and when 
we came out of it we had forgotten 
how to sell,” Koeppel said, “The 
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Your selling price . . . ... . . $228.20 
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FREE 


Buy Monro-Matics 
by the barrel— 


get this NEW 


Demonstrator FREE 


Now, a great new idea to help you sell shock absorbers like 
you’ve never sold them before! Packed in a steel barrel that 
doubles as a hard-working display are 14 of the most popular 
Monro-Matic shocks and 4 Monroe Super Load-Levelers. 
Fastened to the underside of the barrel lid is a shock absorber 
demonstrator. Flip the lid, weight the barrel with sand or wa- 
ter, and the demonstrator is ready to clinch many a sale for you! 


Add this new merchandising idea to the far-reaching Monroe 
promotional drive, and you can’t miss. Monro-Matics get a 
tremendous push, month-after-month, in LIFE, THE SATURDAY 
EVENING Post, PoPpUuLAR MECHANICS and Sports ILLus- 
TRATED. Every morning Monday through Friday, millions of 
car owners hear the WESTBROOK VAN VoorRHIs “Monroe News” 
program and every morning and late afternoon millions more 
listen to Britt STERN on the “Monroe Sportsreel.’’ Both of 
these popular broadcasters sell Monro-Matics on more than 
325 stations of the Mutual Network. All this, plus a mountain 
of promotional material—ready to help you tie in directly 
with the hard-hitting national campaign! 


DON’T MISS OUT ON THIS ONE! See your Monroe jobber now. 


14 Monro-Matic Shock Absorbers 
4 Super Load-Levelers 


YOUR PROFIT ... . $87.30 


$10 Shock Demonstrator 
$ 5 Painted Barrel Test Stand 
2 Shock Absorber Window Banners 
2 Load-Leveler Window Banners 
10 ft. Plastic Outdoor Banner 
100 Hand-out Leaflets 


MONROE AUTO EQUIPMENT COMPANY, Monroe, Michigan 


In Canada, Monroe-Acme Ltd., Toronto, Ontario 
In Mexico, Mex-Par, Box 28154, Mexico City 
WORLD’S LARGEST MAKER OF RIDE CONTROL PRODUCTS 


OT ae 


SHOCK ABSORBERS 
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race to fill orders for cars between 
1946 and 1950 took our minds off 
selling. 

“When that period ended, we 
didn’t have many old-time salesmen 
who knew how to sell. Our aspiring 
salesmen never had the opportunity 
to learn the techniques of selling. 

“Now in a year like 1961, industry 
is returning to the old philosophy 
of sincere selling and service par- 
excellance,” Koeppel added. “We 
need more salesmen and dealers 
who are convinced that their prod- 
uct has no superior. 

“Selling today is no different 
than it was back in the early 
30s,” he continued, 

“Granted there are some refine- 
ments and advertising gimmicks to 
help, but when it gets down to the 
salesman versus the prospect, there 
is only one moment of truth—can 
the salesman convince the prospect 
that he’s getting the best value for 
his dollar? 

“That’s how we sell at Airport 
Motors,” Koeppel concluded. 


Ford Develops 
Corrosion Test for 


Aluminum Trim 


DEARBORN, — Development of 
a new test to determine the cor- 
rosion resistance of anodized alu- 
minum exterior auto trim has been 
announced by Ford Motor Co, It is 
called “FACT” (Ford Anodized Alu- 
minum Corrosion Test). 

John Dykstra, Ford president, 
said the test is a rapid and practi- 
cal electrochemical procedure to 
measure the corrosion resistance of 
anodized aluminum parts such as 
grilles, moldings and headlamp 
housings. 

He said the new testing method 
has been adopted by all Ford sup- 
Pliers of exterior anodized alumi- 
num trim parts and that it provides 
results in minutes. 

The test was devised by manu- 
facturing development engineers of 
the Ford manufacturing staff. 

A small electrolytic cell contain- 
ing a corrosive agent is placed in 
contact with the surface of an auto 
part. The subsequent resistance to 
a mild electrical current is meas- 
ured during a three-minute period 
in which corrosion of the coating is 
accelerated and the insulating ef- 
fectiveness of the coating is deter- 
mined. 

A poorly protected part, Ford 
said, gives a reading of 600 to 650, 
while a satisfactorily protected part 
registers 750 or above, All produc- 
tion parts can be tested. 


‘Lifetime Charge’ 
Ads Accused 


WASHINGTON. — Magnaflo Co., 
Youngstown, O., manufacturers of 
Lifetime Charge, a battery additive, 
has been charged by the Federal 
Trade Commission with falsely ad- 
vertising that the product is “U.S. 
Government Approved,” “gives a 
permanent charge,’ and enables 
purchasers to “drive confidently all 
year long.” 

FTC further alleges Lifetime 
Charge is not unconditionally guar- 
anteed and that the company’s 
guarantee of performance or “in- 
surance” against failure to start is 
not backed by Ohio Farmers In- 
demnity Co, since its insurance 
policy with this company covers 
only vehicle and product liability. 

Magnaflo is further charged with 
misrepresenting that Lifetime 
Charge has been used by one to 
two million car owners; batteries 
treated with it have been found by 
Ford Motor Co, to hold a charge 
three times longer than normal; 
a battery maker agrees that bat- 
tery life can be increased with a 
chemical additive; the company in- 
sures winter starting or will pay 
the cost of starting purchasers’ 
autos since it merely pays for 
starting the car once. 


Paul Ford Expands 


DECATUR, Ga. — Carey Paul 
Ford has taken over the former 
Foster Motor Co, at 4810 Coving- 
ton Highway here. The one-story 
building has 8,500 square feet under 
roof in the salesroom, service shop 
and body department. 
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FIRESTONE ADVANCED 2PLY TIRE 
|SPEEDS AS 4-PLY TIRES... 





because of these exclusive features: 


(1) Safety-Lock construction with nylon-fortified bead. (2) Speedway-developed “Color Ply Guard’ indicates 
when replacement 1s needed. (3) New Firestone Rubber-X-101 compound runs cooler, wears longer. (4) All- 
Action tread starts faster, stops you quicker, stretches mileage. (5) Speedway-proved stamina and durability. 


Many new 1961 cars are now equipped with 
Firestone DeLuxe Champion 2-ply tires with 
4-ply safety, strength and durability. There will 
be even more in 1962! 


In the months to come you will be hearing a lot 
about 2-ply tires. But make no mistake—all 
2-ply tires are not alike. Many of them do not 
have 4-ply rating. And none of them can match 
the new Firestone DeLuxe Champion. That’s 
because Firestone has unsurpassed experience 
in making 2-ply tires for European cars for more 
than 25 years. 





TESTED AND PROVED ON EVERY KIND OF ROAD 


Now, Firestone has developed an advanced 2-ply 
tire with a 4-ply rating for American cars and 
American roads. The new Firestone DeLuxe 
Champion 4-ply rating/2-ply tire has been 
specially engineered for today’s compact cars 
and many of the new 1962 standard-sized cars 
to give you a smoother ride, cooler running at 
high speed, more miles per gallon and dura- 
bility comparable to a 4-ply tire. 


How did Firestone do it? It wasn’t easy. But 
Firestone scientists and engineers developed new 
rubber compounds, new construction principles 
and two plies of super cord that are equal in 
strength to the cords used in 4-ply tires. 








EXHAUSTIVE TESTS PROVE SAFETY 


No Firestone tire has ever been tested more 
thoroughly. New Firestone DeLuxe Champion 
4-ply rating/2-ply tires have been torture-tested 
in the Firestone laboratories, on the Firestone 
test track, on automobile manufacturers’ prov- 
ing grounds, on the speedway, on turnpikes, on 
taxicabs, on police cars and on commercial 
fleets. They have been run for millions of miles 
at all speeds from the searing heat of western 
Texas to the Arctic cold of the Alean Highway. 
And every mile gave dramatic proof that 
the new Firestone DeLuxe Champion 4-ply 
rating/2-ply tire combines the recognized 
advantages of a 2-ply tire with the safety, 
strength and durability of a 4-ply tire. 


HERE’S WHAT THESE NEW FIRESTONE FEATURES 
MEAN TO YOU 
Only the new Firestone DeLuxe Champion gives 
you such important and exclusive construction 





TESTED AND PROVED ON POLICE CARS 


features as: (1) Amazing new Safety-Lock con- 
struction with nylon inseparably welded and 
bonded to the bead to fortify it against flex 
damage; (2) Speedway-developed “Color Ply 
Guard” of cool-running red Diene rubber gives 
positive adhesion as an added safety feature. 


| Firestone 


Speedway-proved for your turnpike safety 


Copyright 1961, The Firestone Tire & Rubber Company 


Long used in Indianapolis ‘‘500” tires, the warn- 
ing red appears only when tread is worn away 
and replacement or retreading is required 
immediately. It also gives retreaders a guide 
for buffing which prevents damage to the cord 
body; (8) A brand-new Firestone Rubber-X-101 
compound that runs cooler and wears longer; 
(4) Firestone’s new All-Action tread that starts 
you faster, stops you quicker and stretches 
mileage; (5) Tire body and bead construction 
and tread compounds developed from Fire- 
stone’s unequalled experience on the speedway. 


If you own a 1961 compact car, you may be 

riding on new Firestone DeLuxe Champion 4-ply 
rating/2-ply tires right now. They have been 
standard equipment on the most popular makes 
of compacts for many months. They have 
proved to be so successful that many automobile 
manufacturers are planning to use them on 
their standard-sized 1962 models. You will find 
them an ideal combination of 4-ply safety and 
durability with 2-ply comfort and roadability. 


And remember this—like all Firestone tires, the 
new Firestone DeLuxe Champion is speedway- 
proved for turnpike safety. It is typical of the 
many contributions Firestone has made to the 
automotive industry down through the years, 
living up to Firestone’s reputation for always pro- 
viding the “‘Best Today, Still Better Tomorrow.” 
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Frontier Ford’s Goal Is to Build Strong Dealer Image... 





AUTOMOTIVE NEWS, JULY 17, 1961 


Service Called Reflection of Overall Policy 


By Veda N. Conner 
Staff Correspondent 

ALBUQUERQUE. — To build an 
outstanding service department, you 
must build an outstanding dealer- 
ship, according to Jack L. Jones, 
owner, Frontier Ford. And it works 
both ways, he said, because it’s all 
the same operation. 

“It’s difficult to separate our 
service department, even men- 
tally from the entire dealership,” 
he added. “We sell transportation 
all the way, and when we sell 
service, we sell that customer first 
on coming back to Frontier, 
whether for his next car or for 


is equipped with the best obtainable 
facilities, About 10 of the 75 to 100 
cars serviced daily are major jobs, 
he said. 

He added that he installed a quick 
service department, not for the 
usual two or three stalls but for 
virtually all of the shop’s 28 stalls. 
His parts department, he said is 
the largest in volume and variety of 
items in the Rocky Mountain re- 
gion, 

In May, service absorption of a 
strictly controlled fixed overhead 
was 91.6 percent, but this was 
rather a byproduct of Frontier 

























keeping “one or two mechanics long 
rather than short,” essentia! to fast, 


efficient service, said Jones. 


Frontier has no follow-up beyond 
inviting new-car customers to re- 
turn to them (or to some other 


dealer) for the usual free checkups. 


No service-customer files are kept. 
not even of new-car 


whatever, 
buyers. 
An owner is never sold more work 
than he comes in for unless an im- 
mediate safety factor is involved, 
Jones explained. A mechanic points 
out needed replacements or repairs 
that he comes across during prog- 


service. 

“If he’s one of the transients 
who account for much of our 25 
percent summer increase, we want 
his experience with us to be so 
pleasant he’ll find a Ford dealership 
when he again needs service— 
whether that’s in Yakima, Wash., 
New York or elsewhere. 

“We have a rather mobile popu- 
lation in our expanding city and 
area; we want a customer who 
moves away to carry a picture of 
Ford service with him that will 
send him to a Ford dealer in his 
new home city. 

“Just as good customer relations 
in our service department benefit 
our entire dealership, whatever re- 
flects well on the Ford organization 
of which we are a part is good for 
us for selling cars or service.” 

Jones said this policy of pleas- 
ing the customer first and getting 
him to return is practiced by all 
Frontier Ford personnel—from 
the switchboard operator to the 
last of 15 line mechanics—and ac- 
counts for much of the firm’s 250 
percent business increase since he 
bought out his predecesor six 
years ago. 

He asserted that other factors 
contributed, including a growing 
population, increased traffic on two 
major highways crossing the city, 
and a prospering economy in the 
area. 

He said he took advantage of 
these assets by building a 45,000- 
square-foot plant, using 21,000 
square feet for a service area that 






By M. B. Watson 
Staff Correspondent 

MOULTON, Ala.—The key to 
successful operation of an auto- 
wrecker service is to have up-to- 
date equipment with experienced 
operators in charge, according to 
P. A. Chenault, Chenault Motor Co. 
(Ford). Although located in a town 
of 2,500, the firm is known over a 
25-to-50-mile area for its wrecker 
service. 

Chenault Motor has two men 
assigned to the operation of its 
Holmes 525 12-ton wrecker. One, 
Hollis Parker, is a graduate of 
the Holmes wrecker school, 
where he learned wrecker main- 
tenance as well as the various 
ways a wrecker can be hooked up. 
Service covers 24 hours a day, 
seven days a week. 

“In going to a wreck,” explained 
Parker, “I first go over the situa- 
tion and determine where to set 
the wrecker, what kind of hookup 
to make. 

“However, before moving any- 
thing I consult with the police or 
highway patrol to make sure they 
have completed their inspections. 
Usually they like to make a dia- 
gram, showing the location of ve- 
hicles in the wreck before anything 
is moved.” 

After a wreck is brought in, 


Fort Worth Chevy Deal 


Sold by Dumas Milner 


FORT WORTH.—Jack Williams, 
manager since 1958 of Dumas Mil- 
ner Chevrolet Co., 1300 S. University 
Drive, has purchased the dealer- 
ship. Milner also sold his Kansas 
City Chevrolet dealership recently. 

The Fort Worth dealership mer- 
chandises about 250 cars and trucks 
a month. Williams igs president of 
the Fort Worth New Car Dealers 
Assn. 


it 





Big Business for Chenault... 
Wrecker Pulls in Work 


philosophy than a goal. 

“Naturally,” Jones observed, 
“we'd rather that figure is 91.6 
percent than 170, but we won’t 
sacrifice future profit by such 
practices as overselling a custom- 
er to maintain or raise that ab- 
sorption percentage.” 





Ready Round the Clock— 


Hollis Parker, wrecker expert for Che- 
nault Motor Co. (Ford), Moulton, Ala., is 
shown beside the Holmes 525 12-ton 
wrecker which provides 24-hour service 
every day in the week. i 


is kept in storage until some pro- 
vision is made for its repair. Space 
is provided for insurance adjusters, 
since they usually figure in the 
repair job. 

Chenault said the wrecker serv- 
ice was an A-1 producer of repair 
business for his firm. 

However, he added, the owner of 
the vehicle is free to take his work 
elsewhere if desired. Much of the 
work, especially where an insur- 
ance adjuster is involved, is based 
on competitive bids, he said. 

Chenault Motor charges 50 cents 
a mile round trip for its wrecker 
service, plus $5 an hour. 


Part of that fixed overhead is 
due to maintaining the same num- 
ber of employes year-round and 








ress of a job, and estimates how 
soon it will be needed, It’s up to 
the customer to get it done, but 
Frontier usually gets the job, Jones 
added. 

“People just don’t like to spend 
money on their cars until they have 
to,” Jones said. “If we sell him 
















tomer is going to resent it. We’d 






























he’ll be back.” 

New-car get-ready is in charge 
of the sales manager, assisted by 
two salesmen-mechanics. Al- 
though done in the service de- 
partment, this vital operation in 
“selling transportation” is not left 
to service mechanics who might 
possibly slight it for service cus- 
tomer work, Jones said. 

The department is almost in the 
exact center of the plant, behind 
the salesroom and manager’s office, 
between the parts department and 
the business offices at the rear, 
accessible to all and especially to 
cashier and credit manager. 

Customers enter via a two-car 
lane and truck-high east doorway, 







istrations by states are 
re weekly, as compiled 


Truck 
released 
by R. L. Polk representatives in 
state capitals. 










something he doesn’t need, a cus-|! 


rather he went away liking us— 





led by signs visible from all ap- 
proaches that emphasize import- 
ance of the department to the deal- 
ership. They are met at the center 
desk, several car lengths down the 
wide center aisle to avoid jamming 
at the door, by one of two “service 
advisors” who channel the car into 
one of seven diagnostic stalls in a 
matter of minutes. 


Here the adviser quickly informs 


Dream Cars on Display— 


The Gyron, top, and the Palomar, bot- 
tom, are featured attractions of the sum- 
mer show at the Ford Motor Co.'s Rotunda 
in Dearborn. Ford stylists designed both 
vehicles. The Gyron would run on two 
wheels, using a gyroscope for stabiliza- 
tion, The Palomar, a semi-convertible sta- 
tion wagon, features a sliding roof and a 
rear seat that affords occupants a view 
above the roof line. 


Brock- 
way 











the customer of his trouble, approx- 
imate cost and time required. A 
mechanic is assigned to the job at 
once, 

Such “instant service” demands 
a staff of mechanics who can do 
almost any job, and a service 
manager and advisers who know 
at all times exactly the progress 
of each job and when any me- 
chanic will be available. 

A numbers system insures swift 
assigning, as well as fairness to 
each mechanic. All are paid on the 
same straight-commission basis of 
45 percent to the employes, 55 to 
the firm. Each man is assigned a 
number. When his job is completed 
he moves his metal number plate 
from the bottom row of hooks to 
the No. 1 position. In this way he 
gets a share of both the interesting 
and dull jobs, Jones said. 

Three men rotate on automatic 
transmissions, one does only elec- 
trical work and two work primarily 
on tuneups. Any one of these, ex- 
cept the transmission men, aSsist 
on other jobs when free. When not 
busy, the salesmen-mechanics do 
minor adjustment jobs, such as 
windshield or other few-minute 
jobs. 

The customer may wait in an air- 
cooled lounge watching television 
or reading magazines. Cold drinks 
and candy machines are handy. 
When completed, the car waits at 
the center reception desk and the 
driver leaves by the west door at 
the other end of the room, so that 
floors are never cluttered. Finished 
work on major or time-consuming 
jobbs waits at east end outside 
stalls with keys and bill at the 
center desk. 

A 6,000-foot cooling altitude 
brings many summer tourists, 
while mild winters mean winter 
vacationists, adding up to many 
one-time customers. Therefore, 
Frontier mechanics must be keen 

(Continued on Page 24, Col. 3) 


New Commercial-Car Registrations, 
90 States for May, 1961-1960 
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38 States Previously Reported ‘él 42| 14864 73| 2199| 15645) 3523] 6247 552 354 908 1470 1747| 47624 

r May *60 69| 17855 171 2540| 16695} 4886] 6974 776 “5 945 1771 2604| 55670 
Arizona ‘él | 327 | | 331 67 107 | 7| 23 39 993 
"60 347 369 % 59 ie 44 1005 

California “él | 3281 15 398| 3094 552 909 ul 112! 191 509; 9146 
*60 3351 25 418| 3344 790 685 B 66 126| 113 620| 9561 

Indiana ‘él | 749 7 115 659 219 328 | 31 64 36 91 2363 
"60 840 16; 117 685 233 380 56 54 64 35 102| 2582 

Kansas ‘él | 1136 ‘| 139 969 251 357 | 10 it 27 36| 2943 
‘60 i él 522 183 202 2 10 3 15 22 1656 

Mississippi ‘él | / 22 315 76 93 5| 2 2| aI 977 
‘60 ws 29 335 102 77 7| 10 1043 

Missouri “él | 7I 527 144 249 "I 32 28 1860 
*60 zs 91 688 304 316 8 13 13 35 43} 2476 

Nevada ‘él 14 53 24 22 | 3 185 
*60 | 17 él 39 | | Hl | 1a| 241 

New York ‘él 25| Tier 12 260 1138 358 | 655 136 17 114 161 I9i| 4319 
*60) 1287 I 264 1266 418] 892 139 18 197 187 354| 5083 

Oklahoma ‘él | 1816 | 109] = 1335 319 323 " 43 25 39| 4040 
"60 1046 3 80} 916 214 229 13 40 22| 2583 

Oregon ‘él | 514 i 4l 364 142) 252 I a 29 36 60 1505 
‘60 720 4 89 753 299 241 30 47 116 79 165| 2543 

Texas ‘él | 3360 ‘| 283| 2415 532 726 17 42 % 82 197| 7758 
*60 _ 229| 2039 47\ 677 35 45 97 % 128] 6892 

Washington ‘él | | 60 342 115 135 8 15 id 48 32 1073 
*60 39 2 69 353 195 128 17 7 35 31 87 1323 

50 States Reported *6l 68| 2886! 142| 3801] 27187|  6322| 10403 840| 614 1425|  2122| 3001| 84786 
For May *60 119] 31026 247| 4058] 28026) 8230] 10882 1100} 681 1616] 2443) 4230] 92658 
Year ‘él 346| 118406 719| 15733| 114649| 27369| 40086, 3643) 2317| 5179) 10722| 13307| 352476 
To Date "60 507| 137058 1170} 18457] 121677| 33186) 47425) 4935 1719] 6535} 11892] 19007] 403568 





New Passenger-Car Registrations, 50 States for May, 1961-1960 


Car registrations as 























































































































compiled by R. L, Polk Sa i 
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Norick 
Service 
File 
Folders 
build 
service 
volume 
when you 
need it! 





ice File Folders give you 
tomer’s complete service 


problems before 


Norick system profitably 


dealers across the country. 


Form SFF-700 ¢ Fits standard letter size 


Heavy manila stock ¢ Printed on all sides 
1000—$39.10 
Order from your nearest Norick Store—Prompt Delivery 


Norick BROTHERS, Inc. 


3909 N. W. 36 * OKLAHOMA CITY 12, OKLAHOMA 


200—$9.05; 500—$20.85; 


7943 Cottage Grove Avenue ® CHICAGO 19 
3026 Rowena Avenue ® LOS ANGELES 39 
3174 16th Street © SAN FRANCISCO 3 





... an example of Federal-Mogul’s interest in better engine performance 


Each particle of this patented metallic dust is a 
combination of copper and lead. Millions of these 
microscopic balls of metal go into the lining of 
every Federal-Mogul 5-layer, heavy-duty engine 
bearing. They’re permanently mixed and fused by 
heating and pressure rolling (sintering)—making 
a super-strength alloy for better, more dependable 
bearings . . . each one consistent in quality. 


FEDERAL- 








Keep a steady flow of service work 
coming into your shop wi 
matic follow-up program. N 


a glance. Lets you alert customer to 
lube, safety service and maintenance 
they occur. 
schedule work at your convenience. 
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Dealer Builds Image 
With Good Service 


(Continued from Page 22) 


tory of about 18,000 items, regard- 
less of business “rules,” and will 
order an item if there are two 
requests, said Martin Chase, parts 
manager. He considers a year not 
too long to stock a part without 
a request for it. 

“We don’t reduce inventories for 
overhead reduction, but according 
to customers’ needs,” he said. 

Ten parts employes keep items 
moving across the counter to the 
service department from clean, well- 
marked shelves and hooks. 


The firm does not handle its sales 


Letterbox 


(Continued from Page 12) 
have initiated, we must correct 
them if we are ever to get back 
to a point where we can expect to 
get a fair return on our invest- 
ments. 


However, there are some very 
important things that the manu- 
facturers can do that will help us 
in getting back to a sound business 
basis. For instance, why can’t a car 
manufacturer do as implement 
houses do, ship cars in to dealers 
on a consigned basis? It would en- 
able us to carry the stock that they 
want, which dealers will not do now 
because of the prohibitive cost, and 
at the same time be of benefit to 
the factory. 

The factory in this way could 
in effect know very quickly just 
where a particular model would be 
located and could give the other 
dealers the opportunity to pick this 
car or truck up without the usual 
building delay. Also the manufac- 
turer would be able to keep the 
stock that they feel a dealer should 
have on hand at all times. 

I feel that the NADA Task Force 
in on the right track, as it is inevi- 
table that a dealer must earn 
something more than 0.5 percent 
of sales, considering the chances he 
takes on trades, credit, etc., in order 
that he leaves his investment in 
such a business.—A. W. Berestrom, 
president, Lake Chevrolet Co., Inc., 
Devils Lake, N. D. 

a * 


believers in the policy of “top 

service and pleasant relations 

whether we ever see you again 
or not.” 

So-called employe morale builders 
such as parties, bonuses, meetings 
are unknown at Frontier. Employes 
are given the same courtesy, fair-| 
ness and respect accorded custom- 
ers, said Jones, and they stay with 
Frontier, although “they could cer- 
tainly get more money elsewhere.” 

Almost all of the 30 service people 
have been with Frontier at least 
five years. After versatility and me- 
chanical ability, Frontier looks for 
a cooperative attitude and willing- 
ness to work with others in an em- 
ploye. 

Jones feels that “pleasing the cus- 
tomer first won’t carry very far if 
we don’t have the part he wants 
when he wants it.” 

So Frontier carries an inven- 
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file Dealers Closing Sunday 


In Broward County, Fla. 


FORT LAUDERDALE, Fla. — 
The Broward County Automobile 
Dealers Assn, unanimously voted to 
discontinue Sunday sales, effective 
July 1, to give its 30 members and 
their more than 2,200 employes a 
day off. 

“A man can’t work seven days a 
week and maintain sane thinking 
in this business,” said A. D. Howell, 
manager of Jake Crouch Buick. 
“That’s the chief reason we're 
going to close on Sundays.” 
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Financing Bill Assailed 


Eprror’s Nore: This is a copy 
of a letter sent to the House An- 
titrust Subcommittee. 

As an automobile dealer for over 
30 years, and as a citizen, consum- 
er, father and taxpayer, I oppose 
all such legislation as represented 
by H.R. 71 (auto-finance divestiture 
biill) now under consideration. Its 
enactment would be one more step 
toward total socialistic control of 
business and personal affairs which 
in my opinion should be left to the 
natural operation of the market 
place. 

“Control” of business and per- 
sons by government bureaucrats 
robs the customer of choices which 
should be his, increases cost of 
business (as well as government) 
and inevitably lowers “scale of liv- 
ing.” 

Stop spending! Reduce taxes! 
Eliminate “controls”! Stop med- 
dling! Wake up—the day is late! 

Would you care to consider the 
subject further? Do you consider 
yourself fully informed? 

Do you realize that H.R.,71 would 
increase automobile financing and 
manufacturing costs to the detri- 
ment of the industry and consum- 
ers, producers and distributors of 
all associated items. — Epwarp J. 
STEPHANI, president, Nickey Chev- 
rolet, Chicago. 

* 


The sintered copper-lead bearing is made specifi- 
cally for modern high-compression engines, as is 
the Federal-Mogul overplated aluminum-alloy 
bearing. Other types include straight copper-alloy 
and babbitt bearings—each tailored for top per- 
formance in a particular type of engine. 

Whether you sell engine bearings or use them, 
Federal-Mogul know-how will best meet your needs. 


* * 


Compact Cadillac? 


Have you any information on the 
’62 Cadillac? 

The reason I ask is that my 
Mother will be 80 years old in Au- 
gust, and I hoped to be able to get 
her a small Cadillac as a gift (or at 
least a certificate to get one when 
they come out). 

I reasoned that Cadillac might 
see the light and bring out a com- 
pact. Her present one is a ’53, and 
it is too large for an older woman 
to handle.—W. J. D. Bett, Univer- 
sity Club, Pittsburgh. 






MOGUL" BEARINGS 


FEDERAL-MOGUL SERVICE 































“paper,” and retains service-cus- 
tomer accounts only if they fit into 
a 60-day budget. 

But all credit applications are 
considered on the individual’s needs, 
ability to pay, his credit history and 
the best plan worked out for him, 
said Jones. 

“We don’t offer the ‘No. 7 plan’ 
out of a book to any customer,” 
he added, “nor the ‘teacher plan’ or 
‘farmer plan.’ We want to keep him 
pleased and a Frontier customer by 
working out a personalized plan for 
him.” 

The firm does no advertising of 
service or parts, again having 
learned that a pleased customer 
does far more to “bring them in.” 

“We don’t use ‘gimmicks’ but 
what we consider sound business 
practice: We sell a good product at 
a competitive price, with fairness 
and pleasant dealings,” said Jones. 
“With that policy you can’t help 
making a good profit.” 
























Blast Rips Kaplan Motors 


DEPOSIT, N. Y.—An explosion 
at Kaplan Motors blew out the © 
glass front of the structure and | 
caused an estimated $8,000 damage. ~ 
Leaking gasoline from an under- 
ground tank was listed by firemen 


as a possible cause. 
EXTRA-HEAVY 
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Locking Design 
Tripod Non-Tilt 
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A size for every job..+ 
rugged, low-cost... more 
safety features. Wide triped 
base eliminates rocking; 
even on rough or sloping 
floors... prevents tipping: 
Positive-locking, self-engage’ 


ing lug. : 
WILL NOT RELEASE 
UNDER LOAD! 


Built like a surveyor’s tripe 
to eliminate rocking. Quick 
SELF-LEVELING delivery from your Ic 
TRIPOD DESIGN jobber. 


KEN-TOOL MFG. roy 
AKRON 5, OHIO 
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NOW THERE IS 


ONE NEW NAME 
ONE NEW SYMBOL 
ONE EASY WAY 









TO ORDER, STOCK AND SELL 
AUTOMOTIVE PARTS 






Transmission 
F 


simply say Delco 





Simply say Delco ... and you've said it all! A new 
name for well-known automotive replacement parts 
manufactured by many General Motors Divisions 
. .. a new look for the Divisions themselves ... anew 
identification—“‘United Delco,"’ for United Motors 
Service, the organization which distributes the parts 

. and a new symbol—the Circle of Precision, to 
replace the familiar U-M-S oval. They all mean Delco, 
and Delco means more efficient, more convenient, 
more profitable business for you! ™® This new look 
extends all down the line, including the packaging 
... brilliant and color-keyed to simplify your displays, 
sales, inventory and supply. Everything in the new 
program takes full advantage of the famous Delco 
name ...a name that consumers know and trust, 
and associate with quality and dependable service. 
@ All you do is simply say Delco to your United 
Delco Supplier, and you have a complete line of 
consumer-accepted parts for tune-up and _ light 
repair. Then watch the money roll in! 












Delco 
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Delco- Remy / electrical system parts 


Delco Batteries 


Delco Rochester / carburetors, repair kits and 
chemicals 


Delco Packard / wire and cable 
Delco Products / shock absorbers 
Delco Harrison / thermostats 
Delco Hyatt / bearings 





Delco New Departure / bearings 
Delco Guide / automotive lamps and lamp parts 


Delco Moraine / brake fluid and brake parts 


Delco Appliance / windshield wiper systems, 
heater, defroster and 
accessory motors 

















FREE SERVICE TRAINING . .. thirty schools, part of the GM 
Training Center Program, across the country for you and your 
employees to receive practical, scientific schooling in auto- 
motive maintenance and repair. These schools feature modern 
classrooms and equipment, small class enrollment with indi- 
vidual attention, free tuition and training materials. Courses cover: 
Tune-up e Light mechanical repair « Delco-Remy Electrical 
Equipment e Delco Rochester Carburetors ¢ Hydra-Matic 
transmissions. Ask your United Delco wholesaler. 





UP-TO-THE-MINUTE SERVICE INFORMATION .. . complete, 
handy, easy to read and understand. You find the right part 
quickly for all fast-moving Delco lines. One application catalog 
covers 10 different Delco lines; the Delco TBA Service Manual 
provides complete service information for tune-up and light 
repair on all popular cars. Other manuals are available for more 


detailed service problems. Manuals are automatically up-dated 
with latest factory information. This Delco service saves you 
time, speeds customer service, stops costly comeback complaints. 
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ORI ACLIe EQUIPMENT LINE 


POWER RATEL 





FAMOUS LINES .. . made even more famous by association 
with Delco. A recent survey of car owners revealed overwhelming 
consumer acceptance of the Delco name. With no prompting, 
73% of car owners said Delco is the top name in automotive 
parts. Delco was first in batteries with 87%, first in shock 
absorbers with 67%, first in starting and ignition parts with 76%, 
first in brake parts, carburetors, cable, thermostats, always 
among the top five in almost any part you can name. It's easy to 
see the selling power of a complete Delco parts line. 







EFFECTIVE ADVERTISING SUPPORT .. . you get excellent 
advertising support from every major advertising medium when 
you carry the Delco lines! Network TV and radio, consumer 
magazines, colorful outdoor boards ... all pound home the 
Delco quality theme to car owners in your area. Sales aids, 
point-of-sale material, special service tools, local advertising 
to support sales at the peak of your selling season... all help to 
show and demonstrate to drivers that you're local Headquarters 
for skilled, efficient tune-up and safety service! 





Unitea 
Delco 
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CAR DEALERS, SERVICE STATIONS, GARAGES ... 
EVERYBODY BENEFITS THROUGH 


United Delco 


lf your business is automotive service, if you operate a dealership, a service station, a garage, then Delco’s 
for you! For wherever there’s a demand for quality parts and skilled service, Delco fills the demand—to full 
measure! That’s why consumers favor the place that sells Delco... . they believe in the name and the product 
that accompanies it. @ Why don’t you profit from consumer acceptance by joining the national network of 
Delco Dealers? Your United Delco wholesaler representative can show you how. Then watch business grow, 
bolstered by a continuing program of seasonal promotions that Delco sends your way. 


a 





CASH IN ON TUNE-UP, LIGHT REPAIR AND 
SAFETY SERVICE WITH UNITED DELCO'S 


“Pattern for Profits” 


Since modern drivers demand safety and performance in 
their cars and are willing to pay for both, United Delco 
provides you with a sensible, scientific way to get your 
hands on those extra dollars. 

How? Simply say Delco. Get Delco’s Tune-up Center 
and Light Repair Center. In combination, they form an 
efficient, well-balanced service operation that will attract 
more customers for everything you sell. Start profiting now. 
Get the whole story from your United Delco wholesaler. 


TUNE-UP CENTER .... the right inventory of fast- 
moving Delco ignition and carburetor parts, correctly 
balanced for turnover. Four cabinets available, tailored to 
your requirements and priced from about $90 to $600, 
including cabinet and parts inventory. 

LIGHT REPAIR CENTER .... durable, compact. 
Features brake parts and fluid, shocks, bearings, stats— 
all Delco! Three assortments, from about $210 to $610, 
including cabinet and parts. 
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ANNOUNCING DELCO BATTERY'S 
'61 MAJOR PROMOTION ... 


12 FREE TRUCKS FOR 


Here it is! The Delco Battery ‘‘Pocket of Profits’ promotion . 

12 free trucks and other prizes .. . ladies’ diamond rings, stereo 
and hi-fi sets, color TV, sterling silver flatware, Frigidaire auto- 
matic washers and dryers, movie cameras, electric shavers .. . 
all to show how easy and profitable it is to sell Delco batteries! 


NOW — CHECK A BATTERY IN &S SECONDS! 


With the Delco-tronic Checker you can check battery voltage 
output while you check water and oil . . . in seconds! Spot bad 
batteries ... sell new ones! It's a durable, lightweight, fully transis- 
torized precision instrument, available at a special low price during 
the Promotion. Ask your United Delco wholesaler salesman to 
demonstrate it... and you're eligible for the contest prizes! 






EVERYBODY WINS! 


Yours free! Brand-new “DIAL- 
A-BATTERY,” a mechanical 
display that shows customer 
which Delco he needs, plus 
WINDOW BANNER advertis- 
ing 5-second battery check. 
Both yours when you mail 
entry blank. 























WITH TRANSISTORIZED 
Delco- 
tronic 


BATTERY CHECKER 








Six New Chevy Trucks ...%-ton Fleetside pickups . . . all grand prizes 
during the ‘Pocket of Profits’ promotion! Six battery dealers will win 
them—why not you? Each truck is equipped for complete road service 
with such features as: 4-speed transmission, 3,000-/b. rear springs, 
heater, directional signals, service lights, 4-ton wrecker with sling and 
other accessories. A profit-making addition for any service station, car 
dealership or garage. 


DELCO BATTERY DEALERS! 


HOW TO ENTER THE 
“POCKET OF PROFITS" 
CONTEST 
(see official entry blank 
for complete rules) 


1, Ask your United Delco whole- 
saler salesman for a demonstra- 
tion of the 5-second Battery 
Checker. 


2. Think of a name for the checker 
which you believe most aptly 
describes its convenience and 
business-building possibilities. 


3. Write the name on the official, 
pre-addressed, postpaid entry 
blank and mail. 





Six New Corvair Trucks ... popular Rampside pickups . . . they're all 
second prizes! With their curb side loading ramp, these trucks are just 
the ticket for easy-on, easy-off delivery. Six battery dealers will win them 

. . all custom-equipped with 6-ply white wall tires, direct air heater, 
2-speed wipers and windshield washers, wheel covers and two-tone paint. 















ALL AROUND THE COUNTRY, YOU RECEIVE FASTER, 
MORE CONVENIENT, MORE PROFITABLE SERVICE WHEN YOU 


Wherever you are, you find that United Delco is nearby, ready to serve you in a hundred different ways. The 
organization is many things: convenient zone offices, well-stocked warehouses, service training centers, 
wholesale outlets . . . all strategically located across the country; and it is people ... field men, service 
instructors, wholesaler personnel and many others, all with one goal—better automotive service. If increased 
profits and better service are the words you live by ... why not join the most progressive parts distribution 
team in the country? It's as easy as calling your United Delco supplier. UNITED MOTORS SERVICE, Division of General Motors 
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It’s Black Ink All the Way... 


Dealership Revolves 





Around Backshop 


By Ernest W. Peterson 
Staff Correspondent 

ORTLAND, Ore.—A 22-year-old 

Studebaker dealer here has 
found a way to make his parts 
and service departments produce 
35 percent of the gross dollar vol- 
ume of his firm. 

Furthermore, all departments 
of the dealership operate in the 
black—service, shop, parts and 
body repair and sales. Independ- 
ent shops pose no problem, he 
says. 

Floor-duty hours of his new and 
used-car salesmen are spent largely 
in the service department, inter- 
viewing service customers, rather 

than on the sales floor. 

The parts department has a cus- 
tomer window opening onto the 
new-car sales floor, as well as a 
window to service the shop me- 
chanics. 

The retail sales force averages 
10 deals a month from service de- 
partment contacts, out of the aver- 
age of 20 new and 40 used cars per 

i. month the dealership moves. 
* * * 
‘ HE firm is Marks Motors, 1706 

E. Burnside St. It is a partner- 

ship between mother and son— 

Mrs. Florence Marks and Robert 

H. Marks. The son serves as gen- 

eral manager. 

| Last Oct. 25, Howard Marks, 
who founded the business 20 
years earlier, died unexpectedly. 
Young Marks, who was in his 
senior year as an accounting 
major at the University of Ore- 
gon, dropped his formal studies 
immediately to go to his mother’s 
aid. 

Soon he recalled advice the senior 
Marks had given when Robert was 
a lad pushing a broom about the 
place, then in repairing used cars, 

| while working in the parts depart- 

ment and finally during the sum- 
mer of 1960 when he kept books. 

He set about to attract more 
service customers by staging a 21st 
Anniversary special in the service 

department. He offered special an- 
niversary prices, plus a free wash 
job if the car was brought in be- 
tween 7:30 and 10:30 a.m. 

The firm has 5,500 names on its 
Portland-area mailing list. Marks 
had 5,500 mailing pieces printed. 
Then he had an addressing service 
mail out around 1,000 of these cards 
each week for six weeks. 

New service business started roll- 
ing in. 

Marks was on hand at 7:30 a.m. 
when the shop opened to help his 
foreman, who is also his service 
manager, check in the early morn- 
‘ing arrivals. Mechanics were there 
to give immediate attention to 
quick jobs. Customers Needing 
transportation to business-shopping 
@feas were driven there in a Lark 
demonstrator. 

* 















* * 


HERE are no service salesmen 
on the service floor. The man- 
ager does all the selling. A control 
chart enables him to keep promises 
on delivery times. 

There are five hoists in the 
| shop. Three are for quick work 
| and two for heavy jobs. The three 
men on quick work each turn out 
about $150 of customer labor per 
day. Everything is flat rate. 
This plan has proved “quicker 
d cheaper” for the firm and bet- 
ter for the men, Marks says, as 
the more work each man turns out, 
he higher his pay. 

Marks has found it profitable to 
be on the job early with his men. 
The customer seems to lfke to chat 
with him and he is at work on the 
task of being able to call every 
Studebaker customer by name. 
When a Studebaker owner suf- 
im fers a car accident, Marks handles 
ime all details. 

“Most people do not understand 
how automobile insurance works,” 
Marks says. 

He first gives a simple explana- 


$170,000 Fire at McCollum 


SPOKANE.— Fire caused dam- 
age estimated at $170,000 at Mc- 
Collum Motors in Dishman. Two 
cars in the shop were damaged, 
oe W. Harold McCollum, presi- 
ent. 











tion of the features of the particu- 
lar policy. Next, he gets the dam- 
aged car into his shop, after which 
he calls the insurance adjuster. 
After an adjustment basis is agreed 
upon, Marks notifies the owner. 
The result: Marks gets the repair 
job, He is now repairing more dam- 


aged Studebaker cars in Portland 


Buick Dealer Is Cited 
For Car Loans to School 


MUNCIE, Ind.—Paul Abel, owner 
of Paul Abel Motors, Inc, (Buick), 
received a certificate from Central 
High School in recognition of his 
loan of three new cars for student- 
driver training in each of the last 
three years. 

Each car was driven from 6,000 
to 8,000 miles, Abel said. The 
schools provided maintenance and 
garage space. 


in. his five-stall shop than are taken 
to all other body shops in Portland. 
* * * 


HE firm also has a contract to 

service the 65 government- 
owned Larks operating in Portland. 
Recently Marks sold 145 Larks and 
pickups to the State of Oregon. 

Marks’ office is neat and clean, 
but so small that outside his per- 
sonal desk and chair, there is room 
only for another chair and a type- 
writer. 

Although Marks wears a con- 
servative business suit and 
spends much time at his desk, 
he knows how to move in and out 
of the shop, talk to his men at 
work and return without getting 
smeared with grease. This is due 
in part to the cleanliness required 
in every department. 

The elder Marks taught Robert 
the “art of cleaning up used cars,” 
which Robert says “is an art.” 

Robert is thankful that his Dad 
“saw to it that I understood the 
books.” He checks the credit rating 
of shop customers. Most of the 
work is done on a 30-day credit 
basis. A limited number of accounts 
are handled on a longer basis by 
the house. But customers are as- 
sisted in obtaining bank financing 
where repair accounts running 
above $200 cannot be paid within 
60 days. 





he 


Technicians’ Club Started in Chicago— 


Prosser Vocational High School, Chicago, was the recipient of the area's first ‘Future 
Automotive Technicians of America" charter. The FATA is the first organization designed 
exclusively for automotive students in our nation's high schools. J. L. Wiggins, right, 
executive vice-president, Automotive Service Industry Assn., Chicago, presented the 
charter to William Luchitz, left, Prosser automotive training supervisor. An approving 
witness to the ceremony is Larry Paszkeet, president of the school's FATA club. 





Bess 


sh 








Iino 









Sa akiraes Sat BAR Ag. Oe plage aE A ea 


WANT A CARBURETOR KIT TO SERVICE ALL POPULAR U.S. CARS AND TRUCKS? 


ply say Delco 


You can do first-class tune-up jobs on a// carburetors with Delco-Rochester's complete 
line of Carburetor OK Kits. They contain all the necessary parts ... gaskets, needle and 
seat, pump plunger...for a quick, quality carburetor tune-up on a// popular U.S. cars and 
light trucks. w@ When your customer needs a carburetor replacement, give him peak 
performance and economy with a factory-calibrated and flow-tested De!co-Rochester 
Carburetor. @ Whatever your carburetion needs, simply say Delco—the service line 
that's going places fast. The complete line of Delco-Rochester service 


and replacement parts is distributed nationally through Umited Delco 
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Service Management. 





Experts Cite Advantages 


A Regular Monthly Section for Those Who Maintain America’s Motor Vehicles 


That Dealer Shops Hold 


In Competing for Service 


N SELLING themselves as the 

best sources for car and truck 

service, dealers are doing a selling 
job for the vehicles as well. 

This stands out as the chief, 
but not the only, advantage of 
dealer maintenance and repair, 
in the view of a panel of service 
experts questioned by Automotive 
News. 

“If a dealer knows the car and 
has its service record,” commented 
a leading service manager, “he can 
make a better deal on a new car 
with the owner because service 
records help build the tradein ap- 
praisal,” 

cm od * 
oo. advantages enjoyed by 
the dealer were given as fol- 
lows: 

1. Dealers have more complete 
service facilities, and offer war- 
ranty and policy services. 

2. Dealer mechanics receive 
training in servicing a particular 
make in classrooms conducted by 
that maker at a factory training 
center. 

3. The mechanic works primarily 





To Handle New Models . 


on one make, thereby becoming 
more proficient on that make. 

4. Factory manuals and bulletins 
are available to keep the mechanic 
up to date on service improvements 
and other changes. 

5. Special tools and equipment 
enable the mechanic to do a bet- 
ter job in less time. 

6. Factory assistance is readily 
available whenever the mechanic 
may need it. 

* * * 

EVEN. Dealers can obtain parts 

engineered for a particular car 

and there is no reason why a cus- 
tomer can’t get such parts CHEAP- 
ER at the dealer than elsewhere. 

8. Labor rates are competitive 
with the locality. 

9. Less chance of error in deal- 
ership. Dealer has a better chance 
to give good workmanship. 

* * * 


Exploit the Edge 
ACen to an authority who 
has worked both the dealer 
and factory sides, service traffic 
depends on customer goodwill and 





Needed: More Equipment 


By Joseph M. Callahan 
Engineering Editor 
pean cars will not change 

drastically in the next couple of 
years, but there will be some 
changes that will require different 
service equipment. The alert serv- 
ice operations will be prepared for 
these changes. 

Behind these changes are three 
principal trends in the auto in- 
dustry, These are the trend to 
more economical production of 
cars, to a little more performance 
and to more safety features. 

The most important switch in 
cars of the future is the wider use 
of unitized bodies, such as Ram- 
bler and all the compacts now 
have, Chrysler full-sized cars now 
have a “stub” frame for the en- 
gine, but these are expected to be- 
come fully unitized in the near fu- 
ture, along with many larger-sized 
cars offered by GM and Ford. 


* * * 


a means that greater empha- 
sis will have to be placed on the 
procurement of equipment for the 
frame-straightening departments, 
as it ig these departments, rather 
than the bump shops, that will gen- 
erally get the additional business. 

It is expected that many and pos- 
sibly all General Motors and Ford 
cars will have alternators by the 
time the ’63 models roll out. Al- 
ternators, now standard equipment 
in all Chrysler Corp. cars, charge 
the battery while the engine is 
idling and therefore have consider- 
able advantage over the conven- 
tional generator, A certain amount 
of different equipment is needed to 
service alternators, 

Because of the spread of the 
above-mentioned unitized bodies, 
much greater attention must be 
paid to preventing the cars’ un- 
derbodies from corrosion because 
the underbodies carry the car’s 
structural loads, as the frames in 
non-unitized cars do, Thus, it ap- 


pears that in the future there 
will be a greater need for facili- 
ties for the application of good 
undercoating to protect the car’s 
structural members. 


Furthermore, the underbodies of 
coming cars will employ much larg- 
er quantities of galvanized steel 
to prevent corrosion, and special 
steps will have to be taken for 
welding this steel. 

ES * * 

(,'4= replacement business 

should offer greater opportu- 
nities to service departments. 
While the switch from laminated 
to tempered glass side windows 
certainly will result in lesg total 
business, it should result in more 
business for factory outlets because 
the tempered glass must be cut to 
size at the factory, rather than in 
every little shop. 


Also expected to have a consider- 


(Continued on Page 52, Col. 5) 


locations and facilities of dealers. 
“A dumpy, run-down place will 
never attract many prospects or 
service customers,” he warns. “That 
is but one of the things which 
negate the dealer service edge. 


“To offset the gas station’s con-| - 


venient location, dealers should 
have some type of transportation 
or loaner cars for the customer who 
leaves his car at the shop,” he ad- 
vises. 

Fast-service is viewed as a 
dealer must, but labor charges 
must be reasonable for this work. 
One expert believes this can be 
accomplished only if mechanics 
go on an hourly or weekly wage 
—which is possible with the 
quickservice operation away from 
the main service shop. 

One dealer uses mechanics or 
salesmen to greet service customers 
during the first two hours in the 
morning. This provides recognition 
and builds repair orders. 

“Dealers should do something 
about getting and using a fast 

order service form—something sim- 
ilar to what the gas stations use,” 
a@ manager suggests. “Dealers also 
should establish credit provisions 
for service customers to compete 
with the gas station credit cards.” 

oe * + 
A “THANK you” system in the 
service department sounds 
trite, but is strongly recommended. 
When the job is completed, the 
serviceman thanks the customer 
for coming in, as does the cashier. 

Several dealers require car sales- 
men to maintain service customers. 
Salesmen receive a slight commis- 
sion for all service work brought in. 

A popular factory idea is to 
set up a clinic, inviting owners 
to come in and get their cars 
analyzed at no cost. Many who 
take advantage of the free check- 
ups in these clinics make service 
appointments right then, it is re- 
ported. 

Several more tips for dealer serv- 
ice expansion follow: 

1. Always pull a front wheel, free 
of charge (have a man to do this 
while the service writer is writing 
up the RO). 

2. Turn on all lights, check every 
light bulb on car. 

3. Always have car ready when 
you say it will be ready. 

4. Do no additional work un- 


less approved by owner. Many 
(Continued on Page 58, Col, 1) 








Night Repairing Soars— 





Service facilities of Lee Heffner, Inc., Ford dealer in Temple, Pa., feature this 
spacious repair shop. The shop has all of the latest tools and equipment, and is 
credited by Lee Heffner, general manager, with helping his company to do a steadily 
increasing amount of repair work, particularly at night. Story on Page 53. 





Designed to Serve...) 





Dealer Accents Reception— 






Seven service writers provide immediate attention to shop customers of Fincher 
Oldsmobile in Miami. Proper customer reception can make or break a service depart- 
ment, says Fincher’s veteran service manager, Harold Spengler. Each service writer 
is an experienced mechanic and is required to road-test the car with the owner 
before the repair order is written. When the car is delivered, the writer again road- 


tests the car with the owner. 
~~ | -S 


* * * 


Good First Impression 
Is No. 1 Fincher Rule 


By Trescot Goode 
Staff Correspondent 
IAMI.—“The first contact—the 
reception of the customer— 
makes or breaks the service de- 
partment.” 

Speaking is Harold Spengler, 
service manager of Fincher Olds- 
mobile here, which is generally 
acknowledged to have one of the 
largest and best operated Olds- 


Backshop 





GBAvVICD experts say there is a 
great opportunity in the area 
of shop equipment for designs in 
line with modern trends in service. 

With all of the emphasis now 
being placed on turning out 
maintenance work in the quickest 


possible time, there is a great 
need, say the experts, for simpli- 
fication of equipment as well as 
making it possible for equipment 
to be operated faster and with 
even more accuracy, 

These makers, according to the 
boys who live with the problem of 
setting time schedules, also should 
be looking into the possibility of 
more mobility for much of the shop 
equipment. And as they add mobil- 
ity to their tools and equipment, 
they should keep in mind the prob- 
lem of the dealer in storing this 
equipment out of the way when 
not in use. 

* * * 


QXE notable example of this, the 
experts point out, is the space 
it takes to store a mobile one-ender 
hoist when it is not being used. To- 
(Continued on Page 50, Col, 1) 


mobile service departments in the 
South. 

Spengler has his shop organized 
to make that first good impression 
and is set up to serve—fast. 

Noting that drivers are always 
in a hurry when they bring in their 
cars, Spengler says, “We employ 
seven service writers who are train- 
ed mechanics, who are courteous 
and patient and who are willing to 
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take the time to explain what has — 


to be done, the time it will take and 
the estimated cost. 
Ok od ok 


“TT insist on the writers driving 


around the block with the © 
owner so they both will know about © 


how the car performs. Quite often, 


both will see something that is © 


needed.” 

If the repairs are minor and 
can be completed in less than an 
hour, the job is turned over to 
Fincher’s special quick-service 
department. 

This is staffed by a dozen me- 
chanics and has five lifts and all 
facilities for this type of work. 

On quick-service jobs, Spengler 
Says, customers usually prefer to 
wait.. Fincher has an air-condition- 

ed customer lounge where the lat- 
est magazines are available and 
where free soft drinks and coffee 
ara served. 

Where service work takes longer, 
Fincher courtesy cars make trips 
downtown every 30 minutes. 

* * * 


PENGLER, who started 13 years 

ago with Fincher as a mechan- 
ic, says he knows from experience 
that one of the most important 
items of good service is customer 
satisfaction. 

It is emphasis on this satisfac- 
tion that makes the Fincher serv- 
ice department outstanding. 

In a dealership operation that oc- 
cupies almost three acres, the serv- 
ice department in 1960 averaged 
$38,000 of customer labor a month 
and sold $48,000 of Oldsmobile parts 
monthly. 

It employs 83 persons, 56 of whom 
are trained mechanics. Of the 56 
mechanics, 32 work in quick service 
and on the regular line and 24 are 
employed in the bump and _ paint 
shop. 

There are seven service writers, 

(Continued on Page 47, Col. 1) 
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ow to Read the Financial Forms... 





Management Aspects of Service 


By Kenneth C. Kelley Jr. 
Staff Writer 


nothing to the profit column? 
Answers to that question, some 


SERVICE and parts business| based more on fantasy than fact, 


s 
I a profit-maker for the dealer or 


run all over the lot. Still, the av- 


a necessary evil that adds little or| erage dealer can quickly deter- 





— 


... and Serve Fast 


Quick-Service Knowhow— 


Quick-service department at Fincher Oldsmobile, Miami, handles jobs which can 
be completed in less than an hour. It ‘has a dozen mechanics and five hoists. The 
quick-service department has been in operation at Fincher for seven years and/ anyone who has an easy formula 
charges prices that are competitive with independent shops. 
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Foreman Reports— 
Virgil Anders, shop foreman at Jack 


Roach, Inc. (Ford), Houston, reports to 
Mrs. W. R. Smitty jr. after a quick-service 
job on her car. Story on Page 57. 





Quick Service 
Gets Accent in 


Factory Drives 


reese every car manu- 
facturer has programs in force 
or in process of being developed 
aimed at helping their dealers get 
a larger share of the service dol- 
lar. 

And, in all but two instances, 
“quick service” is the theme around 
which these new programs are 
being developed. 

Many of these programs are 
being developed with the aid and 
approval of the factory sales de- 
‘partments, because top company 
officials believe that dealers need 
more frequent contact with own- 
ers. This cooperation seems _ to 


indicate that the drives for great- 
(Continued on Page 59, Col. 1) 


| mine how well he is doing in the 
service and parts departments, if 
he wants a certain answer to the 
question. 

Confusion about service and 
parts profits goes back to the old 
industry tale which says that the 
accounting forms designed by fac- 
tories for dealer use give a distort- 
ed picture of the operation of a 
dealership. 


While this tale has been repeated 
often enough to be believed widely, 
those who make the charge seldom 
make an effort to show where the 
accounting forms distort the facts. 

* * * 


_— parts and service end of a 
dealership seems to be a special 
haven for folklore that does not 
hold up well when studied closely. 
Here are two other examples: 


1. There are those in the indus- 
try who feel that the service ab- 
sorption figure is just about the 
only important measuring stick 
for a dealership. Others feel that 
the service-absorption concept is 
the work of the devil, designed to 
confuse dealers. The truth un- 
doubtedly lies between these ex- 
treme views. 

2. There is a constant quest to 
find some simple, pat formula or 
system which will make it easy for 
the dealer to run his service and 
parts departments. While the easy- 
formula idea seems to have a par- 
ticular appeal in parts and service, 


for running the new-car depart- 
ment, learning to play the piano 
or losing weight seems to get a 
hearing. 
More about these two examples 
later. 
* * * 


Profit Information 

OW, here is how a dealer would 

use his factory accounting 
forms to determine how much 
profit he is making in the service 
and parts departments: 

The forms in question are those 
labelled “financial statement’ or 
“dealer financia] statement” which 
the dealer files with his factory 
each month. 

The statement forms filed by 
General Motors, American Mo- 
tors, Chrysler Corp. and Stude- 
baker-Packard dealers are quite 
similar while Ford Motor deal- 
ers have distinctive forms. Serv- 
ice and parts figures appear on 
Page 3 of the GM, AMC, S-P and 
Chrysler forms. 

The second column, labelled Col- 


Parts Manager Looks at Controls 


By Jack Bernstein 
Staff Correspondent 

T. LOUIS.—Many a parts man- 
ager has encountered the fright- 
ening experience of Bill James 
Chevrolet’s Fran Lansing, who like 
Mother Hubbard, “went to the bin 

and found it bare.” 
This was becoming sickening to 
Lansing, veteran parts manager at 





Inventory Checks 
Called Essential 


By John E. Walsh 
Staff Writer a 


N THIS day of narrow profit 

margins, the dealer who over- 
looks or underestimates the impor- 
tance of parts inventory control is 
inviting further financial head- 
aches. 

Parts-control specialists report 
that far too many dealers are un- 
aware of or indifferent to the 
danger in maintaining unbalanc- 
ed parts stocks. 

A dealer may have more of his 
Own money invested in parts in- 
ventory than in any other depart- 
ment of the dealership. Thus, it’s 
absolutely vital that the dealer 

(Continued on Page 43, Col. 1) 


James Chevrolet, 3721 S. Grand 
Blvd., because in looking around 
he found other bins loaded with 
items that hadn’t been used in a 
long time. 

This paradoxical situation wor- 
ried Lansing whose primary mis- 
sion was “to have the part you 
need at the right time.” And 
Lansing did something about it. 
He switched from an “archaic 
hit-and-miss method” to an au- 
tomatic system prevalent in this 
age of space and electronics. 


Through the use of IBM cards, 
Lansing instituted a “perpetual or- 
dering” device. This was developed 
by Automated Systems after Lan- 
sing explained his problems. His 
problems were similar to those of 
any parts’ man irrespective of size: 

1. Lengthy, arduous complicated 
method of ordering parts. 

2. Difficulty in keeping close tab 
on items, 

3. Tieing up capital on unneeded 
lines. 

4. Inadequacy of space. 

* Oo * 


To new system has wiped out 
all these troubles. As Lansing 
explains it: “We now have the 
same amount of dollar inventory 
with complete coverage, We 


stocks and now have more space 
than before.” 


How did Bill James Chevrolet, 
one of the largest and most pro- 
gressive dealers in the metropolitan 
St. Louis area, solve its predica- 
ment? 

“First of all, we took stock of 
our situation,” Lansing exclaimed. 

“We calculated the cost of orders, 
an average of 1,200 lines a month. 
We figured the average cost at $6. 
We found that we sold 5,000 items. 
This indicated that we were selling 
only half of the 10,000 we stocked, 
giving us a stock of 50 percent in- 

(Continued on Page 60, Col. 1) 





Parts Perfection— 


A view of Bill James Chevrolet's “scien- 


achieved a reduction of our parts| tific’ program for parts. 


umn C, contains figures on service 
business. The third column, Col- 
umn D, lists figures on parts and 
accessory business, 

(The S-P form merely letters 
each column A, B, C, D and Z with- 
out specifying which department’s 
figures should appear in which 
column, The Chrysler form has no 
letter designation for the columns 

(Continued on Page 46, Col, 1) 
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No Traffic Tieups— 


Howard Motors, Chicago, claims there 
is never a traffic tieup around its service 
department. The parking area shown here 
is one of three lots surrounding the build- 
ing, averting the possibilities of traffic 
congestion. Story on Page 52. 





To Bring in Service Business ... 


Using Classified Ads 


By Benn Olimann 
Staff Correspondent 
MILWAUKEE.—Classified adver- 
tising plays a key role in develop- 
ing service volume for Bob Eisen 
Motors, Inc., 2007 W. National Ave. 


Eighty percent of the Jeep 
dealer’s advertising budget is 
used for placements in the news- 
paper classified sections. The bal- 
ance goes for display ads. 

Owner Bob Eisen budgets a mini- 
mum of $15 per car annually for 
promotional outlays. Plugs for the 
firm’s service department are high- 
lighted consistently in all of the 
advertising. 

“A service department should 
earn a reasonable profit at all 
times,” said Eisen. “But my ap- 
proach is basically this: Our serv- 
ice department’s main objective is 
to build good will that will lead 
to more Jeep buyers. The real profit 
in our service department is earn- 
ed through helping lay the ground- 
work for more Jeep and accessory 
sales.” 


Don’t misconstrue this attitude. 
Bob Eisen Motors, Inc., the largest 
exclusive Jeep dealer in Wisconsin, 
turns in a handsome backshop job. 
It has done so since Eisen took 
over the Jeep line in 1957. In fact, 
the firm’s service dollar volume in 
1960 pushed 25 percent above the 
previous year’s tally. And this 
year’s figures show a commensur- 
ate boost in the making. 

The service potential for an ex- 
clusive Jeep deal has ramifica- 
tions that do not appear in other 
lines, according to Eisen. 

“We strongly believe that the 
Jeep is primarily a sturdy, com- 
mercial vehicle. It is prized and 
sold for its utility, not as a ‘second 
ear.’ And that is the way we sell 
and service them.” 

Another differing factor, Eisen 
added, is that service volume for 
Jeep dealers is not as evenly spread 
through the year as it is with other 
lines. Volume begins to edge up- 
ward in this area during June, and 
hits its peak during October. The 
winter months are a strain on 
shop facilities and manpower, as 
the work begins to pile up in 
earnest. 


Snow is a prime factor in the 
sale of Jeeps, and it also is re- 
sponsible for triggering the bulk 
of the service traffic, Eisen said. 

“We pray for snow,” said Eisen. 
“In fact, we include a plug in our 
prayers for good business during 
the winter for all the building 
contractors and manufacturers 
around here. They use a lot of 
Jeeps.” 

Eisen prides himself that though 
his shop area is comparatively 
small, it turns out a lot of work. 
A warm, friendly relationship is 
fostered between the boss and the 
mechanics. 

The most recent addition to the 
staff is service manager Harry 
Mack. He joined the firm after run- 
ning an Army motor pool in Ger- 
many for five years. 

“This is the kind of civilian job 
I had in mind when I was in the 
Army,” he said. 

According to Eisen, the new serv- 
ice manager’s Army training has 
proved “a perfect background for 
this job.” 

Can Army motor-pool training 
also provide helpful techniques for 
warehousing and inventory record 
keeping? 

It has in Mack’s case. He has 


instituted a number of efficient 
bin and part-stocking arrange- 
ments similar to those he super- 
vised when he bossed the Army 
Motor pool. 

The service department, said 
Eisen also should be considered the 
launching spot for accessory-equip- 
ment sales. Cabs and snowplows, 
major accessory items for the Jeep 
line, get constant promotion in the 
service section. 

A recent hot item is the Jeep 
Power-Lock free-wheeling auto- 
matic hub. Its sales are being spur- 
red by demonstrations with a cut- 
out unit to show how it increases 
efficient operation on any standard 
Jeep. Each customer coming in for 
service is personally contacted by 
the service manager and given the 
demonstration. 


Result: “We believe that these 
demonstrations are doing the 
trick,” said Eisen. “We are selling 
more of these automatic hub units 
than any other Midwest Jeep 
dealer.” 


How Volkswagen 
Built World 


Growth on Service 


a“ almost phenomenal penetra- 
tion of world markets by Volks- 
wagen hasn’t all been due to the 
size and the price of the vehicle, 
most experts agree, Back of this 
penetration has been a well con- 
ceived and expertly managed pro- 
gram that many American auto 
and truck dealers can profitably 
study. 

Conceding that quality manu- 
facture and price have played an 
important part in Volkswagen’s 
ability to penetrate the world 
market so deeply, many experts 
feel certain that, if it hadn’t been 
for the dedication to service that 
underlies every approach to mer- 
chandising, this company would 
not have been able to continue to 
expand. Today Volkswagen sells 
in 120 different countries around 
the globe. 

This dedication to serving the 
customer starts with the man who 
has played a major role in making 
Volkswagen what it is today, with 
a current output based on a pro- 
duction rate of a million vehicles 
@ year. 

Dr. Heinz Nordhoff, the plant’s 
present director-general went to 
Volkswagen in that capacity in 1948 
after six years’ experience in Amer- 
ican General Motors factories. He 
also had been service manager of 
Opel and later director-general of 
Opel in Brandenburg, at that time 
the largest truck factory in Europe. 

os * ++ 

ORDHOFF was service-minded 

and early instituted programs 
aimed at making satisfied custom- 
ers of every Volkswagen owner. 

One of these programs—and one 
that should merit study by Ameri- 
can dealers affected by the length- 
ened lubrication intervals being 
worked on by practically all car 
makers—is the 3,000-mile inspection 
program that all Volkswagen deal- 
ers, regardless of where they are 
located, must provide. 

In Europe, where owners buy 
their cars for longer continuous 
years of use, the company seems 

(Continued ‘on Page 40, Col. 1) 








BLsTAeI ham lUTI(OKS 
more brakes for 
more different 
vehicles than 
any other 
NPE tl 










Brake headquarters of the world! 


You get the best 
braking answers 
from Bendix... 
for every size 
vehicle 


Vehicle manufacturers’ long-time preference for Bendix® 
Brakes is based on this logical fact: They've found that Bendix 
comes up with the best answers—and does so in less time 
and at lower cost. 


HELPFUL EXPERIENCE! As “brake headquarters of the 
world,’ Bendix has designed and produced over 141,000,000 
brakes for every kind of vehicle—plus systems for machine 
tools and a wide variety of other industrial equipment. 


BROAD PRODUCTION! Over 400 different types of auto- 
motive brakes alone are on our current production schedules. 
So we may already have a ready-made answer to your problem. 


PROVED PRODUCTS! Bendix does more brake pre-testing 
work than anyone else in the world. Proved products result 
from our exacting laboratory testing plus our extensive road- 
test fleet program. 


Whether you build large vehicles or small, you'll find it pays to 
put your braking problems up to Bendix. Call, wire or write 
our Automotive Brake Department, Customer Applications 
Engineering, at South Bend. 


FREE! NEW 82-PAGE BRAKE CATALOG! Shows 
and discusses different type brakes covering practically 
all applications. Details axle load ratings, torque 
capacities, installation data. Distills Bendix’ 40 years’ 
brake experience in graphic, easy-to-follow form. Write 
for your free copy. No obligation. 


Bendix niviston South Bend, inp. 
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Boss Greets Customers... 


Direct Mail, Incentives 
Shatter Shop Records 


By Evelyn C. Bash 
Staff Correspondent 

CLEARWATER, Fla. — Carlisle- 
Porter, Continental -Mercury- 
Comet-English Ford dealer here, 
has broken all previous sales rec- 
ords in its service department dur- 
ing the first six months of this 
year. 

This record was accomplished in 
the face of several obstacles. The 
country was in a general slump 
economically, and the street on 
which the firm is located was torn 
up for widening, with motorists be- 
ing warned to stay off it. 

At a time when service sales 
were slipping for many dealers, 
sales at Carlisle-Porter were ris- 
ing. To show the full impact of 
the recent sales increase, Vice- 
President Dan Carlisle recapped 
service sales during previous 
years: 

“When we moved June 1, 1958, 
into our new building at the new 
location on Gulf-to-Bay, our serv- 
ice sales began to increase. This 
was expected, as our new facilities 
were larger and vastly improved. 
By 1960, our monthly service sales 
were running around $15,000 with 
a service absorption of 62 percent. 
We had not increased our sales 
over 1959. We had reached a 
plateau.” 

In January, 1961, the firm’s serv- 
ice sales were still $15,000 but Feb- 
ruary’s sales, with fewer selling 
days, jumped to $16,600. In March, 
an alltime record was reached with 
service sales zooming to $22,224 
and a 91.8 percent service absorp- 
tion. 

April sales continued good, be- 
ing over $19,000. May sales rose to 
over $20,000, and by the middle of 
June, sales were running $1,000 
ahead of the comparable May pe- 
riod 


This record is all the more re- 
markable, when it is realized that 
by June all the winter residents 
had gone North and summer visi- 
tors had not yet arrived in the 
area. 

In analyzing the reasons for this 
year’s service sales increase, Car- 
lisle lists the following: In March, 
a portion of Gulf-to-Bay was com- 
pleted and by May the entire road 
was again open to traffic. The im- 
pact of a change in service man- 
agers was just beginning to be 
noticed. With this change came an 
improvement in customer relations. 

The firm began to use direct mail 
advertising. A mailing on automatic 
transmission adjustment brought a 
tremendous response, Carlisle said. 
(The firm does not use a broad ad- 
vertising program.) 

Another factor contributing to 
the service sales increase, Carlisle 
believes, is a new system of mail 
follow-up on service customers. A 
new card file system is now used 
instead of the cumbersome letter 
folder file. Mailing pieces are sent 
out every two months. The right 
pieces can be very effective, Carlisle 
says. 

In changing over to the card 
file system, an attempt was made 
to reach every former customer. 
The file was up-dated and “dead- 
heads” weeded out. The card file 
is now checked regularly, and 
personal telephone calls are made 
to all customers who have not 
been in the service department 
in the past four months. This was 
started in April, and has resulted 
in the recovery of many custom- 
ers who had been lost to the firm 
for some slight reason. 

The phone calls were made by 
Service Manager Jerry Claus, Pres- 
ident H. H. Carlisle and Dan Car- 
lisle. 

H. H. Carlisle greets customers 
at peak periods early in the morn- 
ing and chats with them while they 
are waiting to be served. This also 
has helped customer relations, Dan 
Carlisle says. 

Before the factory began making 
Continentals and Mercurys with 
semi-permanent built-in lubrica- 
tion, Carlisle-Porter gave free life- 
time lubrication with every new 
car sold. This policy is still doing 
a good job for Comet, Dan Cariisle 
reports. 

He states the increase in car pop- 
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ulation is another factor in in- 
creasing service sales. He says this 
firm’s new-car sales in 1958 and]. 
earlier were fewer than 200 new 
units annually. In 1959, they rose 
to more than 400. In 1960, total 
units sold were over 500, and at 
the present selling rate will exceed 
600 this year. 

One of the chief reasons for the 
increase in service sales, Carlisle 
believes, is that the service man- 
ager, assistant service manager, 
parts manager and assistant 
parts manager have been put on 
a profit incentive plan based on 
the gross profits of parts and 
service sales. 

Each man is paid a salary and 
receives the combined total of 20 
percent, divided among the four 
men, based on the p. ‘ts and service 
gross of all sales over $4,600. Since 
the plan has been put into opera- 
tion, each man has been receiving 


Prepping Eight af Once— 


The new-car get-ready department of Carlisle-Porter is housed in a separate build- 
ing where eight cars can be worked on at the same time. This new facility has been 
open a year. 


from $100 to $200 per month in 
bonuses. 

Carlisle notes that the profit- 
sharing plan has developed an ex- 
cellent team spirit among the four 
men and a desire to sell service 
and parts to those who come in. 
The number of customers has in- 
creased and so have sales per cus- 
tomer order. 

In 1960 the parts sales per order 
averaged $9.42 and labor was $9.57 


SELLING SLANTS 


1961 








based on an average of 500 service 
sales per month, In March, April 
and May, 1961, the average parts 
sale per order was $11.82 and the 
average labor order $12.97, based 
on 621 repair orders during the 
three-month period. 

stresses that these men 
do not attempt to oversell the 
customer, Instead, the increase 
has been achieved by service 
management’s proper attitude to- 


ward the customer, and more 
courteous service. 

As a result of the new service 
manager’s policy of leaning over 
backwards to satisfy a customer, 
the firm has received more repeat 
business from customers, and cus- 
tomers are now sending their 
friends in for service who may own 
other makes of cars. 

Daily objectives and operating 
controls have also been set. While 
the firm has been increasing its 
service orders and gross, it also is 
reducing its service expenses per- 
centagewise. Carlisle says he tries 
to keep expenses to no more than 
50 percent of gross. 

In 1960 the service expenses ran 
56 percent of gross, or an average 
of $3,160 per month, During the 
April-May-June, 1961, period, ex- 
penses dropped to 45 percent of 
gross for an average of $3,730. 
The average gross jumped from 
$5,600 per month in 1960 to over 
$8,000 per month in the past three 
months, 


By increasing the gross and hold- | 


ing down expenses, the firm has | 


upped its gross receipts by $2,500 


at only a $600 additional cost of 


getting that increased gross. 

Carlisle-Porter, in 1959 and 1960, 
received the “quality service award” 
from Lincoln-Mercury. 
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Keep Filters Ready for Quick Use With This 


Big, Sturdy Storage 


LEASE DO 


LONGER ENGINE 


eo 
e- | 


ae 


AIR FILTERS 
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™® FUEL FILTERS 
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filter 


blue. 
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Get it with the 
OFM-97 
Merchandising 
Package 


inventory checks eas 


fast. Sets up in minutes any 
where. The rack is heavy 2 
gauge metal in attractive A 


It's 6 feet high, with 


heavy-duty shelves—each 36 
long and 15” deep. The shelves 
are adjustable so you can tailof] ac 
. your carton display to suit your 
inventory. A wide flange on 
each shelf carries a filter sales 
message—to help step up your 
filter business. You'll find many, 
uses for this sturdy, handy rack 
—in fact, many dealers will want 
more than one of these racks 
for additional storage space. 














Here's a rack that's ideal for}P] 
filter storage. It keeps your oil 
and air filter inventory ready fo 
quick use. Open shelves mak 
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450 Attend Clinic 
On New Methods 
Of Body Repair 


DE:'TROIT.—More than 450 per- 


sons, including insurance adjusters, |~ 
body shop repairmen and police|” — 


officials, attended a seminar on 
body repair techniques sponsored 
by the Michigan Adjusters Assn. 
here recently. 

Douglas Hougen and Louis M. 
Skidmore, of Blair Equipment Co., 
put on the morning session which 
was devoted to a talk on the fund- 
amentals of unit-body repair and 
a demonstration of modern repair 
methods on the crumbled front 
panel of a Ford, a caved-in front 
end of a Falcon and a damaged 
Pontiac door. 

Among those at this session was 
the owner of Morton Auto Body 
Co., Morton, Ill., who conducted a 
similar seminar in his own shop 
two months ago and also attended 
a recent body repair seminar in 
Madison, Wis. 

The afternoon session was devot- 
ed to demonstrations of fires that 
were both accidental and deliberate 
attempts to burn cars. 


OF THE MONTH 
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Shop Veterans— 


Experienced service executives at On- 
tario Automobile Co., Ltd., Toronto, are 
George Conquer, left, assistant service 
manager, and Mel Awde, general service 
manager. Awde has 30 years’ experience 
in service, and Conquer has been with 
the dealership since he was graduated 
from technical school 11 years ago. 


Own 


ers Started in Backshop .. . 
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Service-Bred Deal in Toronto 


By Gordon McCaffrey 
Staff Correspondent 
SP ORONTO.—Sattetaction guaran- 
teed is the basis of the service 
policy of Ontario Automobile Co., 
Ltd. 

“We stress quality workman- 
ship, fair prices and a sincere de- 
sire to cultivate personalized 
service,” says Albert Bear, vice- 
president. 

And Mel Awde, general service 
manager, adds: “If anything isn’t 
right with the customer’s car, I 
want him to tell me about it first.” 

Ontario Automobile handles Im- 
perial, Chrysler, Plymouth, Valiant, 
Sunbeam, Hillman, Humber and 
Fiat cars, Chrysler trucks and the 

Commer 1500. The company, locat- 
ed on Bay St. in downtown Toronto, 
has been serving the city more than 
50 years. .. =e 
C= BEAR, president, and 

Albert Bear have a total of 70 
years’ automobile experience, and 
both came into the business via 
the service department. 

So the importance of service to 


the customer and the gross profit 
possibilities to the business are well 
understood. 

Awde has spent 30 years in the 
service end of the business, and 
George Conquer, assistant service 
manager, has been in the depart- 
ment since he graduated from 
technical school 11 years ago. 

Customer service starts with the 
dealership salesmen. Ontario Auto- 

mobile salesmen average better 
than 11 years with the company. 
Several of the top salesmen, includ- 
ing the sales manager, started in 
service. 

“The salesmen weans a new or 
used-car buyer into the _ service 
department over a period of 60 to 
90 days until the customer has the 
same confidence in the service 
counsellors as in the salesmen at 
the time he bought the car,” Awde 
said. “And the customer knows he 
can call on the salesmen in the 
future if he has any differences 
with the service Separtment.” 

= 


A== serious difference brought 
to the attention of the sales- 
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lol} AC ALL-PRODUCTS WALL CHART 
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} Lets you tell at a glance the right AC Spark Plug, 
Filter, Fuel Pump and other AC parts for all popular 
Passenger cars. Hangs easily anywhere, for quick use. 
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SPECIFICATIONS 





Here’s how to get the 


OFM-97 


Merchandising Package 





OFM-97 ALSO INCLUDES: 
SIX FAST-MOVING AC TRIPLE-TRAPPER OIL FILTERS 


There are two different types of AC Oil Filters included in this package: 2 PF-7 and 
54 PF-2, specified for most late-model Chrysler, Ford, General Motors and American 
/Motors passenger cars. All AC Triple-Trapper Filters have advanced filtering design. 


FINEST PROTECTION MONEY CAN BUY! 


We recommend and install 


'e) FILTERS 


oil - air-fuel 





You get the handy filter rack, AC all-products wall 
chart, business-building filter window banner and six 
fast-moving AC Oil Filters for just $21.70, the list price for 
the six filters. When you sell the six filters, you recover 
the full price of the OFM-97 Merchandising Package. 














BUSINESS-BUILDING BANNER 


Place it in your window to focus attention on your 
business as the filter headquarters in your neighbor- 
hood. Bright and attractive, this clear plastic banner 
can be easily seen, yet does not obstruct your view 
of the pump islands. Goes up in seconds, 









RDER NOW FROM YOUR © SUPPLIER! 


men is turned over to the manage- 
ment and then is discussed with 
service management. This pre- 
serves harmony between the sales 
and service departments and keeps 
customers’ goodwill. 

Awde said: “We’d rather lose 
money on a job than lose a cus- 
tomer.” 


Albert Bear added: “Many deal- 
ers spend thousands of dollars on 
advertising, but overlook the im- 
portant part good service plays in 
the maintenance of repeat business. 
They miss out on new and used- 
car sales and referral business by 
satisfied customers.” 


The layout of the three-floor 
service department provides the 
efficiencies of a one-floor opera- 
ation. This has been accomplish- 
ed by providing outside parking 
for more than 80 cars plus 40 on 
on the roof, The building is 
ramped to the roof with double- 
width ramps. 

Five service counsellors, includ- 
ing the body and paint appraiser 
and the general service manager 
and the assistant service manager, 
handle an average of 550 to 600 
customer repair orders a week. 

Internal sales—including new-car 
warranty, but not including new- 
car get-ready work—are controlled 
and must not exceed 25 percent 
of total service sales. This is done 
to provide facilities for maximum 
customer work. Excess internal 
work on used cars is jobbed out. 

+ * ok 


7s ground floor is devoted 
mainly to service reception. 
There are four lubrication racks 
and a five-stall area for new-car 
service. New cars are prepared in 
view of all customers to emphasize 
the thorough pre-delivery opera- 
tion. 

A continuous belt man-lift pro- 
vides quick access to all floors and 
the roof. This was installed to per- 
mit service counsellors to follow 
through on customers’ cars. Service 
counsellors must have a complete 
understanding of work performed 
or necessary so they can discuss 
details of repairs and costs with 
the customer, 

No work is performed without 
prior authorization by the cus- 
tomer. Quotations are strictly 
adhered to. 

Callbacks are handled by the 
service counsellors. The control 
tower advises service counsellors on 
time and additional work needed. 
This information is reported to the 
owner so he can plan his schedule. 

A central service telephone opera- 
tor receives all service department 
calls to provide immediate answer- 
ing. The control tower can contact 

(Continued on Page 58, Col. 5) 


Oil-Handling Setup 
Helps GM Dealer 
Keep Shop Clean 


LAKE CHARLES, La. — Cleanli- 
ness is the byword in the service 
department of W. F. Wilson Motor 
Co. (Oldsmobile-Cadillac), and the 
oil-handling system in the firm’s 
new building deserves much of the 
credit. 

New oil is stored in a tank out- 
side the building and flows through 
overhead pipes to mechanics’ stalls. 
Underground pipes carry away 
used oil. 

Between every two stalls is a 
raised inlet pipe. Oil is drained 
from a car into a container with a 
spring vent at the bottom. The con- 
tainer rests under the car on a 
stand built for it. 

When the crankcase has been 
drained, the mechanic slips the 
vent over the top of the inlet pipe. 
The pipe trips the vent, and the oil 
pours into the inlet. 

The inlet pipes lead under the 
floor to an underground 1,000-gallon 
tank outside the building. When 
the tank is nearly full, the service 
manager calls a concern that has 
contracted to buy the used oil, and 
a truck and driver are sent to drain 
the storage facility. 

In addition to keeping the floor 
clear of oil, the system has cut 
maintenance costs, according to 
W. F. Wilson jr., dealership gen- 
eral manager. 
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Service Made Into a Religion .. . 


How VW Brings Back Owners 


(Continued from Page 35) 


to have no trouble selling this 
regular inspection and correction 

service to the majority of the 
owners, 

It is admitted that in this coun- 
try, however, it has not been as 
easy to get owners to buy the in- 
spection service as it is now out- 
lined, with 18 different things that 
must be done to the car every 
3,000 miles. 

The time element involved has 
some bearing on it, no doubt, As 
laid out by the factory, and with 
a four-man team doing the inspec- 
tion, it takes about 30 minutes to 
do the complete inspection and put 
the owner back on the road. 

* Bo o* 

A NUMBER of Volkswagen deal- 

ers in the U. S. have found 
that even by putting three men on 
the inspection, it takes the better 
part of an hour to put a car 
through this inspection. Why this 
is so is not apparent on the sur- 
face, as even American dealership 
buildings are supposed to be laid 






VIRGINIA. 


*ONLY HOLMES Provides For 


VAL F. REICH Ill 
HOLMES Factory Repre- 
sentative in charge of 
Sales and Service for 
INDIANA, OHIO and 
Western part of WEST 


out in accordance with the master 
facility plan which provides for 
fast inspection service and a mini- 
mum of lost time getting parts 
from the parts room, 

According to Hermann Bruns, 
general service manager for the 
U. S., Volkswagen dealers have 
been successful in getting 40 per- 
cent of their owners to buy the 
inspection program and adhere to 
it. Another 30 percent come in at 
least every other inspection period 
to have their cars checked, while 
the remaining 30 percent, most of 
them owners of older cars, get lost 
in the shuffle some place along 
the line. 

They either live too far away 
from their nearest dealer or have 
bought their car used from some 
other dealer and thus are not 
given the sales talk on why they 
should keep their cars in top 
running condition by having this 
inspection and corrective work 
done. 

The 40 percent, however, is con- 
sidered to be a fair percentage of 


such a VARIETY of WORK > 


It’s comparatively easy to pick-up extra profits when a 
Shop or Service Station is equipped to render “Modern 
Road Service” with a HOLMES Power-Operated WRECK- 
ER. The use of such a versatile unit does provide many 
profitable Operations. It opens the door to entirely new 
avenues of earning by permitting the operator to go miles 
away ... for jobs he would NOT otherwise obtain. Fast, 
Efficient handling of such jobs pays handsome dividends in 
TOWING FEES—PARTS SALES and SERVICE WORK. 


All HOLMES Double-Boom WRECKER Models are 
engineered to provide 360° working area for the most effi- 
cient use of truck power for lifting, pulling and towing. 
Booms may be positioned for anchoring on one side while 
pulling from the other—without blocking road passage. 
There are 7 Holmes Wrecker Models varying in price and 
ranging in size from 3 to 40 ton capacity that are NOW 
available on EASY TERMS. Send TODAY for full de- 
tails. Let us show you HOW a new HOLMES WRECKER 


will put Extra Profits into your Business. 









owners in this country to conform 
to any set program. 

The 18-point program, as sug- 
gested by the factory, includes: 

Adjusting the fan belt for tight- 
ness, if necessary; adjusting air in- 
take control; cleaning the fuel 
pump filter; clean breaker points; 
readjust breaker gap and timing, 
if necessary; readjust valve clear- 
ance, if necessary; tighten all bolts 
and nuts on the exhaust system; 
check engine and rear axle for 
leaks; adjust clutch pedal free- 
play; tighten all nuts and bolts on 
chassis, body, rear and front axle 
and steering; adjust steering ad- 
justment, if necessary; tighten or 
adjust torsion arm link pins, front 
wheel bearing play, tie rod ends 
and toe-in; check tire pressures. 

Check brake system for damage 
and leaks (which means pull all 
four wheels); adjust both service 
and parking brakes and check 
reservoir for proper level; check 
shock absorbers for secure mount- 
ing; check specific gravity of bat- 
tery, add water if necessary and 





HOLMES Ad-Mor Length Boom’ 





Mercedes-Benz Owners 


Get Free Service Clinic 


SACRAMENTO, Calif.—A free 
service clinic for all Mercedes- 
Benz owners was held by Capitol 
Studebaker, 29th and Capitol 
Ave., in conjunction with its pre- 
miere showing of the new 220-SE 
coupe. 

Customers were urged to bring 
in their Mercedes-Benz for a free 
diagnosis. A $500 lady’s diamond 
ring was awarded as a door prize. 
grease terminals; check lighting, 
stop light, warning lamps, horn, 
windshield wipers, and directional 
signals; rectify headlight aim, if 
necessary; adjust door lock striker 
plates, if necessary; road test the 
car and adjust idling, if necessary. 

+ ok * 


HERE is no question that, if 

this service were performed on 
any American-made car three or 
four times a year, it would elimi- 
nate all of the “hangnail” irrita- 
tions that so Many owners have 
with their cars and would make 
most owners happy with the serv- 
ice the dealer was providing. 

However, since Volkswagen is 
finding it hard to sell this many 
items on a set mileage service deal 















BROADENS WRECKER SERVICE 


Here’s an accessory that permits any HOLMES Double 
Boom WRECKER to handle various types of Commercial 
jobs. Lifting of airplanes, boats, building materials, in- 
dustrial equipment and numerous other big, bulky 
objects. The Boom can be assembled quickly into any 
desired length from 6 to 38 feet by adding standard 


ERNEST HOLMES COMPANY 
hattanooga 7, 





Tennessee 


8 foot sections. When fully extended, Boom has a rated 
capacity for lifting 1 ton 38 feet. Send Today for details 
on this important money-making accessory. 





















and now is considering cutting the 
number of checks and adjustments 
made, it might be difficult for most 
American dealers to sell this full 
schedule on the cars they sell. 

But there is a service of this 
type that could be worked up by 
many dealers and sold to their 
owners that would bring them 
back to the dealer at least three 
or four times a year and would 
certainly eliminate many of the 
irritations that owners have with 
their vehicles. 

The entire inspection time could 
be held to a minimum if this serv- 
ice was restricted to the “rattle 
and safety” items that so many 
drivers forget to mention when they 
do bring their car in for service— 
such as tightening all tailpipe, muf- 
fler, body and instrument panel 
nuts that are the cause of irritating 
noises as normal] driving vibration 
loosens them, readjust the timing 
of the engine if needed, checking 
all lights to make certain that they 
are working, pulling a left front 
wheel to check on brake lining 
wear, check the fluid level in brake, 
engine, automatic transmission and 
rear axle, and check front tires for 
out - of - balance or maladjustment 
wear. 

If these services could be done in 
less than half an hour, it is more 
than likely that many owners 
would wait and no doubt watch the 
inspection being done. And such an 
inspection should be sold on a basis 
that would be profitable to the shop 
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for the inspection alone to say | 


nothing about the needed services 
that would be uncovered in the in- 
spection. 
* * * 

i CLEANING the spark plugs 

was added to these services on 
the coupon deal, most owners would 
drive out of the dealer’s shop feel- 
ing that they were driving a new 
vehicle. 

Not even the engineers who de- 
sign the vehicles will admit that 
we have reached a stage in auto- 
motive design or manufacture that 
will permit safe operation for thou- 
sands of miles without many of the 
safety items being checked periodi- 
cally. 

In well-run dealerships, this 
used to be done on the lube hoist 
as the car or truck was being lu- 
bricated. Most owners expect 
their service shop to call needed 
service to their attention. 

But with the periodic lube inter- 
val being lengthened, it now will 
become necessary for the factory 
servicemen and the dealers to de- 
vise some such acceptable and de- 
sired service for the owner that will 
bring him back to have his car 
checked within a reasonable lapse 
of time, or our current safety rec- 
ords might explode in our face. 

* * * 

SPECIALLY is this true as to 

brakes, steering, shock absorb- 
ers, tires, parking brake cable, and 
other items that can cauSe serious 
accidents if maladjustment or un- 
safe conditions are allowed to con- 
tinue. 

Without the owner being urged to 
bring his car into a shop for in- 


~~ 


spection at more or less regular © 


intervals, there is also the likeli- 
hood of many owners also running 
their engines far too long on 4 
filling of oil, their filters becoming so 
clogged that oil is not cleaned and 
other things happen that can cause 
the owner considerable expense. 
Happy owners are those whose 
cars continue to give trouble-free 
service. 
—JacK WEED 


Troutman Heads 


Carolina Group 


CHARLOTTE, N. C. — Raiford 
Troutman, Concord, was elected 
president of the North Carolina In- 
dependent Automobile Dealers 
Assn. at its annual convention here. 
Other new officers are: 

David Colvin, Gastonia, and 
Harry T. Atkinson, Charlotte, vice- 
presidents, and Andy Foppe, Char- 
lotte, secretary-treasurer. 

Speakers at the meeting includ- 
ed:Mrs. Foy Ingram, director of the 
Registration Division of the North 
Carolina Department of Motor Ve- 
hicles, Raleigh; Archie M. Gilbert, 
head of the License and Theft En- 


forcement Division of the Depart-, 


ment of Motor Vehicles, and Fep. 
A. Paul Kitchin (Democrat, North 
Carolina). Some 250 dealers attend- 
ed the meeting. 
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Stronger bumpers that cost no more 


...100k better 


P| (iss) Vee im ee ly 


Both front and rear bumpers of 1961 madels such as these contain high strength steel. Significantly, more than half the 
American automobiles built in 1961 have high strength steel in their bumper assemblies while the balance use carbon steel. 


Here’s a special high-strength low-alloy steel that has every- 
thing you need for better automobile and truck bumpers—40% 
greater strength than ordinary carbon steel, higher resistance 
to impact, and a surface that takes an excellent chrome finish. 
You can sell the shine like the sizzle of a steak! 

USS Par-TEN High Strength Steel has a typical yield point 
of 45,000 psi. Bumper weight can be reduced as much as 20% 
without loss of strength. Less weight means greater efficiency, 
more design flexibility. 

USS Par-TEN High Strength Steel was developed especially 
for bumpers, bumper guards and similar high-finish uses. This 
economical, easy-to-form steel retains its superior surface char- 
acteristics even after severe grinding. The defect-free surface 
holds a uniform, tightly adherent chrome plating that lasts 
longer without pitting. Equally important, because of USS 
Par-TEN Steel’s greater strength, it provides increased resist- 
ance to impact and denting. 


(fy This mark tells you a product is made of modern, dependable Steel. 


For more information, write to United States Steel, 525 
William Penn Place, Pittsburgh 30, Pennsylvania. USS 
and PAR-TEN are registered trademarks. 


TYPICAL MECHANICAL PROPERTIES-USS PAR-TEN HIGH STRENGTH STEEL 
-180” and under in thickness 

Yield Point, Psi 

Tensile Strength, Psi 

Elongation in 2”, Per Cent 

Cold Bend—180° 


ASTM Standard specimens, minimum number of tests and ductility modifi- 
cations apply. 


United States Steel Corporation « American Steel and Wire 
Division » Columbia-Geneva Steel Division « Tennessee Coal 
and Iron Division « United States Steel Supply Division « 
United States Steel Export Company 


United States Steel 
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Incentives, Followup Spell Success . . . 


Steiner’s: 75 Pct. Repeat Business 


By William Francois 
Staff Correspondent 


UNTINGTON, W. Va.—A good 

bookkeeping system, followup 
concern for the customer, incen- 
tives for department managers—all 
of these are vital parts of the profit 
system welded together at R. F. 
Steiner & Co. (International-GMC) 
and R. F. Steiner Motors (Chrys- 
ler-Plymouth). 

And when one considers that 
75 percent of the firm’s business 
is from repeat customers, it’s 
easy to see that the ingredients 
for the profit system are vital. 
“I think that the percentage of 
repeat business is higher than at 

many other dealerships,” General 
Manager William C. Turnbull said, 
“but so is our service and parts 
absorption rate. 

“For example, our truck service 
and parts department pays 100 per- 
cent of our overhead, while those 


ness take care of between 60 and 
65 percent of the overhead.” 
* * * 


URNBULL then made this ob- 

servation: “Too many people in 
our business look upon service de- 
partments as necessary evils. But 
when auto-truck sales aren’t there 
(such as during the last few 
months), these are the departments 
that keep you going.” 

Why is service and parts so im- 
portant at Steiner? What does this 
firm do that others fail to do? 

Steiner’s policy is, “Nothing 
you can sell is better than the 
service you can give on it.” 

Here’s an example of how this 
policy is implemented: A man 
drives into Steiner’s service depart- 
ment for the first time. The brakes 
need to be relined, and the driver 
also asks that his auto be greased 
and the oil changed. 

The cost of the job already has 
been settled, and the motorist next 
wants to know how soon he can 


four hours,” he tells the service 


manager. 
ok oe * 


_ service manager checks his 
master work sheet to see if the 
job can be done that soon, “We'll 


be able to do it by then,” he assures | ’ 


the customer. 

But in order to get the job done, 
it’s necessary to send it to a 
Steiner-owned gasoline station 
across the street. Minor repair 
work and much of the usual main- 
tenance work is done there. 

By utilizing this station, the serv- 
ice department is able to clear cars 
in and out much more quickly. The 
customer returns to find his auto 
ready to go. If the Steiner system 
stopped here it would be like too 
many others—those “necessary 
evils” alluded to by the general 
manager. 

After relining the brakes, the 
mechanic turns in the job sheet 
with notations that brakes will 
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Steiner Makes Service Pay— 
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The Steiner dealerships in Huntington, W. Va., have turned parts and service into 
profit by being concerned about customers and by providing incentives for employes. 
The Steiner dealerships are R. F. Steiner & Co. (International-GMC) and R. F. Steiner 


Motors (Chrysler-Plymouth). 
* * * 
2,000 miles) along with other 
service—whatever it might be. 
The service manager then makes 
out a master card which shows the 
driver’s name, address and make 
of car, and notes that the brakes 
were relined on such-and-such a 
date. A separate “calling” card is 








two departments in our auto busi- 





EVEN IN SUMMER 
NEW-CAR BUYERS 





ARE GOOD 


PROSPECTS FOR = 


ANTI-F ae AND 
SUMMER COOLANT 





Telar 


have the car back, 


“T’d like it in 


need adjustment in 30 days (or 





Now only $3.95* a gallon...pick up new profit on each car by 
installing TELAR...protects winter and summer. ..protects 
year after year...convenient, economical for your customer 


New-car buyers can be easily con- 
vinced that TELAR is best for their 
car. So get a fast start on ’61 anti- 
freeze profits; install TELAR now 
while new cars are coming through 
without anti-freeze. These addi- 
tional selling features can help you 
pick up this extra profit on TELAR 
with every new car sold! 


OC Super-strength rust inhibitor that 
will last year after year . . . recom- 
mended for aluminum engines, too. 


CO Keeps cooling system “*new-car”’ 
clean . . . promotes efficient cool- 
ing, including air-conditioned cars. 


It’s easily and quickly installed 
..just like ZEREX; mix with water 


and in the very same proportion. 
New This Year...Free Replacement 


Du Pont now certifies that the super 
rust inhibitor in TELAR can be ex- 
pected to last as long as the buyer 
keeps his car, or the TELAR will be 
replaced at no cost to the customer. 
Color Check in TELAR is his assur- 
ance that the rust inhibitor is do- 
ing its job. If TELAR turns from 
normal red to yellow in the cooling 
system, it’s asignal that the solution 
is no longer fighting rust, though it 
may be giving effective anti-freeze 
protection. Drain the old solution 
and replace it with same amount of 
TELAR that was initially installed. 





Du Pont will promptly return to 
your stock the amount of TELAR 
you replaced. Ask your supplier of 
TELAR for full details about this 
new free-replacement feature. 


NOW AT A NEW LOW PRICE! 


Telar 


ANTI-FREEZE & SUMMER COOLANT 


*Fair Trade price in those states where applicable. 





REG. U. S. PAT. OFF. 


BETTER THINGS FOR BETTER LIVING. . . THROUGH CHEMISTRY 


made out showing that this vehicle 


* * * 


will need brakes adjusted—plus ° 
routine service—in 30 days, 

This card then is filed in the 
automatic customer - followup ma- 
chine—called Follomatic. The par- 
ticular slot into which the service 
card was filed will automatically 
show up in 30 ) days. 

a 

EN it Pan the service man- 

ager will pull it and mail a 
notice to that driver. A similar card 
has been filed showing that at the 
end of an estimated 11,000 miles 
the auto will need an engine tune- 
up job. 

This same system is followed 
on every truck and car that 
comes into Steiner. The master 
card shows all previous work 
performed on the vehicle—much 
like a patient’s medical history— 
and notices of future work that 
might be needed are inserted 


ee @ a2 fee oo 





into the Follomatic machine, t 
One of the major benefits of the t 
master chart is to convince custom- n 
ers that a special kind of service is e 
required. Suppose, for example, that 
the chart shows the car has had v 
engine trouble five times in the 0 
Past year. a 

“We can show the record to the Pp 
customer,” Turnbull explained, “and 1 
it’s much easier to convince him O' 
that a major overhaul is indicated.” Pp 

* * * 
_ the followup system is not / 
limited to mailed notices. 

“On any major job that we do,” PD 
Turnbull said, “our service man- pl 
ager calls the customer within 48 si 
hours and asks if he or she is it 
pleased with the work that’s been cu 
done.” 

Why? Because if that customer V 
wasn’t pleased, it’s likely that he ‘ 
or she would take the car some- t 
where else the next time. Second- t 
ly, this telephone call shows i 
“that we’re taking a personal in- ke 
terest in that customer.” ' h 

This procedure has drawn many 
letters of praise from satisfied cus- su 
tomers. to- 

And, to carry this idea one step wt 
farther, Steiner recently reinsti- of 
tuted a practice that had been dis- M 
continued about a year ago. It is sel 
a postcard from the mechanic mc 
which reads like this: the 

“My name is John Jones, I did mo 

(Continued on Page 62, Col. 1) 7 
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Customer Index— Bala 


Examining a customer card-index file Ee 


is George Lawrence, parts manager for , card 
R. F. Steiner Motors (Chrysler-Plymouth), F an 
Huntington, W. Va. There is a card for such 


each service customer, detailing the main- 
tenance and repair history of his car. 
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Dealer Investment Cited .. . 





Balanced Parts Stock 
Called Vital to Profit 


(Continued from Page 35) 


ing parts which are to be dropped 
from the protected categories. 

V parts are listed on green cards, 
F parts on buff, M numbers on 
yellow. Red “U” cards are issued 
monthly and cover supersedences 
to the dealer’s V, F and M parts. 

Red “S” cards are issued semi- 
annually and warn dealers of all 
parts to be dropped from the pro- 
tected V, F and M sales activity 
codes. 


maintain a delicate stock balance 
to protect this investment. 

The inventory-control system is 
as important in safeguarding this 
parts investment as the bookkeep- 
ing system is in controlling the 
overall affairs of the dealership. 

There are a number of inventory- 
control systems designed to help 
dealers select a balanced inventory 
that can meet his customers’ needs, 
reduce parts obsolescence (the 
chief villain in a parts operation), 
increase parts profits and contrib- 
ute a bigger share of overhead ab- 
sorption. 























+ * * 
. time a particular part is 
sold, a record of the sale is en- 
tered on the card and the fre- 
quency of its movement provides a 
guide to future orders. 

If the card shows the quantity 
on hand is below the established 
quantity to be in stock, the dealer 
is advised to order only the num- 
ber needed to bring the stock 


* og 


ie of these systems will be con- 
sidered here. One is the Master 
Parts Record Control developed by 
Chrysler Motors Corp.’s MoPar Di- 
vision for Chrysler-line dealers. The 
other is the Inventory Health Con- 
trol initiated by Automated Sys- 
tems International, Inc., and avail- 
able to all dealers. 

Both have the same objectives 
—protecting the dealer’s parts 
investment by eliminating stock 
obsolescence, maintaining a bal- 
anced inventory and increasing 
parts sales and profits potentials. 
Under each system the dealer 

selects the parts and the quantities 
he feels is necessary to service his 
area. Both systems advise against 
a total dollar investment exceeding 
a 60-day supply. 

“Many inventory analyses made 
by the MoPar Division indicate 
that some dealers have 500 percent 
more parts investment than is nec- 
essary,” a spokesman said. 

“A great majority of these parts 
were unprotected, unsalable and 
obsolete. With proper management, 
a dealer can earn as much as 250 
percent annual return on his parts 
investment and still give the kind 
of service that his customers ex- 
pect.” 

* * * 

AN ASI spokesman said “the way 

to reduce inventory is to adjust 
purchases in relation to parts sup- 
ply and demand. You’re always in 
short supply of the most needed 
items if there is no planning in 
cutting volume. 

“The dealer who cuts purchase 
volume indiscriminately suffers 
an even greater loss in discon- 
tented customers whom he forces 
to go elsewhere because of parts 
inavailability. There are no prob- 
lems of availability if the dealer 
has a parts-control system.” 

Under the MoPar program, the 
subscriber receives a perpetual, up- 
to-date record of all part numbers 
which carry a sales-movement code 
of “V” (very fast), “F” (fast) and 
“M” (medium). These have been 
selected through nationwide sales- 
movement experience and represent 
the fastest movers out of 75,000 or 
more part numbers. 

Three separate services are pro- 
vided on one perforated card that 
is divided into an inventory-control 
card, a price-and-location card, and 
a “pick-and-price” bin tag. 

“Obsolescence losses on all V, 
F and M numbers can be elimi- 
nated provided the system is kept 
up to date and ‘signals’ in the 
monthly service are used,” the Mo- 
Par spokesman said. 

* * BS 
‘THE V, F and M numbers rep- 
resent more than 90 percent of 
MoPar’s total sales volume, and 
there are currently about 5,200 of 
these numbers out of the total of 
75,000, he added. me 

“Selecting an inventory with- 
out guidance from 175,000 part 
numbers is a pure hit-or-miss 
proposition,” he said. “By choos- 
ing from a selected list of items 
most likely to sell, a high degree 
of accuracy is possible. 

“Any errors in choice from the 
V, F and M part numbers need not 
be a loss. These parts are eligible 
for exchange within a reasonable 
amount of time under our Dealer’s 
Balanced Stock Plan.” 

Each month the dealer receives 
Cards covering all changes to-V, 
F and M numbers in his inventory, 
Such as price changes, supersed- 
ences, new parts added to the pro- 
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Ing ers 


back up to the level set for that 
part. 

The MoPar spokesman said a 
division study had shown that a 
parts turnover of from five to six 
times a year generally is most 
profitable. 

“Inventory investment has two 
principal costs—cost of possession 
and cost of acquisition—w hich 
must be considered when determin- 
ing the most profitable rate of 
turnover,” he said. 

“Too high or too low rates of 
turnover increase one or the other 
cost factor,” he added. “Extreme 
costs of either factor will result in 
poor service and limited sales, or 
in low return on inventory invest- 
ment.” 

He said the cost of possession in- 
cludes such items as insurance, in- 
ventory taxes, interest, space rent, 
equipment and obsolescence. 

* * * 
OPAR advises its dealers to 
place regular stock orders on 
a semimonthly basis, to take advan- 
tage of purchase discounts and to 
assure parts availability. 

Under the ASI system, the sub- 
scriber’s inventory-control prob- 
lems are handled by an IBM-type 
computer at data-processing cen- 
ters throughout the country. 


operation, with a prepunched card 
replacing every writing operation 
required in systems such as Mo- 
Par’s. 

Each active part in the dealer’s 
inventory carries a prepunched and 
preprinted master card and an 
index card, both with the part num- 
ber. These are placed in “pockets” 
in a tub file provided by ASI. 

Each time a part is sold, another 
prepunched card is dropped into 
the pocket to indicate the sale and 
provide a record for replenishing 
the supply. 

* ~ * 


A™ THE data-processing center, 
to which cards on all active 
items are sent every 15 days, the 
computer prepares the stock order 
and provides an analysis of the 
particular part’s sales history and 
notes its previous sales analysis. 

When the cards and reports are 
returned to the dealer, the parts 
manager has an order which he 
can adjust or forward without 
change to his parts warehouse, 
and a duplicate for his own rec- 
ords. 

If he decides he needs more or 
fewer units than the computer tab- 
ulated, he makes the changes on 


There is no hand-posting in this! the order pad and drops into the 


best design—biggest /ine 
look for the red 


oll-Rand “ 


11 Broadway, New York 4,N. Y. 


SIZE 410 
WEIGHS ONLY 115% LBS. 


ball extras 









particular pocket another pre- 
punched card designating the in- 
crease or decrease. 

This procedure lets the computer 
know of the adjustment the next 
time the cards are processed, and 
the new order pad and sales an- 
alysis take into account the 
changes made by the parts man- 
ager. 

In addition, he has for his files 
a complete record on each part’s 
activity, including such items as 
total fiscal sales to date, the num- 
ber of days supply for each part 
and the number of units in the cir- 
culating and reserve inventory. 

* * * 


ppm a year ASI provides its 
own analysis of all units in the 
subscriber’s inventory, designed to 
assist the dealer further in balanc- 
ing his stock with demand. 

An ASI spokesman, who said 
operation of the system in the 
parts department requires no 
special knowledge or training, 
contended that the system will 
improve the parts manager’s effi- 
ciency. 

“It will eliminate the long hours 
usually required to prepare a parts 
order, giving him more time to 
spend on selling and in managing 
his department,” he said. 





Ingersoll-Rand 
AIR IMPACTOOL 





THIS RUGGED, NEW, SIZE 410 IMPACTOOL GIVES YOU ALL THESE ADVANTAGES 
OVER THE PREVIOUS SIZE... 


20% More Power runs nuts up tighter. . . busts the frozen ones loose easier. 

© 142% Faster Rundown . . . nuts go on faster . . . less time in getting the job rolling. 
@21%,” Shorter Length gets at more jobs in tight places. 
e Built-In Power Regulator throttles down quickly and conveniently to run smaller nuts with the same tool. 
Pressure Feed Lubrication—longer top-power operation with increased tool life. 

Adjustable Exhaust Deflectors—exhaust is adjustable so it doesn’t hit you in the face at any time. 

@New Reverse Valve Mechanism—no air leakage around the valve . . . easier maintenance. 

Heat-Treated Steel Hammer Case will take a lot of punishment and still stay on the job. 


These advantages mean lowered shop costs... higher shop profits. And... mechanics like them too! 


Shop Operators! 


Only Ingersoll-Rand 
gives you a choice of 


6 powerful 
“‘big-job”’ tools 


%", %.",1" Drive Sizes 


in AIR & ELECTRIC 
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As Aid to Good Service .. . 


Volkswagen Provides 
Building Layouts 





plus equipment and space require- 
ments for each department. 
* * * 
HE American version is some- 
what modified to meet Ameri- 
can standards, without in the 
slightest detail departing from the 
prime objective of handling service 
efficiently and profitably. 
These objectives are set forth in 


AS AN aid to good service opera-| a close relationship of mutual trust| the first three paragraphs of the 


springs up between dealer and cus- 
tomer, all this is easy to say. but 
hard to do. Nevertheless, it is the 
recipe for soaring success.” 

The “planned for efficiency” book 
of the parent company is an 86- 
page volume that gives layouts for 
various sized dealerships and de- 
tailed construction details, even to 
the use of color, materials, roof 
construction and flooring materials, 


tions, Volkswagen supplies its 
dealers with complete layouts for 
the erection of new buildings or 
the revamping of old ones. 

Dealers taking on the Volks- 
wagen franchise must do one or 
the other. 

Dr. Heinz Nordoff, director gen- 
eral of the Volkswagenwerk in 
Germany, puts it this way: “To sell 
a good car at a fair price, to give 
service in such good measure that 





For Better Jobs — 


The smart way to buy equipment is to check the winning 
extras that insure better jobs and better profits. The 
winning extras are exclusive profit benefits engineered 
into every piece of Bear equipment — they are the rea- 
sons why more shops choose Bear over all others — the 
reasons why Bear is Official Alinement and Balancing 





Model Dealership Planning book, 
issued to prospective dealers by 
Volkswagen of America, Inc. These 
paragraphs state: 

“Proper facilities are a pre- 
requisite for any successful auto- 
mobile business. A Volkswagen 
dealership should be and look as 


functional and distinctive as the ~ 


Volkswagen itself. It should be 
planned and built to reflect the 
quality and craftsmanship of the 


Better Profits! 


Only BEAR gives you these winning EXTRAS 


Service at the famed Indianapolis 500-Mile Race for the 
past 28 years — the reasons why leading car factories 
recommend Bear to dealers. Bear’s new Sectionalized 
Catalogs contain the complete story on the equipment 
and list the winning extras! Copies are free for the ask- 
ing — mail the coupon for your free copies today! 


TIRE WASTE FORECASTER 
— an EXTRA with 240 DRIVE-OVER 
SCUFF TESTER! 


ALINEMENT AT A GLANCE 
— an EXTRA with Bear Check-O-Matic! 


SIMULTANEOUS BODY-FRAME PULLS 
— an EXTRA with new PORTABLE BEARCATS! 


phate ||| Ebaad 





EXCLUSIVE 4-WAY STRETCH AND PULL 
— an EXTRA with 108-12 BEARCAT! 


RACK AND POWER LIFT COMBINED 
— an EXTRA with new 162 POWER RACK! 




























MAIL THIS COUPON TODAY for the complete story on 
BEAR WINNING EXTRAS 


BEAR MFG. CO., Dept. A-10, Rock Island, III. 
Without cost or obligation, send me the 


CONVERTS TO REAR HOUSING AND AXLE WORK 
— an EXTRA with STYLEMASTER! 


Catalogs checked below: NAME 

OC Service Station Services 

OQ Telaliner Service 0 Wheel Balancers —* 

©) Mechanical Alinement Service ADDRESS 

(1 Body-Frame Correction Service 

C Safety Test Equipment ciTY___ZONt__ 


RED TAG PROFIT PROGRAM 
— an EXTRA with BEAR 
ALINEMENT SERVICES! 


FULLY AUTOMATIC TEST FOR ALL 4 WHEELS 
— an EXTRA with 450 HYDRAULIC BRAKE TESTER! 

















STATE 
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Copyright 1961 Bear Mfg-Co, R-2¢; 


TRULY PORTABLE ALINEMENT SERVICE 
— an EXTRA with BEAR PORTALINER! 


SIMPLIFIED 2-KNOB OPERATION 


— an EXTRA with BEAR 
ON-A-CAR BALANCING! 


“QUICK-AS-A-WINK” ALINEMENT TESTS 
— an EXTRA with 240 ALINEMENT TESTER! 


A COMPLETE SERVICE IN A 12x 14 FOOT SPACE 
— an EXTRA with SPACEMASTER! 


ALINEMENT READINGS ON A BIG TV-LIKE SCREEN 
— an EXTRA with TELALINER! 


DYNAMIC “SHOW WINDOW” TUNING 
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product that will be sold and | tion stalls, a paint booth and an 



















serviced in this building, 

“Good planning calls for attrac- 
tive display of merchandise, effi- 
cient handling of customer service, 
administrative economy, customer 
convenience and pleasant working 
conditions, all adding up to the 
final objective of yielding maximum 
profits, 

“Location and size of property, 
size of building in relation to lot 
dimensions and basic space require- 
ments are all of prime importance.” 

* * * 
7. book hag detailed layout 
plans for dealerships as small 
as a five-stall service shop up to 
19 work stalls, one wash stall, a 
body and paint shop that has six 
body stalls and eight paint prepara- 








EXCLUSIVE “HOT SPOT” 
FOR PIN POINT ACCURACY 


— an EXTRA with 
560 HEADLIGHT TESTER! 











— an EXTRA with 36 BALANCER! 











infrared drying oven. 


Some of the Volkswagen require- 


ments: 


Three feet of outside space for 
every foot of enclosed area; all 
work stalls shall be at least 10 
feet by 20 feet; even in the small- 
est suggested layout; there must 
be adequate provisions for a me- 
chanics washroom and lockers; 
the parts room shall have sep- 
arate counters for mechanics and 
customers, and the cashier’s desk 
must be located between these 
two counters so that she can take 
care of disbursements at both 
windows. 

In all but the very largest build- 
ing layouts, provision is made for 
expansion without destroying the 
basic layout for efficiency. 

In all layouts from seven work 
stalls up, provision is made for a 
separate customer waiting room 
away from the showroom. 

Volkswagen of America, Inc., 
also advocates quick service but 
finds that there is better supervision 
and control by allocating several 
stalls in the main workshop for this 
service. 

* * * 


aes stress is placed on proper 
order writing, driving the cus- 
tomer car before writing the order 
if possible and testing it after the 
work is done, and the sale of a 
routine 3,000-mile inspection. 

Although it has been harder to 
sell this inspection service in Ameri- 
ca than abroad, Volkswagen now 
has 40 dealerships out of 612 where 
there are sufficient customers to 
warrant the use of four-man teams 
making the adjustments and in- 
spections, It hag been found that 
with the four-man team, dealers 
can use three less-than-skilled me- 
chanics to one skilled man and that 
the team program prevents even 
good mechanics from slighting the 
work, 

The factory’s most recent in- 
vestigations show that its dealers 
are getting 70 cents of every dol- 
lar spent on Volkswagen serv- 
ice to 30 cents obtained by all 
other service sources, Dealers are 
also getting 70 percent of all 
Volkswagen body repairs. 

Close to $8 million have been in- 
vested by 79 dealers in new build- 
ings built along the Volkswagen 
suggested plans in 1960. 

From 1955 to late in 1957, me- 
chanic training was handled by mo- 
bile schools. Today all mechanic 
training, as well as that of shop 
foremen and service supervisors, is 
handled by Volkswagen factory 
men in each distributor’s place of 
business. For this reason the fac- 
tory requires each distributor to 
operate at least one retail estab- 
lishment. Training classes are held 
to 10 to 12 students in each class. 

In 1960, 175 mechanic training 
courses were held, graduating 2,100 
students. Each service manager and 
shop foreman attends a training 
session lasting from three to five 
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days every year, while mechanics — 
are put through a week’s training © 


session every two years. 

ok K OK 
T IS felt that dealers are aver- 
aging 85 to 90 percent efficiency 
in their shops because of this 
training and the division of service 
authority in the larger shops, where 
the service advisor takes care of 
the customer, the shop foreman 
runs the shop and the service man- 
ager oversees both as well as con- 

ducts training classes. 
For the first five months of this 
year, customer labor was running 


oo ace ade ox 


approximately $11 and parts $8 per _— 


repair order. 

The team-inspection program is 
advocated strongly because of the 
years of experience the company 
has had with this preventive- 
maintenance idea. Each dealer 
starts out with a two-man team 
and, as his demands for inspec- 
tion increases, advances to a 
four-man team. 

Great stress is placed on dealers 
having service advisors instead of 

just service salesmen. In the Volks- 
wagen scheme of service authority, 
the service manager does not con- 
tact the car owner, except in the 
very smallest dealerships. The job 
of handling the customers, road 
testing and diagnosing the needs 


of the vehicle, scheduling the de- * 


livery, preparing the service order 
and adjusting all complaints is done 
by the service advisor. 


Why stock car racers remove rayon tires 


At such leading tracks as Sebring and Daytona, you won't find a almost twice the strength of rayon cord, including Tyrex rayon. 
set of rayon tires in the race. Why? Because these tires aren’t This preference for nylon cord tires shows up among regular 
considered good enough for the burning speeds of racing. drivers, too. When it’s time to replace tires, each year, more 

What tires are used? Down the line, you'll find nylon cord and more people choose nylon cord tires even though they 
tires. Stock car drivers know that only nylon cord can take it cost a little more. Your customers would probably also pre- 
when the going gets rough. It's been provedinthelab, proved fer nylon cord tires on new cars if they had their choice. 
in road tests: at heat generated at high speeds, nylon cord has Why not make the offer? It could help close a sale. 


‘ Chemstrand makes only the yarn; America’s finest tire manufacturers do the rest. 
THE CHEMSTRAND corporaTION + GENERAL SALES OFFICES: 350 FIFTH AVENUE, NEW YORK 1, N.Y. * DISTRICT SALES OFFICES: 350 Fifth Avenue, New York 1; 34 Overwood Road, Akron, Ohio; 


129 West Trade Street, Charlotte, N. C. ¢ Canadian Agency: Fawcett & Co., 34 High Park Blvd., Toronto, Canada * PLANTS: ACRILAN® ACRYLIC FIBER—Decatur, Ala; CHEMSTRAND® NYLON—Pensacola, Fla. 
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How to Read the Forms. . 


Business Management 


Confused by Folklore 


(Continued from Page 35) 


—the second column is merely 
titled “‘service department.” 
* * * 


eas use of the various depart- 
mental columns is essential for 
the determination of service and 
parts profit figures. The statement 
forms contain, on Page 2, a column 
where all income and expenses for 
the entire dealership are listed. Un- 
less these totals are broken down 
by department across Columns A 
through Z, it is impossible to de- 
termine just how each department 
is doing. 

Failure to break down income 
and expenses, of course, is one of 
the chief reasons why some dealers 
are in doubt about profit data for 
each department. 

Ford Motor dealers will find 
service parts figures in the upper 
right-hand section of their 

monthly statement form. Parts, 


service and accessory figures 

have to be separated from figures 

on vehicle sales on the Ford form. 

(Ford offers a second, optional 

form for more detailed break- 
downs by department.) 

The formula for determining the 
profit of an individual department 
is: Take the department’s sales, 
deduct the cost of goods sold, de- 
duct the direct expenses of the de- 
partment, deduct the department’s 
share of the dealership’s general 
expenses and the remainder igs the 
department’s profit. 

* * * 


Sales Figures 


Ges back to the GM, Chrysler, 
AMC and S-P forms, the sales 
of the service department will ap- 
pear in Line 1, Column C, Page 3. 
Line 2 shows the cost of the sales. 
In the service department, mechan- 


ics’ wages make up the bulk of the 
cost of goods sold. 

When the cost of sales is deduct- 
ed from the sales total, the result 
is the department’s gross profit 
which appears in Line 3. (Line 3-4 
of the AMC form.) 

Although gross profit is a widely 
used form, it is a poor one. Direct 
expenses and overhead must be de- 
ducted from gross profit before the 
true profit figure is determined. 
Most gross profit totals actually 
contain very little profit. 

Column D on Page 3 has space 


for a similar determination of ; 


gross profit in the parts and ac- 
cessory department. The cost of 
the goods sold is deducted from 
the sales total to find gross re- 
tail profit. (It is the third column, 
headed “parts department” of the 
Chrysler form.) 

The question of allocating direct 
expenses and prorating indirect ex- 
penses is a difficult one. Yet, both 
of these steps must be taken to de- 
termine the profit of a department. 

* * * 


S THE dealer looks down Col- 

umn C, he sees figures for the 
direct expenses which are deducted 
from the gross profit of the serv- 
ice department. Comparable deduc- 
tions are made from parts and ac- 
cessory gross profit in Column D. 





L-M Service Award 


Again Won by Pochelon 


SAGINAW, Mich.—For the sec- 
ond consecutive year, Pochelon, 
Inc., has received Lincoln-Mercu- 
ry’s Quality Service Award for 
excellence in 1960 in customer re- 
lations, facilities, merchandising, 
appearance and workmanship. 

T. J. McKay, Lincoln-Mercury 
parts and service merchandising 
manager, presented the award to 
H. M. Golden, Pochelon vice- 
president and general manager. 





talk of direct expenses and indirect 
expenses as though there were two 


_easily separated groups of expenses. 


Actually, there are some easily 
isolated direct expenses of each 
department and some in pure in- 
direct expenses but many expense 
items fall into a hazy middle 
ground, 

The allocation and proration of 
expenses gives rise to charges 
that some department is being 
favored by getting off with a 
light load of expenses while an- 
other department is being hurt 
by being forced to carry more 
than its share of expenses. 

In this area of allocation and pro- 


The financial statement forms] ration, the handling of a true direct 





read what “Z” Frank 


ONE OF AMERICA’S LARGEST DEALERS 


says about 
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IN TUNE-UP LABOR VOLUME 


INCREASE IN THE REPLACEMENT 
OF COMPONENT PARTS 


VIRTUALLY ELIMINATED COME- 
BACKS AND CUSTOMER COMPLAINTS 


EXCELLENT INSTRUCTION 


AND TRAINING 
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Mechanic uses SNAP-ON 


on one of 250 cars that 
“Z" Frank Giant 


Service Center 
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Center is the tune-up and diagnosis department 


equipment. 





Robert D. Swanson, 


the clock. 


more profitable. 


SERVICE-BACKED SHOP EQUIPMENT 


SNAP-ON 


8082-G 28TH AVENUE e 


trained 16 men in the use of the equipment with 
the help of SNAP-on experts. Eventually the tune- 
up tools will be available and manned around 


There’s no trick in getting your share of the 
benefits when using SNAP-ON tune-up equipment. 
Your SNAP-ON man can tell you more about the 
tools you need to make YOUR job easier, faster, 
Ask him for a demonstration. 


— completely equipped with SNAp-oN shop 


Here, where the customer is king and the em- 
phasis is on quality, efficiency and speed, the 
tools must match the job to be done. That’s why 
a SNAP-ON ‘Master Analyzer®, Distrib-U-Scope® 
and Anal-O-Scope® were decided upon after in- 
vestigation of several makes. * 


Director of Service, 


KENOSHA, WISCONSIN 






















expense is the least complicated. 
The cost of shop supplies can be 
easily deducted from the service 
department’s gross profit. The cost 
of any unsalable parts can be de- 
ducted from the gross of the P&A 
department. 


* * 
Hard to Classify 
Ly THE middle ground come such 
expenses ag the dealer’s salary, 
rent, taxes, heat and light. It seems 
fair to charge some of each of these 
expenses to each department—but 
how much? 

This is a general problem in ac- 
counting. It calls for a study of 
the facts and some decisions based 
on these facts to give each depart- 
ment a fair share of the expenses. 
Some of these decisions have to be 
rather arbitrary. 

There are those who favor al- 
locating the dealer’s salary in 
terms of the time he devotes to 
each department. If the dealer 
spends 25 percent of his time on 
service problems, 25 percent of 
his salary is charged to the serv- 
ice department. 

There are those who feel that 
such items as heat, light and taxes 

Should be allocated on the basis of 
the space used by each department. 
If the service department has 50 
percent of the dealership’s floor 
space, it should be charged with 50 
percent of the heat, light and tax 
bills. Oyo ae 

CTUALLY, any system which 

distributes expenses fairly is 
just about as good as the next as 
long as the individual dealer uses 
a system that is in line with the 
facts in his dealership and uses 
the same system consistently. 

The GM, Chrysler, AMC and S-P 
forms Call for the deduction of all 
direct expenses listed down through 
Column C from the service depart- 
ment gross profit. These deduc- 
tions include the department’s 
share of the expenses that have 
been allocated by department. 

On the GM form, the calcula- 
tion of each department’s profit 
is near at hand once the total of 
direct expenses is obtained, The 
service department’s direct ex- 
penses are totalled in Line 65-66 
toward the bottom of Column C. 
Direct expenses of the parts and 
accessory department appear in 
the same line of Column D. 
The expense total is deducted 

from the gross profit to obtain the 

profit figure for each department. 

Service profit appears in Line 67- 

68 of Column C with parts and ac- 

cessory profit in the same line of 

the adjoining column. 
+o 


* 
Not True Profit 


yaa profits figures are not 
true profit figures but they do 
provide a good, workable measur- 
ing stick on the profitability of each 
department, 

In the process of distributing ex- 
penses by department, there will 
always be some expenses which 
cannot be charged to any one de- 
partment. The cost of an advertise- 
ment in a high school yearbook is 
a good example. Just what de- 
partment does it benefit and how 
much? 

On the GM, Chrysler, AMC and 
S-P forms, these expenses are car- 
ried over to Column Z on Page 3. 
These expenses are termed admin- 
istrative or indirect expenses. 

The GM form makes no at- 
tempt to prorate these expenses 
to the various departments. Each 
department’s profit figure from 
Line 67-68 is carried to the bot- 
tom of Page 2. There the profit 
figures are totalled and the ad- 
ministrative expense is deducted 
from the total. 

The AMC form also does not at- 
tempt to prorate administrative ex- 
penses. The direct expenses of the 
service department are totalled in 
Line 62-63. The total is deducted 
from gross profit to determine the 
departmental profit which appears 
in Line 64-65. Service figures are 
in Column C and parts and acces- 
sory figures are in Column D. 

* * * 

ON THE Chrysler form, direct 

expenses are totalled in Line 
63 at the foot of each depart- 
ment’s column. Administrative ex- 
penses are totalled at bottom of 
Column Z and prorated to each de- 
partment in relation to the depart- 
ment’s share of total direct ex- 
penses. 

If the service department has 20 
percent of the dealership’s total 
direct expense, it is charged with 
20 percent of the administrative 

(Continued on Page 51, Col, 1) 
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Fincher Makes It Good... 





First Impression Counts 


(Continued from Page 34) 


five parts clerks, five extras in the 
body shop, six men on deliveries 
(Fincher provides home pickup and 
return) and four office workers. 
Ed * * 

LL repair orders are written in 

quadruplicate, with one going 
to the owner, one filed at the serv- 
ice writer’s desk and two sent to 
the office. The service writer always 
has a history of the work done on 
any car, right at his fingertips. 

“A substantial part of our serv- 
ice is done on a charge basis,” 
says Spengler. “We provide credit 
cards to members of the service 
clubs, Chamber of Commerce and 
respected business men, doctors, 
lawyers and the like. This is on 
a 30-day basis and our losses run 
even below the usual one half of 
one percent. 

“We bill out on the 25th and by 
the 10th practically all charges are 
paid. We have regular 30-day fol- 
lowups by mail to our owners, in- 
cluding some specials. You’d be 
surprised how these reminders for 
maintenance and preventive serv- 
ice pull. 

“After an owner has failed to 
come in for 12 months we try to 
contact by phone and if this doesn’t 
work we lift him from the list. 
In addition, we put a certain num- 
ber of outside owners on our lists 
each month. This takes care of 
those we lose through moving out 
of territory and adds to our serv- 
ice growth.” 

* * cd 
PENGLER insists that satisfied 
employes are just as important 

as satisfied customers. 

“Our employe turnover is practi- 
cally nil,” says Spengler. “We pay 
our mechanics 45 percent of the 
labor charges, which are on a flat- 
rate basis. Because of our reputa- 
tion for good service at fair rates, 
we keep our men busy and they 
make good wages. 

“We do not pay mechanics for 


ASIA Supports 
Tax Relief for 


Small Business 


WASHINGTON. — The Automo- 
tive Service Industry Assn, is sup- 
porting the Administration’s pro- 
posals aimed at alleviating the dif- 
ficulty experienced by small busi- 
ness in obtaining the capital neces- 
sary for growth in an expanding 
economy by means of income tax 
deductions. 

At recent hearings before the 
House Ways and Means Committee, 
ASIA witnesses testified that the 
bills would go a long way to give 
the needed assistance, 

Testifying before the committee 
were: Vincent Fochtman, vice- 
president, Fochtman Motor Co., au- 
tomotive wholesalers of Petoskey 
and Traverse City, Mich.; Robert 
Friedman, vice-president, Everhot 
Mfg. Co., Chicago, and ASIA’s 
Washington legal counsel, J. Austin 
Latimer. 

The bills provide that any busi- 
ness, incorporated or not, would be 
allowed to deduct from business 
net income an amount equal to 
additional aggregate investment in 
depreciable assets, inventories and 
accounts receivable during the tax- 
able year, but not to exceed 20 
percent of such income or $30,000, 
whichever is the lesser. 

In his testimony, Fochtman cited 
the difficulties his company faces in | 
Making the necessary capital ex-| 
Penditures to modernize his ma-| 
chine shops, add new &ffice equip-| 





extras as this leads to a conflict 
between mechanics and service 
writers. Our writers are on a sal- 
ary and commission basis, and 
earn good weekly paychecks, We 
provide all the usual fringe bene- 
fits. Our shop equipment is the 
very latest and we are constantly 
adding to it. Our prices are set 
up to compete with the independ- 
ent garages. 

“We do quite a bit of lubrication 
work, work which ordinarily is dif- 
ficult to get away from the neigh- 
borhood gas stations. This results 
from our having better trained me- 
chanics and equipment and our 
general reputation of doing satis- 
factory work. Our mechanics are 
all trained at the Jacksonville Olds 
training school, and specialize in 
certain jobs.” 

Spengler concluded by saying, 
“The greatest thing in service work 
is to turn out a completely satis- 





Quick-Service Lounge— 


Service jobs at Miami's Fincher Oldsmobile which can be completed in less than 
an hour are routed to the quick-service department. Owners who wish to wait can 
take advantage of the air-conditioned customer lounge. An adjacent snack bar 
serves free soft drinks and coffee. 

+ * * * + cd 
factory job. But there are also a, satisfied, repeat and regular cus- 
lot of little things you do, small| tomers. 
services that really don’t amount “Once we've gained an owner’s 
to much, that make the customer a| confidence, we have gained a regu- 
friend. Our business is built on|lar customer.” 
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Shipline Adds 
4th Auto Carrier 
To Lakes Fleet 


DETROIT.—A fourth vessel has 
been added to T. J, McCarthy 
Steamship Co.’s Great Lakes auto- 
carrying fleet, enabling twice-daily 
service from Detroit to Buffalo, ac- 
cording to Timothy J. McCarthy 
jr., vice-chairman. 

The ship, the Mataafa, carries 
about 500 vehicles and boosts the 
line’s total capacity to approxi- 
mately 6,000 cars a week, McCarthy 
said. The Mataafa was chartered 


from Nicholson Transit Co. 


McCarthy said the growth of 
traffic to Buffalo, in addition to re- 
quiring the addition of the Mata- 
afa, has forced temporary discon- 
tinuance of the line’s Cleveland 
run. 

During the 1960 season, Mc- 
Carthy ships hauled 120,000 new 
cars to Buffalo and 20,000 to Cleve- 
land. The company, now in its 26th 
season, delivers cars for Chrysler 
Corp., Ford Motor Co. and Gen- 
eral Motors, 


There’s news in the Classified Ad col- 
umns of AUTOMOTIVE NEWS, Read them 
for a clue to what is going on. 








Pull more traffic...handle more traffic 


with a new BUTLER BUILDING 








ment, replace worn fixtures and to} 
carry the increasing inventory re-| 
quired to keep step with the grow-| 
ing automotive market. 

Friedman testified that most 
makers of automotive parts are 
Plagued by the same problems in 
acquiring capital that face all small 
business firms, and that passage of 
the bills would be a real boon. 





Minn. Slates Convention 


MINNEAPOLIS.—The 42nd an- 
nual convention of the Minnesota 
Automobile Dealers Assn. will be 


How come so many auto dealers are buying Butler 
buildings? Simple! Butler gives you more for your 
money. More customer attracting style, more prestige, 
more usable space — more value. 

Here’s why. Rigid frame Butler steel structurals 
carry the entire building load. Result, you get large, 
spacious uncluttered areas in which to showcase your 
cars. The effect is truly dramatic . . . attention com- 
pelling. Best dressed pre-engineered buildings ever. 

In your service area, clear-spans bridge up to 120 
feet. Here’s maneuverability without fender denting 
posts. Natural roof-slope helps carry away exhaust 
fumes. Hoists are easily installed. Clear plastic Butler 
Lite*Panls in the roof give your mechanics natural 
daylight. A 20-year guaranteed roof is available. 

Best of all, you can shave deals closer with what you 
save on a Butler building. And you will save. The Butler 
building is mass produced to cost less. Precision built 
to give you a tighter building that’s easier to heat, eas- 
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ier to maintain ...a building that goes up faster, gets 
you into business sooner. 

Phone your Butler Builder for the full story. He’s 
listed in the Yellow Pages under “Buildings” or “Steel 
Buildings.” Or write direct. 


BUTLER MANUFACTURING COMPANY 


7432 EAST 13th STREET, KANSAS CITY 26, MISSOURI 








held Dec. 4-5 at the Hotel Leam- 
Ington here. 


Manufacturers of Metal Buildings ° 


Sales offices in Los Angeles and Richmond, Calif. * Houston, Tex. * Birmingham, Ala. * 
Cleveland, Ohio * New York City and Syracuse, N.Y. * 


Plastic Panels ¢ 
Kansas City, Mo. °* 


Equipment for Farming, Transportation, Bulk Storage, Outdoor Advertising * 
Minneapolis, Minn. * 
Washington, D. C. * Burlington, Ontario, Canada 


Contract Manufacturing 


Chicago, Ill. * Detroit, Mich. 





FORD FAMILY OF FINE CARS CLEARINGHOUSE 


NO. 247 OF A SERIES 





NEW FORD CAMPER MARK 
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T-BIG AS ALL OUTDOORS! 


Econoliné Van ‘Camper display draws pros- 
pects at. Bob Ford,-Inc:, Dearborn, Michigan. 





Outdoor living is now an established part of the American 
summertime scene. To help our dealers stay in the forefront 
of this growing market trend, Ford Motor Company has 
continually introduced new outdoor-living ideas in personal 
transportation. Hence, the arrival of a campsite on wheels— 
the Ford Econoline Van Camper—one of several special vehicle 
conversions making up the new Ford Recreation Fleet. 


The huge new market of vacation-conscious Americans has 
taken quickly to the virtues of the Econoline Van Camper. 
Ford dealers can now point out how this versatile vehicle can 
be tailored to individual customer’s vacation needs. It can 
be converted to kitchen, bedroom and living room... a 
cozy home away from home. 


Moreover, Ford dealers have an opportunity to sell the 
Econoline Van’s basic budget-minded economy. Powered by 
the famous Ford Falcon engine, the unit has the kind of 
economy that can convince more and more Americans to 
take to the open road for low-cost vacation trips. 


The Econoline Van Camper—an example of Ford Motor 
Company’s constant search to provide our dealer organization 
with the best products to meet the changing needs of the 
American public. Another reason why it’s great to be a dealer 


in the Ford Family of Fine Cars. 


For additional information on the profitable Econoline Van 
Camper and other Ford outdoor living conversions, write Ford 


Division, Ford Motor Company, Box 608, The American Road, 
Dearborn, Michigan. 








MOTOR COMPANY 






THE AMERICAN ROAD, DEARBORN, MICHIGAN 


FOR THE AMERICAN ROAD; THE FARM; AND INDUSTRY 

Ford « Falcon « Thunderbird »« Comet « Mercury « Lincoln Continental 
English Ford Line « Ford Trucks « Industrial Engines » Farm and Industrial Tractors 
and Equipment. Special Military Vehicles « Aeronutronic—Products for the Space Age 

The American Road Insurance Company « Ford Motor Credit Company 





Kitchen, bedroom, living room—all in one. The Econoline Van 
Camper can be quickly converted by factory representatives at 
individual Ford dealerships. Inside, mahogany-paneled walls, uphol- 
stered couch, table, ice chest, water tank, built-in wardrobe and 
portable stove make for attractive daytime convenience, even in 
the wilds. At night, the couch pulls out to form a double bed. 
Four gear-operated screened windows let in night breezes, keep 


_ out pesky insects. 
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Backshop . . sock weet 


(Continued from Page 34) 
franchised dealers who are quick| SUrvey as a not too bad fifth, Mont- 


day’s models take nearly as much 
room when idle as a front-end 
machine. That may be a slight ex- 
aggeration, but it conveys what the 
boys have in mind at least. 

There is a growing need for 
one-ender hoists that operate on 
the scissors principle that can 
be locked together when used on 
the second floor of a service shop 
or in a used-car conditioning 
building for hoisting an entire 
car up far enough so that a 
mechanic can work under it han- 
dily. And they must be built to 
sell at a price that is not exorbi- 
tant. 

It is the feeling of a number of 
experts in this field that the tool 
and equipment suppliers are fall- 
ing behind the needs of the dealer 
and the industry in this respect. 


* * * 


Dealers Compete 


to pick the flaws out of competi- 
tive car-dealer advertising fail to 
catch the phony claims made in 
service advertising by independent 
and specialty shops, 

For instance, take the hack- 
neyed and familiar phrase used 
by so many shops in the replace- 
ment of mufflers. These shops 
claim they install the muffler 
“free,” yet when one analyzes 
such claims he will note an ab- 
sence of any reference to the tail- 
pipe and fittings. 

Studies have shown that even in 
areas where the dealer’s rate is 
based on a $5 per hour labor 
charge, the customer will pay just 
about the same for the complete 
muffler and tailpipe replacement 
job as a dealer can charge and 
still make a good profit on the 
deal. Many dealers are meeting the 
specialty shop prices and time 


: HAS always been a source of| profitably now. 


wonderment to me that the very 








No one has ever accused Sears| that has been 





of giving away their labor on the 
installation of a muffler, yet a re- 
cent survey that came across my 
desk indicates that Sears is the 
No. 1 muffler replacement source, 
with the much discussed Midas 
shops second. Ford shows up in this 


gomery Ward seventh, MoPar 
ninth, and Western Auto a poor 
14th. In between are the brand 
names of well known replacement 
muffler makers who sell through 
all types of outlets. 

Brake lining replacement in 
this survey shows Sears taking 
second place with Ford fourth, 

General Motors eighth and Mo- 

Par 11th, 

I do not wish to leave the im- 
pression that this survey I am 
quoting from can be regarded as 
entirely factual as it was made by 
a publication of more or less gen- 
eral interest but whose readers ad- 
mittedly include a very large per- 
centage of “do it yourself’ type of 
automobile owners. 

It does, however, amply reflect 
one of the reasons why practically 
every factory service promotion 
program now being worked on or 
introduced to the 


stainless 
steel adds 
sales appeal. 
the car designed 
with stainless steel 
looks better when you 


buy it and 


when you sell it. 


is worth more 


dealer body is based primarily on 
some version of “quick” service. 
* * * 


Change in Emphasis 

ANP to my mind it does reflect 
the change in emphasis that 

has taken place in automotive 

service since 1952. 

And, too, it does seem to point 
up that many dealers can recapture 
good profit dollars if they were 
willing to put their shops in posi- 
tion to capitalize on the desires of 
the motoring public. The emphasis 
on “quick service” goes beyond just 
making provision for stalls in 
which to do the work. 

Dealers with successful quick 
service departments found that it 
took some rearrangement in the 
approach of their service man- 
ager and order takers to the new 
concept. Many dealers will have 
to modernize their facilities and 
tool equipment to provide the 


Telfair County Motor Sold 


McRAE, Ga.—Telfair County 
Motor Co. (Chevrolet) has been 
sold to a group which will operate 
it as Vaughn Chevrolet Co. The 
new owners are Tom Strom, Clif- 
ford Vaughn and Vaughn’s sister. 
Strom is general manager. 


time saving that will make quick 
service profitable. 

A recent survey of a representa- 
tive number of independent shops 
indicates that the boys who live on 
automotive service alone feel that 
brake service is the most profitable 
service they had to offer today fol- 
lowed by wheel alignment, front- 
end service, tune-up, exhaust, wheel 
balancing and shock absorbers in 
that order. 

From the standpoint of fastest 
growing service, as they see it, 
brake service was again the top 
service followed by wheel align- 
ment, tune-up, front end, wheel bal- 
ancing, exhaust and shock absorb- 
ers, 

This seems to indicate that the 
trend to improved mufflers with 
provision for producing longer life 
against corrosion is already show- 
ing up in the replacement field, and 
that the need for more adjustment 
on electrical and wheel and tire bal- 
ancing is getting more acute. 

* * * 


Profit Problems 


FZRANCHISED car dealers are 

not the only dealers in the auto- 
mobile industry who have had trou- 
ble in making sufficient profits to 
stay alive. According to a recent 
announcement from the American 





MCLOUTH STAINLESS STEEL 


McLouth Steel Corporation - Detroit 17, Michigan 





Look for the STEELMARK 
on the products you buy 





Petroleum Institute, the oil refiners 
are still having trouble keeping 
their dealers in a healthy financial 
condition. 

In 1960, dealer turnover at more 
than 100,000 filling stations was up 
slightly over the previous year. 
7.9 percent of the dealers operating 
stations owned or leased by the re- 
finers went out of business for rea- 
song beyond the control of the sup- 
plier or the dealer for causes such 
as illness, death, retirement, mili- 
tary service or changes in highway 
routing. 

This reason for going out of 
business was up from the 7.6 per- 
cent that went out of business 
for the same reasons in 1959. 
However, slightly over one out 
of every five dealers, 20.5 percent, 
went out of business for other rea- 
sons, mainly because they couldn’t 
make a go of it. Most of these deal- 
ers, I am sure, hung up the towel 
because they didn’t know how to 
manage their own business and in 
a great many cases went right on 
giving away labor time that they 

should have been charging for. 

The turnover rate for the last 
half of 1960 was slightly higher 
than for the first half which in- 
dicates that these dealers also 
felt the results of the slowdown 
in business that affected all auto- 
motive retailers. 

Companies with less than 1,000 
service stations averaged, as a 
group, a higher turnover rate than 
companies reporting on more than 
1,000 stations. As a group, com- 
panies with more than 5,000 sta- 
tions had the lowest turnover rate, 
which again indicates that the 
larger companies could afford to 
give their dealers more intensified 
attention and training in good man- 
agement practices. 

Of the stations at which turn- 
over occurred for any reason, 
nearly 13 percent had two turn- 
overs and 2 percent had more 
than two turnovers indicating 
that perhaps in many of these in- 
stances station location played a 
part in the dealer’s failure to 
make a go of it. 

Turnover continues to be great- 
est in the smaller volume stations 
with an annual gasoline sales vol- 
ume of less than 100,000 gallons 
per year. This seems to indicate 
that the rule-of-thumb measure- 
ment that a station must pump at 
least 10,000 gallons of gasoline per 
month to support one man and the 
station. 

It also indicates that the sale of 
TBA items from the filling stations 
does not make up a sufficient profit 
source to make the small stations 
self-supporting. 

On the other hand, the operator 
of the larger three and four bay 
stations must be pretty well 
grounded in good business man- 
agement to make a profit on the 
higher overhead that these stations 
entail. 

When these larger stations get 
into service work and add to their 
already large overhead the invest- 
ment in tools and equipment they 
need to compete with the franchis- 
ed car dealer for this service work 
they must charge in accordance 
with increased overhead, especially 
if they wish to make the same rate 
of gross profit on their labor sales. 
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How to Read the Forms. . 





Business Management in Shop 


(Continued from Page 46) 


expense. Each department’s direct 
expenses and share of the admin- 
istrative expense are deducted from 
the department’s gross profit, giv- 
ing the department’s profit which 
appears in Line 5 at the head of 
each department’s column. 

The Chrysler system gives a 
true profit figure for each depart- 
ment. The rule on how to pro- 
rate the administrative expense 
is an example of how an ar- 
bitrary decision is sometimes 
used to make accounting func- 
tion smoothly. 

The S-P form is much like 
Chrysler’s in that each depart- 

ment’s direct expense and a share 
of the administrative expense are 
deducted from gross profit to de- 
termine the department’s profit. 
Expenses are totalled in Line 64 
and the profit appears in Line 65 
of each department’s column of 
figures. 


* * * 


On the Ford Form 


ALCULATIONS of service and 
parts profits on the one-page 
Ford form is much different from 
the system used on the forms pre- 
pared by the other auto companies. 
At the top of the form’s right- 
hand column are figures on the 
various classes of parts and acces- 
sory sales—wholesale, shop and 
over-the-counter. Total sales figures 
for each class are listed, the cost 
of goods sold is deducted and gross 
profit figures for each class of sales 
are listed. 

Line 18 in the right-hand col-" 
umn lists total sales of all classes 
of parts and accessories and Line 
19 shows the gross profit on those 
sales. 

The next section of the column 
lists all service sales, the cost of 
those sales and the gross profit on 
each class of those sales. Line 32 
shows total service sales and Line 
33 shows gross profit on those sales. 

* cS oo 

INALLY, Line 40 hows total 

sales in the service and parts 
departments and Line 41 lists the 
gross profit. This system, of course, 
leads to a report on profit in the 
combined service and parts depart- 
ments, rather than individual re- 
ports on the profit in each depart- 
ment. 

Starting with Line 43, the direct 
expenses of the service and parts 
departments are listed. These ex- 
penses are totalled in Line 52. The 
direct expenses are deducted from 
the gross profit on service and parts 
sales to get the profit of the serv- 
ice and parts departments which 
appears in Line 53. 

This, like the figures on the GM 
and AMC forms, is not a true 
profit figure. The Ford form 
makes no attempt to charge a 
share of the administrative ex- 
penses to service and parts in- 
come. However, the figure on 
Line 53 is a good measure of the 
profitability of the service and 
parts departments. 

Going back to the service absorp- 
tion concept—one of the most 
praised and most condemned ideas 
in the industry—it might be well to 
outline what service absorption is 

and what it is used for. 
* * * 
Absorption Formula 


THE gross profit from all service, 
parts, accessory and miscellane- 
ous sales is first computed, The 
total expenses of the dealership— 
both direct and indirect but ex- 
cluding variable expenses of ve- 
hicle sales—are then computed. 
The parts and service gross is 
then divided into the expense fig- 
ure and the answer is the percent- 
age of service absorption. The deal- 
ership with $95,000 in gross profit 
from parts and service operations 
and $100,000 in expenses has 95-per- 
cent absorption. 
_Properly used, service absorp- 
tion data can be useful in deal- 
ership management. Undoubtedly, 
there have been cases when serv- 
ice absorption data has been used. 
The service absorption figure is 
& good measure of several things. 
A low service absorption figure 
indicates one of two things—either 
the dealership is not doing the 
Proper amount of business in the 
Parts and service departments or 
the dealership’s expenses are too 

















































high. A sound dealership generally 
has a good service absorption fig- 
ure because both of these faults 
are missing. 

* * Ed 

ERVICE absorption data is also 

useful is setting car prices. The 
dealer who forecasts $100,000 in ex- 
penses and $95,000 in parts and 
service gross profit for the year 
ahead knows that he must get the 
$5,000 in unabsorbed overhead out 
of vehicle sales before he can show 
a profit. 

If he plans to sell 100 cars, he 
must get $50 per car sale to cover 
unabsorbed overhead plus the vari- 
able costs of each sale before the 
dealership shows a profit. 

Of course, dealers must trade 
cars at the market price. When 
possible, car deals should be made 
for the highest possible dollar 
with no concern for unabsorbed 
overhead. But, at times of close 
dealing, it is helpful to know 
just how much car prices can 
be cut without cutting into the 
dealership’s profit. At these 


times, service absorption data can 
be a helpful tool. 

On the abuse side, there have 
been dealers who were urged to let 
the parts and service gross profit 
carry the dealership and sell cars 
for little more than the wholesale 
cost. This boosts the volume of ve- 
hicle sales but deflates the market. 


* * * 


Another Abuse 


HERE have been those who 

have used service absorption 
data to prove that parts and serv- 
ice business produces little profit 
and that all the profit comes from 
vehicle sales. 

It is true that all the net profit 
comes from vehicle sales, if one 
considers that all the parts and 
service income goes to meet ex- 
penses, but this is hardly the full 
truth. This concept is an abuse of 
service absorption data. 

Like any tool, service absorp- 
tion is helpful when it is under- 
stood and used properly. It is 
abused when it becomes a part 
of one of the easy formulas that 
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Vhe Craler Sign of Cuality 


are continually popping up. These 
formulas and systems are sup- 
posed to make dealership man- 
agement easy but they probably 
produce little in the way of re- 
sults, 

The dealer who understands his 
own operation and understands 
management aids and systems and 
what is behind them can apply 
them to his own dealership. But 
no system can be adopted blindly 
and without modifications. 

* ok * 

Freee are 15 major domestic 

car lines plus a host of imports 
and about 10 truck lines which sell 
in volume. Dealerships are located 
in 50 states, each with a different 
tax code, and thousands of cities 
and towns, each one different from 
the last. 

Under these conditions of differ- 
ing products and differing loca- 
tions, each dealership is just about 
one of a kind. And there are other 
differences—some dealerships have 
body shops and others do not, 
some have unionized mechanics and 
others do not. 

With these differences in mind, 
it is doubtful that any one sys- 
tem or formula weuld be useful 
in dealerships generally. They 
have to be studied and applied 
in the light of the facts in each 





9th Kraft Retread Shop 
Opened by General Tire 


CHICAGO.—Another Kraft re- 
treading shop, with equipment 
for servicing all types of tires— 
compact, standard passenger, 
truck and earthmover—has been 
opened here by General Tire & 
Rubber Co. It is the ninth Gen- 
eral Kraft shop in ihe United 
States. 

Located at 4100 W. 40th St., the 
new plant will service Illinois, 
Western Michigan, Western Indi- 
ana, Wisconsin, Minnesota, East- 
ern North and South Dakota, 
Iowa and Northwestern Missouri. 





dealership, if they have any 
value at all, 

Investing 5 percent of service de- 
partment gross profit in service 
advertising may be good advice for 
some dealers. In large cities where 
advertising costs are high and serv- 
ice gross profit is below par, 5 per- 
cent may not be enough for adver- 
tising. On the other hand, 5 percent 
could be too much in a small com- 
munity where advertising is inex- 
pensive and competition for service 
business is not keen. 
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Chrysler-Howard Action Doubles Volume in a Year... 


Team Effort Revives ‘Sick’ Shop 


By William V. Humphrey 
Staff Correspondent 

CHICAGO, — In less than one 
year, the service department of 
Howard Motors, Inc, (Chrysler- 
Plymouth-Simca), 5711 S. Western 
Ave., has more than doubled its 
volume. 

While Howard’s service staff 
has always done a creditable job, 
as witnessed by the fact that 
Chrysler Corp. has selected them 
for the last four years to service 
all its cars at the Chicago Auto- 
mobile Show, something was 
lacking. Repeat business was at 
an all-time low. 

Last September, Michael Schwartz, 
Howard president, decided to do 
something about it. First, he con- 
ducted a comprehensive survey 
among all car owners who had used 
his service department, He learned 
that his organization wag lacking 
in these areas: 

1. Individual attention. 

2. Quality of work. 

3. No followup plan. 

Schwartz made preliminary 


changes to overcome these trouble 
areas, and he then took the prob- 
lem to Chrysler Corp. 

W. D. Little, Chrysler’s regional 
service manager, and Keith D. 
Hamelen, regional service coun- 
selor, met with Schwartz to plan 
the new program, In fact, said 
Schwartz, they were so impressed 
with his determination to make a 
success of his service department 
that they decided to make Howard 
Motors a “test operation.” 

Hamelen was assigned to as- 
sist wherever possible, and he is 
now considered a working mem- 
ber of the Howard staff, since he 
conducts service meetings, an- 
alyzes results and develops new 
and more efficient methods of op- 
eration. 

One of the first steps was to re- 
view the personnel and to weed out 
all indifferent, sloppy and careless 
employes. 

Robert O. Mesnard, with years of 
service background and who at one 
time with the Chrysler organiza- 
tion, was named service manager; 
















Emory Korth was made body-shop | 
manager; Dick Konvalinka became 


parts manager, and Joseph La-| 


Porte chief service writer. Thus, a 
strong team was organized to head|- 
up what is today a 30-man crew of}. 
dedicated craftsmen, 

The next step was to review the 
facilities, the lack of which can be}; 
a detriment to any well-organized 
service department. Howard Motors 
has a large working area—a total 
of 45,000 square feet. There are 
25,000 square feet in the mechanical, 
area, and 20,000 square feet in the 
body shop, 

The firm also has three parking 
lots, one at either end of the 
mechanical area, and the other 
off the center of the building for 
ease in “hiking” cars in and out. 
Howard had the facilities. All 
that remained was to put every- 
thing in the right place. This was 
done. 

In checking the facilities, Hame- 
len learned that the paint spray 
room could accept three cars at a 
time. Moreover, since washed and 






Servis-Control— 


All service customers at Howard Motors, 
Chicago, are checked at 30, 60 and 90-day 
intervals through the use of this Servis- 
Control system. Mary Korth, left, keeps 
the card file up to date with the assistance 
of Barrie Schwartz. 

* * * 
filtered air was used, the result was 
a dust-free paint finish. Hamelen, 
who stresses the importance of fa- 
cilities, was pleased. 

After checking the spare parts 
inventory, they were ready for the 
next step. This was to put all serv- 
ice employes on an incentive plan, 
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AutoRanger's 
“Built-In Brains” 
make tune-up 


Fast... Simple... Easy 


m@ Yes Sir! This is the easiest to use, 
fastest, simplest and most accurate tune- 
up equipment bar none! Don’t take our 
word for it...ask any mechanic who 
uses it. Or to convince yourself have your 
Jobber’s salesman give you a demonstra- 
tion. You’ll be glad you did. With Auto 
Ranger you can do more tests, more 
accurately and in less time. /t’s practical 
and profitable. Right from the start, Auto 
Ranger lets you put more cars in top 
running order with the greatest of ease. 
Try it. Call your Jobber today. 


SIMPSON 


AUTOMOTIVE DIVISION 


li 


Manufacturers of the Exclusive Auto-Ranger Line 
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TDI—Tach, Dwell, ignition Tester. With 1 
hook-up make these Ignition and Carbu- 
retor tests: 1—Dynamic Point Resistance, 
2—Dwell, 3—Distributor Wear, 4—Engine 
Idle Speed, 5—Carburetor Idle Mixture, 
6—Ignition Miss, 7—Ignition Output. 













CBS—Charging, Battery and Starter 
Tester. Do a complete job of trouble 
shooting and servicing 6, 12, 24 and 32 
volt AC and DC charging, battery and 
starter systems. Tests are automatically 
set-up by turn of a knob. 








CCM—Condenser, Coil, Magneto Tester. 
With this one instrument the average 
mechanic with no special training can 
test Condensers, Coils, Magnetos and 
Electrical Components on all types of ig- 
nition systems of any type of gasoline 
engine. 


GRT—Generator, Regulator Tester. Makes 
all charging system tests almost auto- 
matic. As easy as A, B, C: One hook-up 
(GRT automatically verifies correctness), 
A—Select test, B—Turn Knob, C—Read 
Meter. That's all! 


TD—Tach, Dwell Tester. Ultra simplifed! 
For work on all 6 and 12 volt systems of 
4, 6 and 8 cyclinder engines. Use it for: 
1—Distributor Testing and Servicing, 2— 
Idle Speed Adjustment, 3—Carburetor 
Idle Mixture Settings. 


BL—Battery Loader. For 6 and 12 volt 
systems. Checks Cranking and Operating 
voltages. Tests for: 1—Battery Leakage, 
2—Battery Capacity and Condition, 3— 
Starter Amperage Draw, 4 — Resistance 
of Cables, Switches and Connections. 
















enabling all to increase their in- 
come. 

A monthly forecast is Made up 
by the comptroller, Walter Gru- 
chot, at a meeting attended by all 
supervisory personnel, The forecast 
is based on the previous month’s 
travel rate. This is broken down to 
a daily forecast so that each em- 
ploye knows the day’s goal — so 
many repair orders, at such and 
such a figure for each job, broken 
down as to parts and labor. 

All line workers receive a 2 per- 
cent bonus on goals reached by 
their department, and a one per- 
cent bonus from the overall pool 
representing every department. 
In addition, a dollar goal is set 
up each month. For instance, $50 
bonus per man has been reached 
many times; $75 per man is the 
present goal. This is more than 
double that of the like month a 
year ago, and in that time, the 
high goal set each month was 
reached 11 out of 12 times, 

“We do not have to prod our 
men,” said Schwartz, “They are all 
self-starters.” 

On Mesnard’s desk is the docket, 
or “buck” sheet, which is a com- 
pilation of all parts ordered, as 
well as body-shop figures. This is 
a daily resume which also lists the 
previous month’s figures for each 
day, as well as one year ago, Thus, 
at a glance any employe can see 
the up-to-the-minute standing. 

Schwartz did not forget to add 
an incentive for the customer, He 
set up a profit-sharing system of 
Purchase Certificates, in denomina- 
tions of 25 cents to $1. These are 
given to all service customers based 
on a percentage of the repair order. 

Proof of their effectiveness can 

(Continued on Page 56, Col, 1) 


More Equipment 
Needed to Handle 


New Car Lines 


(Continued from Page 34) 


able impact on the service business 
of the future are the Volkswagen- 
sized cars that American manufac- 
turers are preparing. Ford Motor 
Co.’s Cardinal will be the first of 
these to appear, but the other large 
companies will be ready with simi- 
lar models. 

These cars will require hoist 
equipment and a good deal of 
other new service equipment de- 
signed specifically for smaller ve- 
hicles. 

In this connection, knowledgeable 
insiders predict that the variety of 
cars and car sizes will become 
greater before it becomes smaller, 
so that any type of equipment that 
lends itself to a variety of car sizes 
would be a wise investment. How- 
ever, several ’62s will offer longer- 
distance filters and radiators. 

* * 

Geter and public pres- 

sure igs building up for more 
safety features in future cars, so 
that any equipment or facilities re- 
lated to these features should get 
considerable use, The seat-belt an- 
chors that will be standard equip- 
ment in all ’62 cars certainly should 
result in increased seat-belt sales. 

There is also considerable pres- 
sure for more devices to reduce or 
eliminate the smog-producing ex- 
haust of cars. This may result in 
the wider use of the crankcase- 
emission control devices, now in 
use in California, but there is not 
too much hope for devices that will 
really solve this problem in the 
near future. 

There are optimistic predictions 
that sales of power assisted fea- 
tures — seats, windows, steering, 
brakes and automatic transmis- 
sions—will increase in the future, 
as the American public swings 
back from its binge for function- 
al transportation. When this hap- 
pens, the need for equipment to 
service these features will be ob- 
vious. 

It’s a good bet that performance 
and horsepower will edge up in the 
next couple of years, so that any 
equipment needed to cope with 
more powerful engines will be put 
to good use. Also expected are more 
performance type cars, similar to 
the Thunderbird and the Corvette, 
in the near future. 

Despite many predictions, one 
thing the service departments will 
not need in the next couple of years 
is equipment to service gas tur- 
bines, because they won’t appear 
for some time, if ever. 
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Heffner Ford Jubilant... 


‘Night Service Builds 
Profits, Sells Cars’ 


By Wesley Stilwell 
Staff Correspondent 


TEMPLE, Pa.—‘We more or less 
were forced into installing night re- 
pair service, and now it has become 
a permanent part of our operation.” 

The speaker 
was Lee Heffner, 
general manager 
of Lee Heffner, 
Inc., Ford dealer 
in this bustling 
Reading suburb. 

Four months 
ago the dealer- 
ship expanded its 
repair service 
into a second 
shift by extend- 
ing the daily 
schedule to 1 a.m. The reason for 
this, Heffner explained, was to take 
care of the growing number of 
night calls received by the dealer- 
ship from motorists and trucking 
concerns in the Reading area. 

“This expansion,” the young 
executive declared, “has resulted 
in double exposure for us on our 

investment and gives us double 
our money’s worth. We still pay 
the same amount of money for 
upkeep of the building, for the 
mortgage, for taxes, electricity, 
heat and advertising. 

“The night service, in addition 
to building up our business and 
profits in the service department, 
has helped us to sell both new and 
used cars. We sold seven new 
trucks to one firm which had been 
using a competitive make, and two 
to another such customer. We have 
been able to obtain all truck work 
of a brick manufacturer, and the 
prospects are good that we may get 
the repair work on trucks of a 
large utility. 

“This all has come about through 
our night repair service, which has 
been snowballing since we started 
it.” 

To show how rapidly this serv- 
ice is growing, Heffner pointed out 
that he has seven mechanics on 
duty from 5 p.m. to 1:30 a.m., and 
is looking for three more to han- 
dle the steadily increasing business. 
The dealership built its present 
repair shop in 1959. The shop has 
23 bays. It opened with 14 me- 
chanics, now has 28. 

Heffner said that while some 
dealers consider service “buga- 
boo,” “everyone is out trying to 
sell cars at $5 less than the next 
fellow.” 

His company, he declared, “has 
taken the approach through service 
to sell cars, and has at least come 
up with a small profit on car sales.” 

He reported that his labor 
charges in 1959 amounted to $6,850 
a month, rose to $10,000 a month 
in 1960, and are running at ap- 
proximately $12,000 a month this 
year to date. At the same time, he 
said, parts sales have increased 
from $10,000 to $17,000 a month. 
Heffner is proud of the fact that 
his shop hag the only Cummins 
Diesel Motor Service in Berks 
County. It was installed recently 
to help the night service. In addi- 
tion, the shop has a line of tools 
and parts valued at $10,000. 


He points to good labor relations 
as another reason for the success 
of the service department. Of the 
28 full-time mechanics, 17 never 
have worked in any other shop. 


“We have very little turnover,” 
he stated. “We give our men just 
a little bit more in fringe bene- 
fits than any other shop in the 
county. We also promote from 
within. This gives our younger 
men the incentive to work hard, 








Thermostat Brochure 


_WALTHAM, Mass.—The combus- 
tion process in a car’s engine can 
Create temperatures as high as 
4,000 degrees Fahrenheit, torrid 
enough, without proper cooling, to 
melt an engine in minutes, accord- 
ing to a brochure offered by the 
Automotive Division of Standard- 
Thomson Corp, The brochure, titled 
Let's Talk Thermostats, explains | 
how this heat is carried off through | 
& cooling system regulated by a/| 





thermostat. 


to stay with us and to grow with 
us.” 

Heffner, who supervises Lee Heff- 
ner, Inc., for his father (also 
named Lee), leaves no stone un- 
turned to advertise his company 
and its products and services. He 
feels that the company name must 
be kept before the public con- 
stantly. 

Among the methods used to ad- 
vertise the night service schedule 
is a large banner strung along the 
top wall of the building and carry- 
ing an announcement of service 
to 1 a.m. Since the dealership is 
located on Reading’s Fifth St. 
Highway, the main artery between 
Reading, Allentown and New York, 
the sign is seen by thousands of 
motorists daily. 

“Our night business has gained 
steadily,” Heffner declared. It aver- 


Neat Layout in Service Department— 


it to continue indefinitely.” 
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Tests show that a genuine Perfect Circle ‘'98’’ oil 
ring retains almost twice as much tension as a lead- 
ing competitive oil ring when both are subjected to 
an equal amount of face wear. 

That’s chiefly due to the wider free gap in PC's 
chrome rails. Since the ring must be compressed a 
greater distance when it is installed, there is pro- 
portionately less loss of tension as face wear occurs. 
The result: good oil control over a longer period. 

This uniformly- applied tension is one of many rea- 
sons why leading engine and vehicle manufacturers, 
fleet operators, race drivers and mechanics the world 
over prefer and specify Perfect Circle piston rings. 

For oil control that lasts longer, always install 
genuine Perfect Circles—the rings the ‘‘pros’’ prefer. 


PERFECT 1._CIRCLE 


PISTON RINGS « POWER SERVICE PRODUCTS 
HAGERSTOWN, INDIANA: DON MILLS, ONTARIO, CANADA 








This neat and orderly tool and machine layout is part of the service department at 
ages $1,000 a month, and we expect | Jeff Sullivan Motor Works, Inc., a newly appointed Volkswagen dealership in Newton, 
N. J. The dealership is operated by Geoffrey Sullivan, president. 


Willys Conducts 


Fleetvan Schools 
For Postal Aides 


TOLEDO.—Thirty service schools 
on proper operation and mainte- 
nance of the new Jeep Fleetvan are 
being conducted for United States 
Postoffice Department personnel 
throughout the nation by Willys 
Motors, Inc. 

The Postoffice Department has 
ordered 6,025 of the sit-stand vehi- 
cles with right-hand drive to facili- 
tate the pickup and delivery of 
mail. The van-type units also fea- 
ture automatic transmissions and a 
new type of front-end construction 
which permits drivers to see the 
ground three feet from the front 
bumper. 

Principal items covered are the 
automatic transmission, Powr-Lok 
differential, electrical system in- 
cluding the new alternator, the en- 
gine and carburetor. 

The schools are under the super- 
vision of William C. Kelly, manager 
of field sales and services for Wil- 
lys’ Government Sales Division. 


PERFECT CIRCLE PISTON RINGS ARE IN- 
AS ORIGINAL FACTORY EQUIPMENT 
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Skilled mechanics 


the world over 
prefer and 
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Perfect Circle 
piston rings 
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No-Gimmick Policy ... 





‘Old-Fashioned’ Service Pays 


By James Moffatt * 
Staff Correspondent 


DAYTON.—“If we never sold an- 
other new car, we'd still be making 
the grocery money as long as we 
could operate our service and parts 
department.” 

That how Ben J. Borchers, presi- 
dent and general manager of Bor- 
chers-Ford Co. here, looks upon a 
part of the auto business many 
dealers consider just a necessary 
headache, 

Borchers adds: “Since I began 
directing this operation in 1942, 
we have always exceeded 100 per- 
cent service absorption.” 

How did his service and parts de- 
partment grow into such a success- 
ful operation? There have been, of 
course, many contributing factors, 
but Borchers thinks the real key 
is a philosophy of business char- 
acterized by his deceased father, 
Bernard John Borchers, who found- 
ed the agency in 1903. Said the elder 
Borchers while still active: 

“Men work with me, not for me.” 

“I guess, really, you could say we 
are a little old-fashioned about the 
parts and service business,” says 
Ben Borchers. “We don’t go in for 
gimmicks, loss leaders, circus ads, 
things like that. Fast delivery and 
prompt adjustment will keep a cus- 
tomer satisfied and will save you 10 
times the amount of business you’d 
lose by slow delivery and adjust- 
ment.” 

With a quarter of a million dol- 
lars in parts inventory, the Day- 
ton Ford dealership’s service and 
parts department is recognized in 
automotive circles as one of the 
best stocked and most efficiently 
run in the country. 

To make a go of a service and 
parts department, Borchers thinks 
a dealer must provide for three 
things: 

1. A very representative stock. 

2. Courteous and efficient person- 
nel. 

3. Prompt delivery service. 

“If you have these three things 


Keeping Posted— 


Ben J. Borchers, right, president and 
general manager of Borchers-Ford, checks 
the card files to keep up to date on his 
parts inventory. With him is Ray Buehler, 
parts manager. 

* + x 
you don’t have to worry about 
gimmicks, stamps and discounts,” 
he says. 

Borchers’ service department — 
which is actually two departments, 
one for new cars, one for used—is 
operated on an appointment basis, 
something like a doctor’s office. He 
observes, “We're able to spread out 
the work. We gain continuity and 
flexibility that way. 

Helping to keep traffic running 
smoothly is a control tower with an 
intercom system, 

All of Borchers’ mechanics are 
specialists. Transmission men 
work only on transmissions, tune- 

up men only on tuneups, front 
end men only on front ends, And 
for the convenience of truckers, 
salesmen and others who must 
have their vehicles during the 
day, the dealership provides night 
service. 

To make sure his organization is 
running at peak efficiency, Borchers 
holds separate meetings with his 
foremen and mechanics, A meeting 
with each group is held at least 
once a month, he says. 

While Borchers doesn’t intend to 


Spare 


the painter, 
speed the job! 





NO CUP TO DRIP. No 
operates by pressure feed. 


NO CUP TO OBSTRUCT. Tricky car 
contours are painted with ease. 







have customers make a fool of him, 
he believes that liberal adjustments 
on work are just good business, 

“If a customer is even halfway 
right, we take care of him and 
charge it off to advertising. Of 
course, as is the case in many busi- 
nesses, 90 percent of your trouble 


s|is made by 2 percent of your cus- 


tomers,” 
What happens when a customer 
brings his car back and insists that 
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the parts shown on the repair order| 7a 


were not installed? 

“We say, ‘All right, Mr. Jones, 
we'll take your car upstairs and 
tear it down and see if the new 
parts are in there. If they aren’t, 
we'll put them in right before 
your eyes and you don’t owe us a 
cent. But if they are in there, you 
not only owe us for the original 
work we did, but for tearing the 
job apart in order to show you 
we did it.’” 

That, says Borchers, is usually 
enough to allay the customer’s sus- 
Picions. 

Following the philosophy laid 
down by his father, Borchers is a 
strong believer in talking things 
out with people—and not just the 
customers, either. 

“As you can see, this office is 
surrounded by glass,” he notes. 
“Anyone can look in here and see 
me, and this door is always open, 
so anyone, be he a customer or em- 
ploye who feels he’s been pushed 
around, can come in here and talk 
things over.” 

Borchers offers no special 
bonus pay for his mechanics. “We 
pay the going rate, and they’re 
happy to work here because we 


have the volume—we keep them 


Dealer Marks 35th Year 


COLUMBUS, O.—J. Foster Crum- 
ley, local used-car dealer, is cele- 
brating his 35th year in the auto- 
mobile business, He formerly han- 
dled Chrysler, Plymouth and Hud- 
son. 





vent hole. Gun 


No Part Out of Stock... 





What your car lacks Borchers-Ford's parts department is sure to have. The dealership 


keeps a quarter of a million dollars worth of parts in stock. 
ee - = 


busy,” he says. “We have no labor 

trouble. In a recent NLRB elec- 

tion the boys voted 2-1 not to 
have a union.” 

Borcher’s staff handles the serv- 
ice department’s morning rush in 
stride. “We have four service writ- 
ers, plus the service manager. One 
of the mechanics helps out, my 
brother Ed often pitches in and I 
can help out too if the jamup is 
particularly bad,” he says. 

As a matter of fact, says Bor- 
chers, he could operate with one 
less service writer except during 
rush hours. “In our minds we chalk 
up his cost to advertising, although 
on the books we don’t, of course,” 
he explains. “This extra writer 
spends most of his time calling up 
our old customers to find out if we 
can be of more service to them.” 

Borchers is a firm believer in di- 
rect mail advertising and sends out 
thousands of cards a year to people 
who've had their cars serviced at 


* 


ness is handled on credit, a large 
part of it through the Ford-ap- 
proved Fare plan, in which an 
arrangement is made with a local 
finance company at special low in- 
terest rates. 

“Of course,” says Borchers, “we 
carry a few of our oldest and best 
known customers ourselves, But 
the general run-of-the-mill credit 
applicant is handled through the 
Fare plan. Actually, we regard this 
business the same as cash, because 
when we get the check from the fi- 
nance house, it’s their risk, not 
ours.” 


Join Inspection-Law Drive, 


Illinois Wholesalers Urged 


CHICAGO.—Members of the 
Automotive Wholesalers of Illinois 
have been urged to support the 
drive for a compulsory vehicle in- 
spection law to reduce mounting 
highway accidents in the state. 

Aime E. Pouliot, a member of the 





Automotive Service Industry Assn. 
Safety Committee, told the group 
that “in the 18 states now having 
statutory periodic motor vehicle in- 
spection there has been a gratify- 
ing drop in the number of such 
accidents.” 


his agency before. 

“In your advertising you can 
communicate more freely with 
people you know than you can 
with complete strangers,’ he 
notes. 

Just about half the service busi- 


Improved 


DeVilbiss Remote-cup 


Outtit Here’s the answer to 
painting the hard-to-get-at surfaces and 
tricky contours of late-model cars. It’s 
the improved DeVilbiss Remote-Cup 
Outfit—the easiest-to-handle spray out- 
fit you’ve ever laid hands to! Now you 
can spray with the gun at any angle— 
straight up, sideways, even upside down 
—without danger of sputtering, or vent- 
hole drip. That’s because the two-quart 
paint cup is remote from the gun. Hold 
it in your free hand. Place it on the floor. 
You never need to worry about a cup 
blocking your spray angle or marring a 
fresh finish. What’s more, the Remote- 
Cup Outfit sprays all the new materials 
—acrylics, lacquers, enamels, primers— 
with the kind of full, wet, uniform coats 
that pay off at the cash register. See it! 
Try it! Buy it!—to spare the painter, 

» speed the job! Your DeVilbiss supplier 
is the one to see for your Remote-Cup 
Outfit . . . plus details on DeVilbiss’ 
complete line of spray guns, air com- 
pressors, spray booths, baking panels, 
hose and connections. The DeVilbiss 
Company, Toledo 1, Ohio. Branch 
offices in principal cities. 


FOR TOTAL SERVICE, CALL 





DeEVILBISS 
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| How to make customers happy 
and make more money at the same time: 
sell PPG SOLEX: Safety Glass 
| orion yous soll locas Satay Gleam ou-epuiciagiiguail, Vaid lei tadale-aaniane ies 


because Sotex makes for driving comfort. He’ll thank you every time he gets into the car. 





HERE’S THE EASY WAY TO SELL SOLEX SAFETY GLASS. Tell 
your customers about these advantages: SOLEX Safety Glass makes driv- 
ing safer because it cuts glare, reduces eyestrain and lessens driving 
fatigue. It is unnoticeable inside, and doesn’t change the view outside. 






eee ee 





BE SURE TO MENTION THAT SOLEX GLASS REDUCES THE DON’T FORGET “THE QUALITY LOOK.” SoLEx gives new ears a 
SUN’S HEAT. Thanks to its scientifically developed green tint, SOLEX quality look that car buyers like. Compare a SOLEX-equipped car with 
Safety Glass absorbs about 50% of the sun’s heat. Even on the hottest one that uses clear glass. The difference is immediately apparent. 
summer days, any car will be more comfortable inside. SOLEX is a must for 

air-conditioned cars. It eases the load on the air conditioning equipment. All PPG Automotive Safety Glass complies with every recognized safety code. 


® OLE_X —the best glass under the sun! 


Pittsburgh Plate Glass Company 


Paints + Glass * Chemicals + Fiber Glass In Canada: Canadian Pittsburgh Industries Limited 


G 
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Volume Doubles in a Year... 





‘Sick Shop’ Revived 


By a Team 


Effort 


(Continued from Page 52) 


be seen any day at the cashier’s 
desk by watching the number of 
customers using profit-sharing 
scrip to pay for part, or in some 
cases, all of their mechanical work. 
This system has proved to be ex- 
tremely helpful in building repeat 
business, since the coupons are 
used as cash. 

Incidentally, plant housekeep- 
ing has not been overlooked. 
While it is virtually impossible 
to maintain showroom cleanli- 
ness in a service department, due 
to the nature of the work, 
Schwartz felt that cleanliness and 
neatness not only would help es- 
tablish customer confidence, but 
also would provide a “lift” to 
service department employes, 

Consequently, a crew was organ- 
ized to maintain the appearance of 
the department. The men sweep out 
the shop at least twice daily, and 
wash down the entire area once a 
week. The result has been startling. 
Now all employes help to maintain 
a neat and clean department. 

Another vital point in the de- 
velopment of the Howard service 
department hag been the advertis- 
ing concentration. A program of 
intensified direct mailings was 
started, such as: 

1. Individual job followup. Here 
the mechanic performing the work 
sends a personal card to the cus- 
tomer, thanking him for the op- 
portunity of being of service and 
asking that he, the mechanic, be 
contacted directly for any further 
work, or for any complaints. 

2. A 30, 60 and 90-day individ- 
ual customer followup. The cus- 
tomer is constantly checked at 
these intervals if he fails to come 
in for service. 

3. Factory mailing pieces, These 
mailings tie in with factory promo- 
tions and seasonal promotions. 

4. Letters. They are sent to po- 
tential new customers taken from 
lists supplied by the factory or de- 
veloped by Howard Motors, 

5. Giant postcards. They are pre- 


Engine Rebuilders 
Elect Sluggett; Set 
62 Detroit Parley 


DETROIT. — Automotive Engine 
Rebuilders Assn. hag elected Ernie 
R, Sluggett, president of the De- 
troit Cylinder Grinding Co., as its 
new leader. 

Sluggett said 
the AERA na- 
tional convention 
will be held at 
Detroit’s Shera- 
ton - Cadillac Ho- 
tel in May, 1962. 
He also announc- 
ed the appoint- 
ment of Milo Arts 
and Crafts as 
convention exhi- 
bition managers. 

Sluggett, a member of the board 
of directors and past president of 
the Greater Detroit Jobbers Assn., 
joined the Detroit Cylinder Grind- 
ing Co, in 1930, left to head the 
Indianapolis branch of Motive 
Parts Co. of America in 1932, and 
returned to Detroit in 1941 to buy 
Detroit Cylinder Grinding. 


Omaha Firm Sues Cushman 
In Franchise Cancellation 


OMAHA.— Harry Smith Marine 
Co. has filed a franchise cancella- 
tion suit against Cushman Motor 
Works, Inc., Lincoln, Neb. Smith 
seeks $100,000 damages. 

Smith alleges that its franchise 
was cancelled May 11, two days 
after it was notified that it had an 
exclusive franchise for Cushman 
in Douglas County. Smith says the 
franchise was for “industrial and 
commercial vehicles, sport models 
and golfster models.” The plaintiff 
firm says it sold 65 vehicles for 
Cushman last year. 





Ernie R. Sluggett 





pared exclusively for Howard Mo- 
tors to promote service, These 
cover every area of repair work. 

Letters consist of a series of 
three, mailed. to the same list at 
two-week intervals, As each new 
list is acquired, the same three let- 
ter series is mailed to each name. 
These have been sent out to lists of 
from 300 to 3,000. The return has 
been a consistent 3 percent or bet- 
ter. 

In most cases, the letter must be 
brought in to take advantage of a 
special offer. Thus, an accurate 
check on the return can be main- 
tained. Schwartz said these letters 
have brought in some 275 new serv- 
ice customers, 

A recent example was a special 
Saturday morning service promo- 

tion which brought in 14 major 
jobs. Now Schwartz is adding an- 


other mechanic for the 8-12 a.m. 
shift on Saturdays, 

Once a month a special mailing 
is sent out to promote body-shop 
work, While the return in custom- 
er quantity on this promotion does 
not compare with that of regular 
service, the dollar volume more 
than makes up for it. 

On all radio programs, in news- 
paper advertising and on TV spots, 





Relief Voted for Firms 


Hurt by U. S. Projects 


WASHINGTON, — The housing 
bill passed by the Senate pro- 
vides aid for small firms that are 
hurt by displacement by Federal- 
ly aided urban renewal or high- 
way-construction programs, or 
any other construction for which 
Federal funds are used. 

The Small Business Adminis- 
tration would be authorized to 
make disaster loans that would 
carry interest rates not higher 
than the rate paid by SBA on 
funds obtained from the treas- 
ury, plus one-half of one percent 
per year. Funds are provided in 
an additional $50 million for 
SBA’s disaster-loan kitty. 





the service department is promoted 
—both for Saturday mornings and 
general service, A daily service ad 
runs in the classified section of the 


Chicago Tribune, aimed at attract- |; 


ing Simca and other foreign-car 
business. 

With every major job, a free 
wash is given. At all times, custom- 
er satisfaction is the goal, with the 
customer receiving the benefit of 
the doubt if a question ever arises. 

That this program is paying off 
is evident by the results. The goal 
for next year, said Schwartz, is 
to double the advances chalked 
up so far this year. Since har- 
mony and teamwork abounds in 
this dealer’s service department 
—and since customers keep com- 
ing back—this is entirely possible. 

Schwartz said “you can hang 
onto your service customers by giv- 
ing them plenty of personal atten- 
tion and quality work. And we like 
to be paid.” 

For that reason, Howard Motors 
maintains rigid control on credit 
customers, The firm is not afraid 
to turn down bad risks. These peo- 
ple are referred to an outside cred- 
it-repair plan, but represent a 
small percentage of customers. 

All customers receive a statement 
at the end of the month. If bills are 
not paid by the 10th of the month, 





Pleasant Moment— 


Michael Schwartz, left, president of 
Howard Motors, Chicago, looks with satis- 
faction at the daily operating-control sheet 
with Robert O. Mesnard, gervice manager. 


the customers are contacted by 
phone. If they still fail to pay, a 
polite letter is sent out, This usu- 
ally brings in the delinquent cus- 
tomer’s check, said Schwartz. 

“The nice guys who don’t get 
paid for their work,” Schwartz con- 
cluded, “usually go out of business. 
We have no intention of letting 
that happen to us. We're in this 
business for profit.” 





NEW WAYS 
TO LINE UP 


BUSINESS 


THERE’S AN EXTRA PROFIT OF $3,102 —and even more—that can 
find its way into your pocket this year! Because now you can handle that 
special service you’ve had to send out! With the low-cost, simple-to- 
operate Alemite Cross-Sight Wheel Aligner, you can easily average an 


alignment job per day! What’s more, you’ll have the added profit each 


NEW 


repair order will bring. These average close to $14 each with shock 
absorbers, king pins, bushings and tires needing replacement after align- 
ment. Alemite knows the best way to set you up for added profits right 


now. Plus—Alemite will train your men right in your own shop! 


NO RAMP—NO PIT NEEDED! No costly installation or maintenance expense. Gives accurate results anywhere . . . inside 


OF GUE... 


Alemite Wheel Aligner is delivered! 





even on floors or outside surfaces that are not absolutely level. You start earning these extra profits as soon as the 
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Fast Service, Customer Goodwill, Efficient Followups. . . 





Roach Cites Keys to Shop Success 


HOUSTON.—Three major factors 
have built a successful service de- 
partment for Jack Roach, Inc. 
(Ford). C. J. Mock, service man- 
ager, listed them as fast service, 
customer relations, and an effective 
followup system. 

Fast service is combined with 
the thoroughness which is a Jack 
Roach policy, but it has led to 
some special organization. A dis- 
patcher to determine how fast a 
car is wanted, and to channel it to 
the proper department helps 
speed operations. 

The service writer also helps 
speed operations by taking time to 
find out at the beginning what the 
customer thinks is wrong with the 
car. He writes down everything the 
customer tells him about the prob- 
lem, and if necessary, a preliminary 
road test is given to make sure the 
shop knows what the customer is 
talking about. 

The service writer is largely re- 
sponsible for customer relations 
since it is he who instills confidence 
in a customer at the initial meeting. 


He also gives the customer the full 
price of the job whenever possible, 
and as close an estimate as he can 
when that is not possible. Thus the 
customer is not surprised when he 
comes to pay the bill. 


The service writer also phones 
the customer three days after the 
job is done to see whether it was 
satisfactory. Such followup interest 
has paid for itself many times over 
in customer relations, Mock said. 

Double checking also eliminates 
a lot of comeback jobs, he said. 

“The main thing is getting the 
true story from the customer on 
what is wrong,” he added. 


Roach mechanics also are trained 
to question the customer closely on 
what seems to be wrong with the 
car, and to use the road test when- 
ever there is a question. When the 
mechanic hears the same noise the 
customer hears, and sees under 
what driving conditions the noise is 
heard, he is in a better position to 
diagnose the trouble accurately, 
Mock said. 

After a job is completed, the me- 
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MOVES ANYWHERE...GOES TO WORK FAST! 





ALEMITE “‘IDEAS-IN-ACTION” CAN HELP YOU! Learn how other deal- 
ers across the country have solved remodeling problems—built service profits 
with Alemite assistance. Shown here is a pylon stand for hose reels used where 
ceiling height was too great for ordinary hose lengths. Just one of the many 
ideas from Alemite’s photo file that shows how dealers have improved traffic 
conditions in their service areas for faster turnover. An Alemite representative 
will be glad to show you Alemite “Ideas-in-Action!” without obligation! L 


The Alemite Cross-Sight Wheel Aligner lets you do the 


complete job in about 45 minutes. Handles all makes of 
cars. It’s an extra-business stimulator that puts new profit 
into your service department. 
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chanic road-tests his own work, and 
then the shop foreman takes out 
every car that might need road- 
testing. 

Sometimes a customer who is in a 
hurry may be irritated at having to 
wait for the car to be tested after 
the work is done. If he is waiting, 
the mechanic will take him along 
for the final road test. This also 
contributes to customer relations. 


About two years ago Jack Roach 
converted to a specialty shop. 
Each mechanic has his own spe- 
cialty. The drive-train mechanic 
does only transmission and differ- 
entials. The tuneup man just does 
tuneups. The air-conditioning me- 
chanic does nothing but heating 
and cooling systems, Lubrication 
men stick to lubrication jobs. 


It takes a little longer to com- 
plete a job, but you know it is right 
when it’s done, Mock said. 

The mechanics like the specialty 
shop. In the beginning, they were 
asked which jobs they preferred. 
Thus each man is doing what he 
knows and likes best. Salaries work 
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Dealer Gets Leniency 


In Car Sale Without Title 


COLUMBUS, O. — The Ohio 
Automobile Dealers’ and Sales- 
men’s Licensing Board found Lex 
Mayers Chevrolet, Inc., guilty of 
selling a used car without first 
obtaining title to it. 

The three-man appeal board 
suspended a 30-day license sus- 
pension. 





out about the same, Mock said, ex- 
cept that front-end specialists and 
drive-train men are higher paid 
mechanics. 

Mock thinks Roach was the first 
dealership in Houston to convert to 
a specialized shop, He has checked 
and found that comebacks have 
been minimized considerably. Part 
of this is due to specialization and 
part to road-testing, he said. 

The specialty shop also has cut 
turnover to a minimum. In the two 
years of specialization, Mock has 
had to hire only six mechanics in 
a crew of 20 men. In addition to 
job satisfaction, the mechanics are 
guaranteed a vacation and partici- 
pate in a profit-sharing plan. They 
rotate Saturdays to give men a 
full weekend off. Mechanics also 





MAKE AN EXTRA $3,800 PROFIT! Average 
just 2 jobs a day with an Alemite “On-the-Car” 
Wheel Balancer and you get it! Exclusive hand 
strobe light and pickup proves to your cus- 
tomer the need for balancing—shows perfect 
results when job is done. Gives both up-and- 
down and side-to-side correction! 


Symbol of 











Excellence 


Alemite Division 


Name 


Address 


Stewart-Warner Corporation, Dept. 
1850 Diversey Parkway, Chicago 14, Illinois 


Please give me more “Ideas in Action” information. 


ALEMITE 
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pI STEWART-WARNER 


CORPORATION 


1850 Diversey Parkway, Chicago 14, Illinois 
In Canada: Stewart-Warner Corporation of Canada, Ltd. 
Belleville, Ontario 
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~| have company-paid hospitalization 


and life insurance. 


The shop’s “Countdown Serv- 
ice,” speeded up operations and 
pleased customers, Quick-service 
customers can drive in, turn the 
car over to a mechanic, go to the 
coffee bar, “and by the time the 
coffee is cool,” said Mock, “the 
car is ready.” 

Countdown Service handles such 
things as mufflers, batteries, shock 
absorbers and the like. Jack Roach 
keeps two stalls going for fast 
service jobs and puts on additional 
mechanics during rush periods. 

Many customers will stop on the 
way to work to get directional 
lights or a cigaret lighter fixed, 
Mock said. Rainy Mondays also 
bring in a lot of windshield-wiper 
repairs. Their service department is 
generally swamped from 7 a.m. to 
noon, he added, 

For those whose cars require 
longer repair time, there is a 
courtesy bus. A customer can 
leave his car, have coffee, get on 
the courtesy bus at 7:30 a.m. and 
be driven downtown to his office. 
The bus ride is on the house; the 
coffee costs a nickel. The bus 
makes a second trip around 8:30 
if necessary, and when traffic is 
heavy, additional cars will take 
customers to their offices. 


Another way to stimulate service 
business and make friends is to 
use special promotions, said Mock. 
A typical seasonal promotion is 
flushing the cooling system to get 
ready for summer. A year-round 
special is the 10,000-mile lubrication 
job, which includes packing the uni- 
versal joint, packing front wheels, 
servicing all engine breathers, chas- 
sis lubrication, packing the speed- 
ometer cable and either rotating 
tires or adjusting brakes, whichever 
is preferred. 

Jack Roach, Inc. carries a 30-day 
credit plan, and uses an outside fi- 
mance company for longer deals. 

Jack Roach is the president and 
general manager. The general sales 
manager is G. W. Tankersley; the 
parts manager is Leo Barton; the 
business manager, Joe L. Trapolino. 

Mock says the biggest remaining 
problem is delivery. Most of the 
cars come out of the repair shop 
about the same time in the after- 
noon. Three delivery men can’t get 
them home fast enough, he said. 


Young Executives 


Of ASIA Choose 
2 Essay Winners 


CHICAGO. — Two winners have 
been selected in the essay contest 
sponsored by the Young Execu- 
tives Forum of the Automotive 
Service Industry Assn. 

They are Charles R. Bryant, sec- 
retary and finance manager, Motor 
& Electric Supply Co., Inc., Bowl- 
ing Green, Ky., and George E. 
Hamlin jr., C. E. Hamlin Co., Inc., 
Jackson, Mich. 

Melville E. Mountjoy, vice-presi- 
dent, Mountjoy Co., San Antonio, 
received an honorable mention. 

Bryant and Hamlin each receiv- 
ed $50 and a free registration to 
ASIA’s 1961 Wholesalers’ Top Man- 
agement Institute at the Univer- 
sity of Illinois. 

The essay topic was “How to In- 
sure Company Growth Through 
Personnel Development.” 

Citing a “pressing need” for 
wholesalers to improve personnel 
programs, Bryant said “it is imper- 
ative that we get the maximum 
utility from our personnel dollars. 
Only by training and inspiring our 
people can we hope to achieve this 
goal.” 

Hamlin urged young leaders of 
the wholesale industry to give em- 
ployes a “thorough look and lis- 
ten,” for they must be partners in 
the business if it is to succeed. 








Noiseless, Fumeless Car 


Seen by Gas Official 


NEW ORLEANS. — Leslie T. 
Potter, president of the American 
Gas Assn., believes it is quite 
Possible that noiseless, fumeless 
autos may be produced, 

Noting that Allis-Chalmers 
Mfg. Co. has developed a tractor 
that uses the fuel-cell principle, 
he said that the method might be 
used in automobiles. He said such 
a car would transfer natural gas 
to electric energy by changing the 
chemical structure of the gas in- 
stead of burning it. 
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How to Draw Repeats, Lengthen ROs.. . 


Dealer’s Edge Cited 
In Bid for Service 


(Continued from Page 34) 


service writers don’t get phone 
numbers, so they couldn’t contact 
owner even if they wanted to. 

5. Fill out RO in minute detail; 
let owner know what he paid for; 
what he got that he didn’t have to 
pay for; what his car will need 
before long. 

“Let him know you are interest- 
ed in him,” a veteran serviceman 
says. 

* * a 
Doorbell Ringing 
RAMBLER dealer told of the 
following promotion: 

“Service writers went out three 
days a week, with a demonstrator, 
a@ screwdriver and a pair of pliers. 
They contacted the tough ones we 
couldn’t lure into the shop. 

“They'd ring the doorbell and 
give pitch something like this: ‘You 


haven’t been in for a long time, and 
while I was in the neighborhood, I 
wondered if you’d mind if I’d just 
check your car to see how its run- 
ning, No obligation, of course. No 
cost. We like all our cars to run 
right.’ 

“The writer started the car, ad- 
justed the carburetor a bit, which 
will make almost any car run a 
bit better—enough so owner can 
notice it—and said: 

“‘Well, your car was running 
pretty good, but it was off just a 
bit. You see, I only have a screw- 
driver with me, so I really can’t do 
what ought to be done, etc., etc.’ 

“He then began selling service 
and almost always got a shop ap- 
pointment for the owner to come 
in for full analysis, at no charge. 

“This worked sensationally. Once 


we got him in the shop, we always 
sold him on something.” 
+ oa * 
NOTHER dealer stressed the 
importance of roadtesting every 
car that comes in “and letting the 
owner know you've done it.” 

“My dealership once was stuck 
with 500 lights that plug into the 
cigaret lighter,” he added. “I ruled 
no RO could be written unti] the 

hood was lifted, light plugged in 
and service writer took a look 
under hood, using this light. We 
sold all 500 in two weeks’ time.” 

Dealers are advised to personally 
devote part of each day to the 
service department, talking with 
shop personnel about their prob- 
lems and doing the same with}. 
service customers, Too many deal- 
ers leave this important part of a 
service operation to their service 
and parts managers, it is freely 
admitted. 

“Along this same line, a dealer 
would be wise to take the poten- 
tial customer on a tour of his 
service facilities and introduce 
him to his service manager, parts 
manager and write-up men,” the 
experts 

Several specific areas where deal- 
ers miss out are windshield wipers, 
headlamps and antifreeze. 


headlamp or a wornout wiper 
blade, it’s a good chance the cus- 
tomer will have it replaced right 
then and there,” a Chevrolet serv- 
ice manager notes. 

“A dealer also can beat the carry- 
out business in the antifreeze field 
if he is smart. Chances are he can 
buy a carload of antifreeze (2,500 
gallons) at a cost of about $1.50 
a gallon to him. Perhaps he feels 
he can only use 1,200 gallons in his 
service business. 

“The remainder could be sold 
through carryout, where he not 
only would be making additional 
money but would be helping push 
the carryout merchandise off the 
counters of hardwares, drug stores 
and discount houses.” 

* a OK 


First Crack 


a dealer’s biggest advantage 
stems from the fact that he 
has first crack at the potential 
service customer—at the time he 
closes a deal for a new car,” con- 
cludes a top-ranked Chrysler 
dealer. 

“The dealer can capitalize on this 
advantage by selling service along 
with the new car, by introducing 
the buyer to the shop personnel, 
by convincing him that the shop 


“If a mechanic points out a weak| is the best-equipped, has the 





Background: Original Portrait of Mona 
Lisa by Leonardo da Vinci, 1452-1519 


97 Holley Original Equipment 
Carburetion and Ignition Items have been copied. . . 





... but no copy ever quite matches 
the ORIGINAL! 


Holley makes only authentic originals—and any original is hard to 
copy. Every Holley carburetion or ignition component you sell is as 
much an original as the part it replaces. Both are designed, engineered 
and manufactured to the same original equipment specifications, and 
must pass the same performance tests and rigid quality inspection. So, ‘ 
when you replace carburetion or ignition parts, it will pay you to use 
‘Holley Originals’’. With copies there may be a question—with Holley 
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trained personnel to handle the 
particular make of car.” 

Adds a Studebaker service man- 
ager: 

“During the extra nine months 
when the customer is exposed to 
the dealer’s shop, thanks to 12-12 
warranties, ample opportunity is 
afforded to sell customers on the 
fact that the shop has a good 
stock of parts which will result 
in a minimum of delay in repairs, 
that the shop has the special tools 
required to work on the particu- 
lar make, that the factory has 
trained his mechanics in the serv- 
ice of his car; in short, that the 
dealer’s service force knows best 
how to handle the car. 

“However, all of the advantages 
will not mean a thing unless the 
shop does a good job (competent 
and prompt work) at satisfactory 
prices that will make the customer 
want to come back.” 





Toronto Setup 
Headed by Pair 
Of Service Vets 


(Continued from Page 39) 


service counsellors by phone or 


intercom. 
* * * 


 ineape early morning and late after- 

noon rush periods are facili- 
tated by car handlers moving di- 
rectly to the outside parking area. 

Mechanics pick them up on allo- 
cation of work and return them 
when the work order is completed. 

Inter-department cars, when fin- 
ished by one department, are taken 
to the roof. The mechanic finishing 
the order returns the car to the 
service parking area. 

This procedure speeds up floor 
clearings in the morning and cus- 
tomer delivery at night. 

Close productivity charts are kept 
on each mechanic to maximize his 
earnings. Space and mechanics’ effi- 
ciency are constantly checked by 
dealership management and dis- 
cussed with service management 
and shop supervision. 

Constant training is stressed both 
for the mechanical staff and service 
counsellors with emphasis on qual- 
ity workmanship and efficient and 
courteous handling of the custom- 
ers. For the Italian owners of Fiats, 
bilingualists have been employed 
both in the sales and service de- 
partments. 

* * ed 
UMMING up the service opera- 
tion, Awde said, “The principal 
ingredient is genuine interest by 
the dealer in the shop, cash office 
and service floor. 

“Arriving early on the job, man- 
agement will often act as the ‘head 
waiter’ on the service floor in the 
8 to 9 a.m. period and will be on 
hand in the cash office or service 
floor from 4:30 to 6 p.m. 

“Customers appreciate the in- 
terest of the dealer and the serv- 
ice manager.” 

Albert Bear added “We have a 
good number of customer friends, 
and our service department shows 
a profit each year. And more of our 
new and used-car sales are repeat 
orders.” 





Service Dealer— 


Dealer Albert Bear started in the back- 
shop and still stays close to the service 
end of the business. He is vice-president 
of Ontario Automobile Co., Ltd., Toronto. 
The dealership handles Chrysler, Fiat and 
Rootes Group vehicles. 
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Called Dealer Profit Builder .. . 


Factories Accent Quick Service 


(Continued from Page 35) 


er dealer service profits will be 
a continuing effort. 

It is finally being recognized that 
factory parts sales are contingent 
on the sale of customer labor by 
the dealer, and this is another rea- 
son for the belief that all of the 
new programs are for the long 

ull. 

° Factory executives have also 
found that, when cars are not prop- 
erly serviced, customer appreciation 
of the product declines rapidly. 

* * + 

T IS also realized that as engi- 

neering advances and improve- 
ments are made in the design of 

cars and trucks, and manufacturing 
quality improves, it will continually 
change the character of the service 
that must be provided. 

Surveys have already shown that 
many dealers have not kept in tune 
with the change of emphasis on 
service that already has taken 
place. 

Present training courses for 
factory service travellers has 
been revamped to point up these 
changes and to acquaint the field 
men with how the dealer can best 
meet these new demands and 
how each individual dealer can 
best change his operation to 
bring him increased labor and 
parts profits. 

Thus during the coming year 
considerable emphasis will be 
placed on both mechanic and serv- 
ice manager training, especially in 
those areas of service that will re- 
sult in more customer contact and 
in providing each dealer’s service 
force with the necessary skills to 
capture a larger share of highly 
profitable work that has been 
“farmed out” by some dealers. 

Most of the current programs are 
centered around “quick service,” 
although several factories are also 
concentrating on “quality service” 
programs which include better shop 
management, better customer con- 
tact and followup. 

Oo 


ORD and Chevrolet have both 

had programs of this type in 
the field for some time, while 
Chrysler, Buick, Cadillac and Pon- 
tiac are working with selected 
dealers now on programs that in- 
corporate these fundamentals, look- 
ing forward to an early fal] intro- 
duction to all of their dealers. 

American Motors is concentrat- 
ing for the time being on its qual- 
ity service program, which will be 
accentuated by the addition of two 
new mobile units. 

All divisions of General Motors, 
as well as Chrysler-Plymouth and 
Studebaker, are working on ver- 
sions of “quick service” programs 
aimed like the Ford “Count- 
down” program, toward giving 
their dealers greater customer 
contact. 

These programs are designed to 
enable the dealer service shop to 
capture many of the maintenance 
services that take less than one- 
half hour, while the customer waits. 

Studies have revealed that most 
car owners would rather go to a 
dealer in the make of car they 
drive, if prices are similar and he 
does not have to leave his car all 
day for these minor service jobs. 

Ford is suggesting that its deal- 
ers put these jobs—such as brake 
work, muffler replacement, shock 
absorber service and similar serv- 
ices—on a one-price basis that will 
include the charge for the labor as 
well as the parts. 

ES * * 


FoORD's program points out that 

dealers can meet most inde- 
pendent shop prices ore these serv- 
ices if their shop is equipped to do 
the work fast and efficiently, and 
make good profits from these serv- 
ices as well. 

Chevrolet has launched what is 
considered the most ambitious and 
realistic service promotion program 
of any factory to date. The pro- 
g§ram not only covers quick service, 
better and more frequent customer 
contact, but better shop manage- 
ment and more adequate utilization 
of shop space. 

To launch this program on a 
Sound basis the factory is bring- 
ing in all of its field men identi- 
fied with service for an intensive 
three-week training on manage- 







































ment items, Two-thirds of the 
field men have already gone 
through this training at the fac- 
tory and are now out in the field. 

In addition to training its field 
men, Chevrolet has also greatly in- 
creased the number of service men 
in the field. Today Chevrolet has 
enough zone service managers so 
that no one man will have over 
55 dealers under his supervision. 
This will enable him to spend some 
time—a day in most instances— 
with every franchised dealer at 
least three times a year. The larger 
dealers, representing about one- 
fifth of all dealers, will be called 
on at least once in every 30 days. 
Smaller dealers will be called on 
at least once every 90 days. 


Thus it will be possible for the 
zone service managers to spend 
more time with each dealer, aiding 
him in rearranging his shop to get 
the maximum profit return from 
each square foot of space and each 
mechanic. 

Chrysler and Cadillac are also 
aiming their programs toward 


reaching out to encompass more 
older cars than their dealers have 
been servicing recently, They real- 
ize that not only do these older 
cars need more service but that 
the reputation of the product is 
greatly enhanced as more owners 
of older cars are made happy with 
dealer service. 
* cl * 
Se is also among those 
makers who are pointing out 
to dealers the high profit possibili- 
ties of body and paint work, es- 
pecially now that the body tool 
makers have provided tools and 
equipment that not only work fast- 
er but conserve space for the metal 
repair end of this type of service. 
This is especially true in repair 
work on unitized bodies that must 
be handled with precision. 
Dealer followup systems are 
being given considerable study at 
the factory level, with an eye to 
finding some simple way in which 
every owner can be kept track of 
and to reach those owners who do 
not bring their cars in at regular 


intervals for maintenance services, 
when the dealer has a special to 
offer or an announcement of par- 
ticular interest to these owners. 
Studebaker, in particular, is 
doing considerable work on a 
program it expects to be able to 
announce around the first of the 
year and which is based on the 
Mercedes - Benz inspection pro- 
gram which has been very suc- 
cessful both here and abroad. 
This program is being developed 
for the Studebaker dealers on 
Studebaker cars and trucks, 

The company is also working on 
a Studebaker Service Council pro- 
gram, which has been given a thor- 
ough test and which is aimed at 
aiding dealers to develop both new 
and used car sales through service. 

All of the quick-service programs 
being worked on now are designed 
to be announced to the dealer 
bodies early this fall, at or before 
new model time when several new 
cars will be announced with ex- 
tended periods bet ween lubrica- 
tions. 

Many dealers may have to make 
more or less drastic changes in 
their shop layouts and many may 
have to acquire modern and more 
efficient tools and equipment to 
enable their shops to compete on a 
profitable basis with the independ- 


Junkers Plucked 


Quiet Pittsburgh Campaign 
Bags 895 Clunkers 


PITTSBURGH. — In a “quiet” 
two-week drive, city trucks have 
towed away 895 cars which had 
been abandoned on Pittsburgh 
streets. 

Last year, when the city an- 
nounced a similar drive, many own- 
ers of the junkers towed them out- 
side the city limits, then moved 
them back after the drive had 
ended. 

There was no announcement of 
this year’s drive, The abandoned 
cars are moved to a special pound, 
where they are sold at special auc- 


tion if not claimed within 30 days. 


ent shops who have been making 
a play for this business for years. 
Both Studebaker and Ford, how- 
ever, have had-many of their deal- 
ers competing on a price basis with 
both the independents and specialty 
shops on such things as muffler 
and tailpipe replacement for nearly 
a@ year, and the dealers have re- 
ported their customary margin of 
profit on these “package” services. 








BENDIX STARTER DRIVES 














Leadership year after year after year 


Bendix® starter drives have always set the standard for dependability in the automotive industry. They 
have been chosen for millions of installations in automotive vehicles, alone. Similar preference exists in 


other fields: the manufacturers of aircraft, earth movers, inboard and outboard marine 
engines have elected Bendix the number-one starter drive. For sure starts, equip your 


internal combustion engines with Bendix starter drives! 


DEALERS—FOR MAXIMUM PROFIT AND SERVICE 
SATISFACTION, USE ALL-NEW BENDIX STARTER DRIVES. 





Bendix-Elmira 


ECLIPSE MACHINE DIVISION 
ELMIRA, N. Y. 
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Automation to the Rescue... 


Solving a Parts Snafu 


(Continued from Page 35) 


active lines, and 50 percent active.” 
Lansing added: “There was also 
the danger of overstocking with 
our $60,000 inventory. Actually, only 
$30,000 of the parts was needed; 
the other $30,000 wasn’t touched.” 
* * * 
oo the IBM cards gave Lan- 
sing a quick, bird’s-eye view of 
the situation, These cards, with 
index and code numbers, are placed 


Barrett Brake School 


Expanding Curriculum 


ST, LOUIS, — Facilities of the 
Barrett Brake School here are 
being expanded to include instruc- 
tion in wheel alignment and bal- 
ancing and front-end work, accord- 
ing to G. W. Stearns, national 
director of training, Barrett Equip- 
ment Co., a John Bean Division. 

Similar expanded facilities also 
will be available at Barrett’s Los 
Angeles school early this summer, 
Stearns said, 





DX-666 


Full-flex body filler with 


NEW cream hardener in 2 colors! 





in a large tub file. After each part 
is sold, a card is placed behind the 
number. At the end of two weeks, 
it’s a simple matter to determine 
what has been sold and in what 
quantity. 

The new system automatically or- 
ders each two weeks, Previously, 
the orders were placed monthly, but 
everything had to be written out in 
longhand on the order pads. This 
was a time-consuming operation. 

Now, with the new system, a 
card gives the parts manager 
“all the information he needs in a 
jiffy.” The “scientific” cards tell 
how many parts are on hand, 
how many should be kept, how 
many should be had and how 
many days’ supply. Every two 
weeks return analysis sheets are 
provided. 

“These data supply me with all 
the pertinent information and af- 
fords a complete control of all ac- 
tive items,” says Lansing. 

Such a desirable method of op- 


Select your dry by eye! 


DITZ-F LEX 


(TRADEMARK) 





Bill James Fran Lansing 


eration is virtually a must for the 


modern automotive dealer because 
slipshod, inadequate and faulty 
parts keeping “can tie up as Many 
as 50 cars and waste the expensive 
time of labor,” he adds. 
* * ok 

a; THIS day and age when space 

is a problem, not only in the 
parts room but also out on the 
service floor, the most up-to-date 
scheduling and movement of traf- 
fic are mandatory for survival and 
profitable business. 

“Today we have three times two 


School Gets Funds for Shop 


DECATUR, Ill. — An estimated 
$300,000 will be available for the 
auto shop and alterations at Lake- 
view High School, according to a 
spokesman for the Decatur School 
Board. 
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weeks’ supply,” Lansing points out. 
“Previously, we had to have three 
times one month’s supply. With the 
new system, we are able to cut 
down 50 percent on parts stock. 
Considering there are some 56,000 
parts in a Chevrolet, this economy 
is vital.” 

Asked whether this system is 
too costly, say for smaller deal- 
ers than James, Lansing replied. 


“The system is rated on the 
amount of sales, the more volume 
the more expensive it is. It ranges|' # 
from $200 to $400 a month for deal- | a 
erships ranging from $12,000 to 
$50,000 in monthly sales.” 

Lansing feels that the new sys- 
tem can pay for itself within two 
months by getting rid of the dead 
stock, There is considerable savings 
by returning, and not carrying in 
the future, obsolescent parts. 

However, there may be some 
dealers which are not close to met- 
ropolitan centers where systems 
companies are operating. They can 
devise or improvise their programs 
through the use of their own cards 
with varying colors. 

The most important lesson from 
the Bill James operation is that 
there are ways and means to keep 
your inventory from climbing and 
your walls from bulging as a re- 
sult of antiquated methods, 


Half and Half— 


The salvaged halves of two wrecked 
Renault Dauphines were welded together 
by body-shop employes of Brown Brothers 
Motors (Ford), Vancouver, B. C., and me- 
chanics completed the job to come up 
with a complete car for a satisfied serv- 


ice customer. 
a 


Dealer Valtes 
Pair of Wrecks to 


Please Customer 


By Robert J. Frith 
Staff Correspondent 

VANCOUVER, B. C.—No job ap- 
parently is too difficult for the 
service staff at Brown Brothers 
Motors (Ford). 

One of the firm’s prize achieve- 
ments was the union of the sal- 
vaged halves of two wrecked Re- 
nault Dauphines for a customer 
who was reluctant to part with the 
front half of his own Dauphine. 

It’s an example of the ac- 
commodation offered the service 
customer by Brown Brothers. 
The company wanted the owner 
to replace the Renault with a 
Falcon, but went all out to do 
what it could to satisfy the cus- 
tomer. 


Conn Andrie, body shop manager, 
heard about another wrecked Dau- 
phine and was able to come up with 
the salvaged rear end containing 
the engine and transmission. 

Hopelessly damaged parts were 
cut away and replaced, as were the 
wheels and some other parts. Then 
the two halves were welded to- 
gether, and the completed car was 
driven away by a contented cus- 
tomer. 


“Confidence in us is the foun- 
dation of our growth in both 
sales and service,” said Douglas 
Holme, general manager. “Our 
service and body shops reflect 
this in a big way. We possibly 
have been slower and less sensa- 
tional than others, but it’s paid 
off in the long run.” 

Brown Brothers operates three 
buildings. The sales headquarters 
also houses a quick-service depart- 
ment with four stalls to handle the 
minor jobs. The main service shop 
occupies a building that resembles 
an airplane hangar, and the third 
building houses Brown Brothers 
Collision Repairs, Ltd., the body 
shop. 

Service Manager Jack Latre- 
mouille has a staff of 12 mechanics, 
two service sales- 
men, a cashier, 
girl clerks, a car 
jockey and the 
usual porters. 

“The customer 
is every bit as 
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® Dirz-FLEX DX-666 is a new, easily worked body filler for dents, 
depressions, welded areas and broken metal that cannot be bumped out. 
Also excellent for areas that cannot be heated due to buckling. 


® Used with a new type cream hardener, Ditz-FLEx changes from a 
soft, pliable substance into a tough, waterproof and corrosion-resistant 
material that can be sanded, drilled, tooled and painted. 


® This new fully-flexible body filler withstands hard stresses of pound- 
ing and bending. It is fast and easy to apply, shape and finish off. It can be 
filed or shredded the next day. “Floating dust” problems in grinding are 
eliminated—heavier-than-air particles drop quickly to the floor. 


@ Use new Ditz-FLEx DX-666 on your next job that requires metal 
repair. You'll be pleased with the easy way it mixes, without fuss or muss— 
saves you time and money. Ask your nearest DitzLER jobber for Drrz-FLEx. 


Ditzler Color Div., Pittsburgh Plate Glass Company ¢ Detroit, Mich. © Torrance, Calif. 
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features 
e Easy mixing 
e Easy spreading 
e Easy sanding 
e Easy filing 
e Easy shredding 


e Feathers 
beautifully 


e Non-bleeding 


e Butters out 
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important as the 
car,” said Holme. 
“There isn’t any 
price advertising, 
no gimmicks. We 
avoid extravagant : 
claims, make no Jack Latremouille 
promises we do not keep. 

“We give the best of service, and 
we charge a very fair price for 
what we do,” he added. “The price 





is soon forgotten. No one ever re- | 
gretted the cost of good quality § 
cars and the cost of the best pos- | 


sible service. 

“How successful our policy is can 
be seen in the fact that during 
occasional business recessions, we 
do not lay off a single mechanic,” 
he said. “We don’t need to; they 


always have plenty of work in our | 


shops.” 


Top Trouble-Shooters 


HAMILTON, O.—Members of the 
Madison Township High School 


auto shop team won first place in 4 
the Plymouth trouble-shooting con- | 


test held in Cincinnati. 
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Yes... just about everything in Renault’s U.S. operation is American. 
This works to benefit our dealers and their customers in a number of 
significant ways. For example, we have “Americanized’’ our Warranty 
Program*—giving owners extended protection—giving Renault dealers the 
industry-standard labor reimbursement. And our dealers are encouraged 
to interpret the “spirit’’ as well as the “word’’ of the war- 
ranty to keep customers well satisfied and enthusiastic. 
Today, with new strategically located parts depots 
throughout the country, parts are expedited to dealers 
quickly and surely (And Renault Dealers get the normal 


American-sized discount on parts). Yes, Renault’s gone American—and 
our dealers are happier than ever. *12 month or 12,000 mile warranty. 


For information about available Renault Dealerships in your area write: Commercial Division, Renault, Inc., 750 Third Avenue, New York 17, N.Y. 
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Incentives, Followup Spell Success .. . 





Steiner’s: 75 Pct. Repeat Business 


(Continued from Page 42) 


the work on your car when you 
brought it to Steiner’s July 7. I rec- 
ommend that you have your muf- 
fler replaced because of ... If you 
need further service, please call us 
or bring your car in.” 

+ ca * 


IHERE’S an additional “bonus 
idea” behind the use of the post- 
cards. 

“This gives a mechanic more 
pride in his work,’ Turnbull said. 
“He’s not going to put his name on 
that card if the job hasn’t been 
done right. And, since he’s on a 
flat rate, he can make more money 
if a customer will come in and ask 
for him.” 

All of this is fine, but how does 

a dealer get his service managers 
and mechanics to do these extra 
chores—such as the followup sys- 
tem? The key is incentives, 

All department heads (sales, 
service, parts, office) are assigned 
quotas each month, If the service 


Sy. 


manager, for example, met his 
quota in May, he received a new 
suit of clothes. So did the others. 

Just recently one of the depart- 
ment heads and his wife were 
treated to a two-day trip to Cin- 
cinnati with tickets for the Cincin- 
nati Reds baseball game. 

+ * + 


HIS is one form of incentive. 
There’s another kind, too. It’s 
in a cigar box. 

Each department head who is 
fulfilling his quota by the 10th of 
the month is permitted to draw a 
slip from this box. Depending on 
the slip he draws, he may receive 
$5 to $50. The same is true on the 
20th of the month and at the end 
of the month. 

How are the quotas determined? 

There are five mechanics in the 
auto service department, An 
average mechanic should produce 
between $900 and $1,000 labor a 
month the way Steiner’s figures 
it. 

Suppose two of the mechanics are 


What do they 
have in common? 


Fake 


Motorists who care for their cars . . . and serv- 
icemen who care for their customers .. . 
that WoLF’s HEapD Oil is truly the finest of the 
fine. There’s a reason—WOLF’s HEap is 100% 
Pure Pennsylvania, Tri-Ex refined three impor- 
tant extra steps and scientifically fortified for 
the finest engine protection. The result is un- 
common lubrication . . . 
erating and upkeep costs. . 
quality. That’s why motorists who care for their 
cars always insist on WOLF’s HEAD. Keep your 
customers coming back with WoLF’s HEAD... 
the motor oil that commands uncommon cus- 
tomer loyalty the country over. 


WOLF’S HEAD OIL REFINING CO. 
OIL CITY, PA. 
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vidual customer attention than 


McCullough Heads 


ager, becomes a vice-president. 


slightly above average and the de- 
partment should have no trouble 
producing $5,000 in labor. The de- 
partment’s quota, therefore, would 
be set at $5,500. 
- * * * 
Tos office manager has three 
employes. Each day they must 
turn out a daily operating report 
which must be in Turnbull’s hands 
by 10 a.m. Department heads meet 
weekly when a summary is made 
of all work done that week — sales, 
service, parts, labor, body shop, 
machine shop, service station. 

A financial statement is re- 
quired the 9th of each month. 
If the office staff meets these 
deadlines, the manager has ful- 
filed his quota and is eligible 
for the “bonuses.” 

Employes are rewarded in differ- 
ent ways if their department ful- 
fills its quota, 

Once, for example, the office girls 
and their husbands were treated to 
a steak dinner at a plush restau- 
rant. Another time they were given 
tickets to basketball games for the 
entire month. 

+ * * 
1. department heads in the) 
service and parts sections de- 
vise their own incentive systems — 
which must be approved by the 
general manager. 

All of these systems now em-| 
ployed at Steiner’s are important 
if profits are to be realized, 

Turnbull puts it this way: 

“I think it requires more indi- 


ASIA Rebuilders 
Adopt 12-Point 
Code of Ethics 


CHICAGO. — Rebuilder members 
of the Automotive Service Industry 
Assn. have adopted a code of ethics 
outlining 12 articles of responsibili- 
ties with reference to their service 
functions in the industry. 

Included in the code’s responsi- 
bilities for ASIA rebuilder members 
are articles on quality, distribution, 
plant facilities, regulatory compli- 
ance, catalogs and price sheets, 
policies, identification, technica] as- 
sistance and inventory, 

The code was prepared by the 
ASIA Rebuilders’ Executive Com- 
mittee and was approved by the 
ASIA directors. 

J. A. Lucas, Lucas Transmission 
Co., Los Angeles, and chairman of 
the Executive Committee, said: 

“The ideals of ASIA provide many 
exacting eligibility requirements for 
its rebuilder members, as stated in 


the association’s by-laws. Our new]; 
code of ethics goes far beyond the}: 
by-laws in establishing additional |i 


responsibilities for ASIA rebuilder 
members. , 


“With adoption of this code, we|' 


feel that greater cooperation and 
understanding will be achieved to 
the mutual advantage of ASIA re- 
builder members, their wholesaler 
and warehouse distributor custom- 
ers, and the association and indus- 
try as a whole.” 







Collins & Aikman 


NEW YORK.— Donald F.. McCul- 
lough, former executive sales vice- 
president, has been named presi- 
dent and chief executive officer of 
Collins & Aikman 
Corp., succeeding 
Ellis Leach, who 
becomes board 
chairman. 

The firm also 
announced the ap- 
pointment of 
Robert M. Mc- 
Cullough, execu- 
tive manufactur- 
ing vice-presi- 

- dent, as chairman 
D. F. McCullough of the Executive 
Committee, succeeding Albert R. 
Jube, who becomes vice-chairman 
of the board. Robert M. Stroker, 
Automotive Division general man- 
















Follomatic File— 


William C. Turnbull, general manager 
of R. F. Steiner Motors (Chrysler-Plymouth), 
Huntington, W. Va., checks the Follomatic 
machine, which tells when a customer's 
car is due for service or repairs. 


ever before—particularly in car 
service. They like to feel that you 
are taking a personal interest in 
them. Why? Because they’re pay- 
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Executone 


ing more money for the service 
and they expect—demand—more 
attention.” 

And, at Steiner’s, the customer is 
getting the personal] attention he 
wants. The result — 75 percent of 
the firm’s business is from repeat- 
ers. Those who come back again 
and again. 

This does not mean, of course, 
that the firm has no problem, It 


does. 

A BIG problem is credit. If a job 
runs over $25, the service man- 

ager cannot release the car until 

he’s checked with the credit man- 

ager. 

And if an account is 90 days past 
due, a red flag is attached to that 
customer’s master service card. It 
serves to warn the service man- 
ager that credit cannot be extended. 

Actually the biggest problem is 
how to get good mechanics. 

“The way we're meeting this 
problem,” Turnbull noted, “is by 
sending our men to school. 

“No six-month period goes by 
that we don’t send one of them to a 
service school. They have to go. It 
used to be that practically anyone 
could fix a car. Now you need a 
special tool and know-how just to 
take off a hose.” 


* * * 
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intercom? 


It’s like having 


an extra man 


in every department 


Hundreds of dealers, service firms, and garages 

are building profits—without adding to their payrolls 
—by putting Executone to work. See for yourself 
how Executone helps increase auto and service 


sales ... keeps mechanics on the job 
... ends bottle-necks... gives you 


more time to manage... 
speeds up deliveries. 


Learn about Executone’s no-cost 
communications survey of your 
operation, and all the other famous 


Executone Extras. Mail this 
coupon today! 


Leci/om 





COMMUNICATION and SOUND SYSTEMS 
Dept. D-10 415 Lexington Ave., New York 17, N. Y. 


Please send me your free booklet on HOW TO INCREASE AUTO SERVICE 


SALES, GOOD-WILL, AND PROFITS. 
Name 
Firm 
Address 
City 





Zone State 





(In Canada: 331 Bartlett Avenue, Toronto) 
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Zest, Wisdom Combine to Boost Shop Profit 50 Pet. in Year .. . 


Englander Blends Youth, Age 


By Sanford Markey 


Staff Correspondent 


CLEVELAND.— The wisdom of 
age and experience and the zest of 
youth are combining to give Eng- 
(Rambler), a 
service record that boasts, among 
other strong points, such assets as: 
which 
are up 50 percent over a year ago. 

Three-fourths repeat new-car 
sales resulting from satisfied cus- 


lander Motors, Inc. 


Profits in service sales, 


tomers. 

Installation of an IBM system 
to assure a balanced parts stock 
at minimum dollar inventory. 
This is a first for Rambler in 
Northern Ohio, and possibly the 
first among Rambler dealers in 
the nation, according to Arthur 
L. Englander, president-treasurer, 


At the age of 73, Englander can 


reflect on 53 years in the automo- 
tive industry. He is assisted by his 
son, Arthur L. Englander jr., 32, 


whose business background in- 


cludes hitches in the insurance and 


advertising fields. He also has swept 


floors in an auto dealership, served 


in the parts department of White 


Motor Co., and worked in all phases 
of the Englander dealership before 
he was named vice - president- 
comptroller. 

“Every day we open the doors, 
it costs us $800, and we’ve got to 
translate that into a successful en- 
terprise not only for us, but for our 
staff that now includes 16 persons 
in our service and parts depart- 
ment plus the office staff,” said 
young Englander. 

He and his father watch the serv- 
ice and parts operations closely, 
and have cut through many un- 
necessary frills. 

“We don’t do any advertising,” 
he added. “We’ve eliminated di- 
rect mail announcements, even 
for lube jobs. We sell service. We 
now are working at capacity in 
our service department, and our 
mechanics are each averaging 
five-to-six hours per week over- 
time. 

“Our work has increased to the 
point where we are planning to 
expand our service operations 
again. Our mechanics, who are 
nonunion, have been with us for 
years, and many of them are on a 
first-person speaking basis with 
customers who have come to us for 
years. 

“In fact,” said Englander, “we’ve 
become the trouble-shooters for the 
area. 

There’s no magic formula in the 
Englander success story. 

They constantly sell service. Said 
the senior Englander: 

“We mention our service with 
each sale. We close the sale with 
a Service reminder, and if neces- 
Sary, send the customer back to 
talk to our mechanics. We tell our 
customers that the best way to buy 
& new car is with service.” 

Credit is seldom extended. If a 
customer fails to heed the “cash” 
Signs posted, he is told “we pay 
our men each week, our bills by 
the month. It takes cash to do 
this. If the customer tells us he 
has forgotten his check book, we 
simply give him the bill, and sug- 
gest he send us the check when 
he gets home. As a result we have 
the barest minimum number of 
accounts receivable, 

“We have a minimum problem 
about neighborhood gasoline-station 
Service competition,” said the 
younger Englander. “It just doesn’t 
exist where we are concerned, and 
our overtime workload and our 
profit operation substantiate our 
claims.” 

He said he is on hand when cus- 
tomers pick up their cars following 
Service and can answer questions. 
If necessary, the mechanic is called 





Hood Rubber Announces 


Nylon Tubeless Tire 


AKRON.—A Premium “400” HM 
(Hi-Mileage) nylon tubeless car 
tire has been announced and put 
on the market by Hood Rubber Co. 


The new tire is said to combine 
longer mileage, greater safety and 
quieter riding. Motorists will be 
able to achieve 25 percent longer 
mileage and about six months’ 
longer tire life because of a %-inch 
wider tread and a 6 percent in- 
crease in tread depth, according to 
the company. 





offered only to those in a manage- 
rial capacity. 











into the conversation. All questions 
are answered honestly, and firmly. 

“Meeting customers at the time 
of their complaints has proven val- 
uable,” said Englander, “and we 
encourage our customers to take 
issue if they feel they have a justi- 
fiable complaint.” 

With a program of expansion 
underway, the firm is mindful of 
the large role that competent, 
qualified mechanics play. The serv- 
ice and parts department covers 
8,000 square feet, and although the 
work area means close quarters, 
there seems to be a minimum of 
discomfiture. 

Most service men are on salary, 
but the entire group enjoys all 
fringe benefits. Stock-option bonus 
to include mechanics is being con- 
sidered, although it is presently 


we installed the IBM setup, he 
went along without a question. 
Like all other employes who come 
into contact with customers, Sam 
Milicia is friendly, affable and 
industrious.” 

Sam, who weighs 300 pounds, 
started as a helper in the parts 
department and was personally 
trained for the job by young Eng- 
lander. 

Working alongside Milicia is a 
veteran of 40 years in the service 
field who is a “walking encyclo- 
pedia of parts. Together they make 
a magnificent team,” according to 
the Englanders. 

The dealership is planning to ex- 
pand its parts department, which 
now numbers 26,000 different units. 
This will be done to permit exten- 





Turmell-DeMarois Opens 


CUT BANK, Mont. — Alfred T. 
Turmell and Robert DeMarois have 
formed Turmell-DeMarois Co. and 
have been granted an Oldsmobile 
franchise. 


Significantly, the parts man- 
ager is a 19-year-old “qualified en- 
thusiastic worker” who, said Eng- 
lander, “is not afraid to tackle 
new methods of operations, When 


inder con- 
the read and your cor v 
trol. So don't risk life and limb on 
worn, dangerous shocks. Have youre 
checked regularly, starting — 
next time you visit your service ser 
tien or garage. 


If you need new shocks (and if you have gone anywhere 
20,000 miles on your present ones, you most peed 
tainly 6a ou want Gabriels. Gabriel 


be sure of getting 


way you'll not only man who knows what 


_. . you'll be dealing with a 


s talking about. : 
*ptey it safe. Have those shocks checked now. 


Also: The Gabriel Load-Absorber 


ABSORBERS 


OK BSORBERS 





We’ve done the spade work with eye-stopping 
ads like the one shown above . . . in TRUE, 
SPORTS ILLUSTRATED, SATURDAY 
EVENING POST, HOT ROD, MOTOR 
TREND, and MOTOR LIFE! Now . . . make 
the most of it by checking every car you get on 
the lift, and by reminding every motorist that 


THE GABRIEL COMPANY e Cleveland 15, 
GABRIEL OF CANADA, LTD. ¢ Toronto 14, Ontario 


1961 





Accent on Youth— 


Sam Milicia, parts manager at Englander 
Motors, Inc. (Rambler), Cleveland, is only 
19 years old. He's checking the firm's new 
parts inventory control system which uses 
IBM cards. 

e Er >t 
sion of its wholesale trade, Eng- 
lander said, but a spirited expan- 
sion is being held up until the com- 
pletion of another month’s run with 
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to complete the adjustment pe- 
riod we are now undergoing with 
our parts department,” declared 
the vice-president, “and then 
we'll have our program of a con- 
tinuous inventory check in opera- 
tion.” 

There is another close tie be- 
tween parts and service, The serv- 
ice manager is Anthony P. Milicia, 
uncle of the parts manager, For 
Tony, service is a continuing cam- 
paign to improve relationships with 
customers via the “quality route.” 
His mechanics are carefully select- 
ed, trained on the job, and encour- 
aged to specialize in the different 
phases of mechanical work. 

Advancement, too, is part of the 
Englander plan. A one-time service 
department employe, Carl Pacino, 
is now used-car manager, with 
Englander now realizing a 600-car 
turnover in the used-car depart- 
ment, compared with a 500-unit 
new car sale. 

Like the confidence it has built 
up in its service department, Eng- 
lander Motors is seeing its used- 


car sales increase—and the total 
result is a dealership operation that 
has built-in assurance of financial 
success. 


IBM records so that “we are oper- 
ating on a 45-day turnover of parts 
instead of the 90-day period. 

“We need at least 30 more days 


Ue 
SELL THE 
ae ee 
Tae 
CRACK UP” 
IDEA WITH 
GABRIEL! 


shock absorbers are primarily safety devices, 
designed to help keep his tires on the road and 
his car under control. 

Remember: every motorist who drives into 
your place of business wants safety for himself 
and his family. Gabriel shocks help provide 
safety for him . . . and sales for you! 


Ohio om e ‘ 
labrie 

BSORBERS 
SORBERS 











64 





AUTOMOTIVE NEWS, JULY 17, 1961 


‘That’s Hix-Green’s Policy .. . 


Service Offered at a Fair Price 


By Sally Pfeiffer 
Staff Correspondent 


ATLANTA, — Hix Green Buick 
Co, runs a successful service de- 
partment. There are no sensational 
or unusual] ideas in its day-to-day 
operation, But the company be- 
lieves in following consistently 
sound and fair business procedures. 


“Today most people have learn- 
ed that they have too big an in- 
vestment in a car to take a 
chance on its repair,” said Hix 
Green, president. “People want 
responsible and _ skillful service 
work, Our purpose is to give a 
customer the service he wants at 
a fair price.” 

For 21 years this policy has 
brought Atlanta and Georgia cus- 

tomers to the Buick dealership on 
traffic-heavy North Ave. near the 
Georgia Tech campus, Some fam- 
ilies have continued to come here 
throughout the ownership of as 
many as 35 Buicks. 

Tall, lean and long-experienced, 
Hix Green directs this operation 





from an office that overlooks the 
showroom, 

“Under a new-car dealership, a 
service department can’t provide a 
profit,” he said. “It did in war times 
and, though it does not show a 
profit today, it contributes to the 
overall profit of the dealership. If 
not, we’d have made drastic 
changes in our expense setup. 

“With supervision, necessary 
pickups and delivery of cars, there 
is no real profit. Our service de- 
partment is equally important in 
contributing to new and used-car 
sales. If a customer gets good serv- 
ice here, he’ll come back and buy 
another car from us. 

“First, you must get customers 
in,’ Green continued, “If you 
have no customers, there can be 
no service department for long. 
It’s almost as bad if customers 
come in only once and do not 
return, The main thing is to re- 
pair a man’s car quickly, have it 
ready at the promised time and 


do the work at a reasonable 
price.” 

This firm has a meeting of all 
department heads and assistants on 
the third Thursday of each month. 
Upon occasion other employes, such 
as the retail salesmen and the me- 
chanics, are asked to sit in. The 
meetings start at 6 p.m., lasting as 
short a time as possible. 

Meetings are alternated, with 
each department taking over. The 
service department leads most 
often because of its complexity: 
Problems are discussed, Coopera- 
tion is encouraged. For example, 
the sales department always can 
help the parts department. Such 
meetings have displaced the use of 
a suggestion box. 

Don H. Vance, general manager, 
said; “There’s a far better chance 
of doing a good job if all depart- 
ments know what each is trying 
to accomplish.” 

This company really fights to 
operate a good business. 

“A woman customer does not 


have to be an engineer and keep 
her guard up when she brings her 
car here,” Green said. “We do not 
intentionally sell her anything ex- 
cept what should be done. No one 
comes to a service department be- 
cause they like you. They come 
because they have something wrong 
with their car and want the car to 
get well, 

“We use no advertising agency. 
Our service department uses a 
constant soft sell. We follow up a 
repair job by keeping in touch 
with the owner and encouraging 
him to bring his car here for all 
work. This is done by mail at 
least once a month. 


“If he doesn’t call back or re- 


appear within five months, we call 
again or send him a double postal,” 
Green added. “With little effort he 
can mail back half of the card by 
answering a printed question that 
reads: ‘I have not brought my car 
in for service because 
and sign his name.” 
The large service department 
covers approximately 45,000 square 
feet under cover. In addition, there 
is an open parking space for ap- 
proximately 100 cars before and 
after service. There are 19 porters, 
including cleanup and polish men, 
12 general mechanics, two front- 


“Increased our car sales... added 
extra service customers!” 


‘**My particular thanks to Pennzoil for the benefits 

I have derived from the use of Pennzoil’s Follomatic 
and 36,000-Mile Warranty. Both of these merchandising 
ideas have been a real aid in increasing car sales 
and tying my customers to our Service Department. 


“T have found many advantages to the 
Pennzoil 36,000-Mile Warranty but the 
primary one is that it has helped me close many 
car sales that I might not have had otherwise.” 


, Bag Luar! 


HARRY GREEN, President 
. Harry Green Chevrolet, Clarksburg, W. Va. 


You, too, can cash in on Pennzoil’s 


“BIG 3” profit plans One, or all, of these plans, 
backed by Pennzoil performance, makes you more money. 





Follow-up Promotion 


System brings in 


customers oftener 
for more services. 


You get these advantages when you handle Pennzoil: supreme quality 
Pennsylvania oils and lubricants; merchandising that helps brighten 
your whole profit picture—in new and used car sales, and in bigger 


service orders. 


Pennzoil performance in your customers’ cars insures the 
satisfaction that makes it possible to capitalize fully 
on the business-getting programs built around it. 


Choose the money-making Pennzoil plans that best 
fit your problems. Write: Pennzoil, Oil City 2, Pa. 


G @ 


Lifetime Lubrication 
Program ties customers 
to your service 

for life of their cars. 











Custom-Tailored 
Warranty Program helps 
you sell more cars 

at better prices. 








One Order Coming Up— 


Homer Renfroe, service adviser at Hix 
Green Buick Co., Atlanta, greets a cus- 
tomer entering the firm's service area. 
Renfroe discusses work to be done and 
makes the notations on e repair order. 


end steering specialists, two lube 
technicians, three body men, two 
painters, one trim expert, four 
service advisers, a service manager, 
an assistant service manager and 
a shop foreman. 

“We say we open at 8 a.m.,” 
Green said. “By that we mean the 
reception staff is limited until that 
hour. There’s always. a man here as 
early as 7:30. He’s mighty import- 
ant. I don’t know anyone who 
knows how to handle the early 8 
to 9 a.m. rush. You can’t have 
enough people on full time to han- 
dle that, so our other employes, 
such as the service manager and 
his assistant, pitch in. Quick serv- 
ice is never separated, However, a 
mechanic is often taken from a job 
that is not pushing him for time 
to get a car rolling.” 

J. C. Richardson, service man- 
ager, finds that service advisers 
are key men. “One may have to 
ride outside with a car to diag- 
nose the trouble. He uses his 
judgment like a diagnostician. 
One big problem is not to run up 
a large bill. Yet, if you do only 
part of the necessary work, the 
owner must come back. Any time 
judgment is required, there can 
be errors. 

“We've trained most of the men 
working here. We look for a neat 

appearance, intelligence, a desire to 
learn and regular appearance at 
work. Drinking is not the problem 
it used to be. 

“Today cars are so complicated 
that an ordinary mechanic can’t 
handle them. Our servicemen are 
given constant refresher courses at 
the General] Motors Training 
School. I recall one applicant who 
said he was a mechanic but had 
not worked in five years. Actually, 
his knowledge was outmoded. He 
knew nothing about power steering, 
power brakes and refrigeration in 
cars. So we could not hire him.” 

Mechanics are on a flat-rate in- 
centive plan. A mechanic knows 
before he starts a job what it will 
pay him, A fast mechanic with 
proper tools of his own plus proper 
equipment in the shop can natur- 
ally earn more money than the 
flat-rate book indicates, said Green. 
The advantage to a dealership in 
well-paid mechanics is that it re- 
duces turnover and the cost of em- 
ploye training, he added. 

Richardson recently set up a 
program picked up from another 
dealer. The company gives three 
monthly prizes to the mechanics 
who sell the most extra, needed 
repair work. This is done by a 
mechanic’s taking a few mo- 
ments to inspect a car. Needed 
work is reported to the service 
adviser. Then the car owner is 
contacted. If the owner author- 
izes the work, it is considered 
sold. 

As a policy, Hix Green Buick 
does not encourage open accounts. 
It handles some company accounts 
and a few individual accounts this 
way when it’s a matter of conven- 
ience. There are two credit plans 
for budgeteers: GMAC and the Hix 
Green Acceptance Plan. All ac- 
counts are due and payable by the 


10th of the month following the 
last charge. 
As Green explains, “We do the 


work and we want the money for 
it. We are not a bit different from 
anyone else. All a firm can do to 
prevent dissatisfaction is to do the 
work promptly, economically and 
well. It’s a complicated process to 
fix a car today and no one can 
deliver perfection.” 
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Cadillac Dealer Pleases Customers... . 





Service Without Delay 
Is Lindburg’s Policy 


By Jack Bernstein 
Staff Correspondent 

ST. LOUIS. — Because Lindburg 
Cadillac, 4100 Leclede Ave., recog- 
nizes its customers and employes, 
it can boast one of the largest serv- 
ice businesses in 
the area. 

According to 
General Manager 
Harry B. Liggett, 

Lindburg’s “serv- 
ice is predicated 
on knowledge 
that people like 
to have automo- 
tive work prop- 
erly performed 
‘ without delay. 
S. Hinshaw Every minute a 
customer waits is 20 in his own 
mind.” 

There is virtually no turnover 
in the service department where 
the mechanics’ average longevity 
on Cadillac runs a little better 
than 15 years. 

For the last 20 years or so, Lind- 
burg Cadillac “has been striving 
for prompt and courteous service 
and immediate recognition.” 

In order not to keep the customer 
from waiting around, Lindburg has 
developed a very effective system 
to accelerate the work at the same 
time it maintains quality perform- 
ance. 

The service manager, Summers 
Hinshaw, heads a staff of 73 men 
who keep the traffic flowing. Some- 
times the department is overwhelm- 
ed. Hinshaw recalls a recent Tues- 
day morning when 106 car owners 
wanted work done on their ve- 
hicles. 

Five service advisers, or testers, 
working under the assistant serv- 
ice manager, spot the trouble and 
keep the floor moving. In an over- 
looking booth the control tower 
operator, who is also the shop 
foreman, expedites the flow. His 
assistant acts as a troubleshooter 
when mechanics run into prob- 
lems. 

There are 15 stalls at the service 
reception, enabling the company 
to take care of a lot of people at 
the same time. For smaller jobs, 
the service manager reserves two 
mechanics to handle anything less 
than an hour—adjustment of volt- 
age regulator, for example, How- 
ever, the same two men do not re- 
main in the reserve. Mechanics as- 
signed to these short jobs are 
rotated “to keep them from getting 
into a rut.” 

The “small job” department com- 
pares favorably with the “express 
lanes” in a supermarket where 
consumers with a few items don’t 
have to stand behind an individual 
with a month’s supply of food. 

Another distinctive feature of the 
Lindburg operation is an “appear- 
ance special” which demonstrates 
the type of work the company per- 
forms. These cars are usually 
grabbed up quickly since they get 
the same treatment as any recondi- 
tioned car there. 

The engine and the engine com- 
partments are cleaned and paint- 
ed. Everything under the hood is 
given close attention. And then 
upholstery is cleaned by scrub- 
bing. 

Since Lindburg Cadillac is on the 
way downtown, it experiences an 
early rush between 8 and 9, a little 
lull, and then another spurt from 
women between 10.30 to 11. The 
ladies are going shopping or to 
lunch. 

Lindburg provides transportation 
Via taxicabs because it has found 
this system to be cheaper and more 
convenient to customers, Previous- 
ly a limousine and a chauffeur were 
provided. However, once the car 





happy customers. Now there are 
direct telephone lines to the taxi- 
cab company. The cabs usually 
leave at 8:15, 9:15 and 10:15 a.m. 
and they offer “more flexible and 


There are three floors for serv- 
ice, with the general mechanical 
jobs done on the first. The second 
is reached by a ramp and there 
used cars are reconditioned, new 
machines are prepared for the 
customers and the polish and ap- 
























pearance work is done. The third 
floor has to be reached by ele- 

vator and includes paint and 
sheet metal work. 

An unusual apprentice program 
there insures steady employment. 
Three apprentices are trained at 
one time under the aegis of a top 
journeyman who is paid straight 
salary based on his previous earn- 
ings. This master mechanic super- 
vises the three boys, who are sent 
to ‘schools a half-day a week. This 
program is under the direction of 
the St. Louis Automotive Assn. and 
the union. 

The top journeyman works with 
them; he tells them and shows 
them. There is no schedule for the 
apprentices. If it takes them five 
hours to do a two-hour job, they 


are allowed all the time needed. 


How does Lindburg Cadillac pick 
its apprentices? 
“We select young fellows who 








Showing Service Progress— 





Service Control panel gives bird's eye view of progress at Lindburg Cadillac. Below 


are five ‘‘stalls"’ - desks used by service advisers. 


can qualify as a mechanic but, 
who we feel, can go beyond that 
classification,” Liggett pointed 
out, 

As an example, he cites the prog- 
ress of two apprentices. One be- 
came a service tester and the other 
a car distributor. There are also 
two in the sales department. 

“We look for aggressive, intelli- 


* * * 


gent and anxious young men who 
are recommended by trade schools 
or friends of the company, They 
usually have a year of mechanical 
training of some description and 
it normally takes them two to three 
years to become a journeyman,” 
Liggett noted. 

‘It has been company policy in 
the last 20 years for advancement 


Through General Motors Leadership... 
GM HARRISON 


From concept to completion, Harrison systematically applies the most 
rigorous standards of reliability to all its produets. Every one of them must 
meet the highest level of “measurable excellence”. That means every 
Harrison automotive produet—radiator, heater, defroster, thermostat, air 
conditioner or oil cooler—is built to do the job right. How is this achieved? 
Harrison insists on the highest standards in product designs, materials, 
manufacturing methods, and workmanship—a level of quality that is 
constantly being maintained by a system of scientific controls that cover 
every phase of produet development and production. So, if you have 
temperature control problems— passenger comfort or vehicle efficiency — 


OFFERS 
A, NEW 


LEVEL OF 


RELIABILITY 


look to Harrison, the leader in reliability. 
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to come from within the company,” 
he added. “We very seldom hire a 
mechanic. We make our own.” 

The men work on flat rate 
service because they can mate- 
rially earn greater than the 
hourly rate of pay. Another rea- 
son for the efficiency is that the 
mechanics are continually sent to 
school, either as a refresher or 
to learn new developments in the 
industry. 

Hinshaw explained that many 
were sent to classes on air-condi- 
tioning. Key personnel was sent to 
a class on the new models while 
others attended a general class. 
Most mechanics at Lindburg “do 
everything but some of the old- 
timers are specialists.” 

To keep the customers staggered 
remains a problem for every serv- 
ice shop. Lately, Lindburg has been 
stressing ‘““phone for an appoint- 
ment” in its advertising. As a re- 
sult, the service personnel has been 
able to schedule work and space 
out the jobs somewhat evenly, 

“In certain cases, it has helped 
tremendously. It educates the pub- 
lic that they should call ahead of 
time in order to get better serv- 
ice,” Hinshaw declared. 








Harrison Automotive Radiators— 
designed and built to General Motors 
standards of quality and value. 





AUTOMOTIVE RADIATORS « OIL COOLERS » THERMOSTATS « AIR CONDITIONERS « HEATERS ¢ DEFROSTERS 


HARRISON RADIATOR DIVISION, GENERAL MOTORS CORPORATION, LOCKPORT, NEW YORK 


Studebaker 
launches a 
new line of 
Quality-built 
cars and trucks 
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TO THE SUCCESSFUL BUSINESSMAN WHO WOULD: 


You will find exactly 
the opportunity you 
have been seeking 
in Studebaker's 
vigorous expansion 
program 


bebe 


“Studebaker today is a world-wide industrial complex 
of diversified expanding interests. Our Corporation 
is constantly moving into new fields of opportunity 
on a sound financial basis. This is the solid founda- 
tion on which our 109-year old Automotive Divi- 
sion is based—the footing that assures Studebaker 
and its dealers the security of uninterrupted conti- 


nuity now and in the years gt iP, 


Sherwood H. Egbert, President 


THIS IS STUDEBAKER...GROWING! 


MAKER OF AMERICA’S BEST-BUILT CARS AND TRUCKS 





THESE DIVERSIFIED DIVISIONS, 
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Big things are happening at Studebaker—make no mistake! 
| Under the dedicated leadership of a new, aggressive, 
) growth-minded management team, exciting programs have 
been created to capture for Lark, Hawk and Studebaker 
trucks substantially larger shares of the automotive market. 

These call for re-designed and customer-oriented Larks 
and Hawks, each featuring advances unique in their price 
) classes. 

Advertising, merchandising and promotion programs 
are being integrated—stepped up—given a fresh, new look 





—more sales power! 





: Clarke Floor Machine Division 


dual: BFirst name in industrial, commer- 
cing @Cial and institutional floor main- 
and tenance equipment and Quality 
‘den, @S4nders, sweepers, scrubbing 


ions. @"d polishing machines. 








Chemical Compounds Division 


Manufacturer of Quality spe- 
cialized additives — “Blitz” for 
engine fuel; “STP” for engine 
oil to reduce friction and oil con- 
sumption, prolong engine life. 


D|LIKE TO GROW WITH A GROWING ORGANIZATION 


The one thing that will remain unchanged is the tradi- 
tional Quality that has always distinguished Studebaker- 
built products! 

This tradition, going back 109 years, produces very tan- 
gible results for Studebaker dealers. One example: average 
preparation costs of Studebaker-built cars and trucks are 
far below the industry average. 

Economists predict a continually-expanding economy. 
Every Division of Studebaker’s well-knit complex of 
growth industries and businesses is geared to profit and 
further growth. We have the facilities and the products and 





Gering Plastics Division 


Volume producer of Quality 
thermoplastic molding com- 
pounds, polyethylene sheeting; 
maker of Tidy-Mat household 
and floor mats and shelf liners. 


we have the incentive to capitalize on our great potentials. 
We are on our way! 

Excellent franchise opportunities are available for ag- 
gressive enterprising businessmen in Studebaker’s exciting 
new program of expansion. This is your chance to share in 
a most unusual profit opportunity...in Studebaker’s inev- 
itably deeper market penetration...in short your chance to 
grow with a growing organization. Write today to Mr. Frank 
Suslavich, Vice President and General Sales Manager, Stude- 
baker, South Bend 27, Indiana. Information regarding this 
most important business opportunity will be sent promptly. 


Plants 
and Affiliates in: 


SN 


Argentina 
Australia 
Belgium 
Canada 
Chile 
England 
Israel 

Italy 
Mexico 
South Africa 
Switzerland 


Mercedes-Benz Sales Division 


U.S. distributor of Mercedes- 
Benz Quality gasoline and die- 
sel motor cars and busses and 
DKW and Auto-Union front- 
wheel drive automobiles. 














9 760 
8 Sept. 


Aug. 
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Prices marked with an asterisk 
indicate a unit equipped with an 
automatic transmission or over- 
drive, and (ps) indicates power 


steering. ce 


* 
WAREHOUSE POINT, CONN. 


Southern Auto Sales, Inc. Sale every 
Wednesday. Prices are for sale of July 5. 


BUICK—’57 RM 4-dr. Riviera, $370* (ps). 


OCADILLAC—’60 (62) Coupe de Ville, $3,- 
525° (ps). 

CHEVROLET—’61 Corvair Monza (6) 4- 
dr., $1,985*. 

’60 Parkwood (8) 4-dr., $1,880*; Brook- 
wood (6) 4-dr., $1,620. 

’59 Impala (8) conv., $1,620* (ps); 
Air (8) 4-dr., $1,220*, $1,200*, $1,- 
195; Bel Air (6) a" $1,010*; Brook- 
wood (8) 4-dr., $925. 

58 feels, (8) sport coupe, $1,275*; Bis- 
cayne (8) 4-dr., $985* (ps); Brook- 
wood (8) 4-dr., $975*; Bel Air (8) 
4-dr., $887* (ps); Delray (8) 4-dr., 
$710*. 

’57 Bel Air (8) sport sedan, $845*; One- 

6) 2-dr., $575. 

‘ab twroten (8) sport coupe, $600*; One- 

fifty (6) 2-dr., $400, $350. 


CHRYSLER—’57 Saratoga 2-dr. hardtop, 
$715* (ps). 
DeSOTO—’59 Firedome 2-dr. hardtop, $1,- 


260* (ps). 

"57 Firesome 2-dr. hardtop, $475* (ps). 

DODGE — ’57 Coronet (8) 2-dr. hardtop, 
$400*. 

FORD—’60 Thunderbird (8) 2-dr. hardtop, 
$2,600* (ps); Country Sedan (8) 4-dr., 
$1,720* (ps); Galaxie (8) Starliner, 
$1,530*; 4-dr. Victoria, $1,437* (ps). 

’59 Country Sedan (8) 4-dr., $1,310*, 
$1,200*, $1,195*; Fairlane (6) 4-dr., 
$1,010; Fairlane (8) 2-dr., $950*; 
Custom 300 (6) 2-dr., $910. 

’58 Fairlane 500 (8) Skyliner, $915* 
(ps); 4-dr. Victoria, $835*; Fairlane 
(8) 2-dr., $675*. 

’57 Country Squire (8) 4-dr., $770* (ps); 
Custom 300 (8) 4-dr., $600*, $550*; 
Ranch Wagon (6) 2-dr., $525; Fairlane 
500 (8) 4-dr. Victoria, $525* (ps). 

’56 Custom (8) 4-dr., $375* (ps); Ranch 
Wagon (8) 2-dr., $350; Ranch Wagon 
(6) 2-dr., $100; Main (6) 2-dr., $250. 


IMPERIAL — ’55 Imperial 2-dr. hardtop, 
$415* (ps). 
LINCOLN — ’59 Premiere 4-dr., $1,760* 


(ps). 

56 Premiere 4-dr., $235* (ps). 
MERCURY—’58 Park Lane 2-dr. hardtop, 

$735* (ps). 

’55 Monterey 2-dr. hardtop, $275* (ps), 

$180; Montclair 4-dr., $175. 
OLDSMOBILE—’58 (98) 4-dr. Holiday, $1,- 
210* (ps); (88) 2-dr., $850*. 

’56 (88) 4-dr., $450*. 

’55 (88) 2-dr. Holiday, $200* (ps). 
PACKARD—’ 33 4-dr., $250. 
PLYMOUTH—’59 Savoy (8) 4-dr., $950*. 

*58 Suburban (8) Deluxe 2-dr., $510* 


(ps). 
’57 Belvedere (6) 2-dr., $580*; Savoy 
(8) 4-dr., $490*, $325*. 
56 Plaza (8) 2-dr., $440*; Suburban 
(8) Deluxe 2-dr., $160* (ps). 
PONTIAC—’60 Ventura 4-dr. Vista, $2,000* 


(ps). 
°59 Catalina 4-dr.., $1,450* (ps). 
’57 Star Chief 4-dr, Catalina, $445* (ps). 
’56 Chieftain 4-dr. Catalina, $365*. 
STUDEBAKER—’56 Golden Hawk (8) 2- 
dr. hardtop, $445. 
’54 Champion (6) 2-dr., $175*. 
MISCELLANEOUS—’60 Chevrolet (6) 
ton panel, $790. 
°57 Ford (6) Ranchero, $490. 
'55 Chevrolet (6) %-ton pickup, 
(6) panel, $145. 
53 Ford (8) %-ton pickup, $185; 
%-ton pickup, $160. 


1- 


$325; 
(6) 


FLINT 


Flint Auto Auction. Sale every Wednes- 
day. Prices are for sale of July 5. The de- 
mand for used cars at this time of year 
is rather unusual and that the market will 
maintain the usual pace. Sold 93 cars from 
169 consignments. 

BUICK—’60 Invicta 2-dr. hardtop, $2,700* 
(ps); Electra 4-dr., $2,175* (ps). 

"59 Invicta 4-dr., $1,600* (ps); LeSabre 

2-dr. hardtop, $1,430*; 2-dr., $1,380*. 

’58 Special 2-dr. Riviera, $935*. 

"57 Century 4-dr. Riviera, $845* 

$790* (ps). 

"56 RM 4-dr. Riviera, $485* (ps); Spe- 

cial 4-dr. Riviera, $400*. 
OADILLAC—’59 (62) 2-dr. hardtop, $2,- 
850*- (ps). 

"58 (62) 4-dr., $1,630° (ps). 

*57 (62) Coupe de Ville, $700* (ps). 
CHEVROLET—’61 Impala (8) conv., $2,- 

550*; Bel Air (8) 2-dr., $1,965; Bis- 
cayne (8) 2-dr., $1,710. 


(ps), 
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Average Price of Used Cars Sold at Auction 


(Oompiled by Automotive News from Auction Reports.) 
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*60 Impala (8) conv., $1,870; Biscayne 
(8) 4-dr., $1,555, $1,520* (ps), $1,115*; 


Biscayne (6) 2-dr., $1,440*, $1,365; 
Corvair 700 (6) 4-dr., $1,350; 2-dr., 
$1,230. 

’59 Impala (8) 4-dr. hardtop, $1,600* 


(ps); Parkwood (8) 4-dr., $1,355*; Bel 
Air (8) 4-dr., $1,285*; Brookwood (8) 
4-dr., $1,080; Biscayne (8) 2-dr., $1,- 
030*. 

’58 Brookwood (8) 4-dr., 
Biscayne (8) 2-dr., $775*. 

’57 Corvette (8) conv., $1,790*; One-fifty 
(6) 2-dr., $630*, $630; Two-ten (6) 
station wagon 4-dr., $500*. 

56 Two-ten (8) station wagon 4-dr., 
$525*; 2-dr., $450*; Bel Air (8) 4-dr., 
$510*; 2-dr. hardtop, $510*; Hearse, 


$800* (ps); 


ALABAMA 





JOHNSON AUTO 


AUCTIONS 
Huntsville, Ala.—Friday 
100% Insured—No Registration Fee 








LUCA D, the Dealers’ Directory 
to Leading Auto Auctions. 








COLORADO 


Colorado Auto Auction 
4285 So. Santa Fe, Littleton, Colorado 
Phone: SU |-782I 
SALE EVERY TUESDAY 
11:00 A.M. 


George A. Lamb Norman Early 
Owners & Operators 
MILL NACE, General Manager 
Dealers Only 
Write for FREE Market Reports. 











CONNECTICUT 





NEW ENGLAND'S OLDEST 
AND BEST 
Dealers Auto Exchange in our I5th Year of 
Continuous Operation. 
DUAL LANE SALE 
Sales every Wed.—11:30 A.M. 


Sevthern Auto Sales, Inc. 
Warehouse Point, Conn. 





FLORIDA 


DAYTONA BEACH — Florida Auto 
Auction. City Airport. Tues. 10 
A.M. Dealer-owned. Dealers only. 


MARYLAND 


BEL AIR—Bel Air Auto Auction. Ti- 


tles, checks guaranteed. Cars group- 
ed. Thur., 12 noon. Established 1947. 





For buying, selling, trading ANY- 
THING automotive, Automotive 
News Waat Ads get quick results! 
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Prices of ’61s added and ’53s dropped in November, 1960. Prices of '60s and '52s dropped in December, 1959. 
Figures alongside bars represent dollars. 


DODGE—'57 Coronet (8) 4-dr., $205*. 

FORD—’60 Thunderbird (8) conv., $2,925* 
(ps), $2,660* (ps); Galaxie (8) conv., 
$1,995* (ps), $1,850*, $1,775* (ps); 
Fairlane 500 (8) 4-dr., $1,450*; Falcon 
(6) 4-dr., $1,425*; 2-dr., $1,325. 

’59 Ranch Wagon (8) 4-dr., $1,075; Cus- 
tom 300 (8) 4-dr., $990*; Fairlane (8) 
2-dr., $935*. 

"58 Custom (8) 2-dr., $725; 
Sedan (8) 4-dr., $615*, $615* 

’56 Fairlane (8) conv., $395*; 
Wagon (8) 2-dr., $360*, $280. 

OLDSMOBILE—’61 F-85 4-dr., $1,970*. 

’60 (98) conv., $2,625*; (88) 4-dr., $2,- 
350* (ps).. 

’58 (88) 2-dr. Holiday, $1,800* (ps). 

’57 (88) 2-dr., $720* (ps).. 

’56 (88) 4-dr. Holiday, $440*, 


Country 
(ps). 
Ranch 


MICHIGAN 


State Fair 


Auto Auction, Inc. 
OF GREATER DETROIT 
@ Open Daily 9-5, 








SALE Mon. 9 am-11 pm 
EVERY for Auction 
TUESDAY Reservations. 
AT 11 A.M. | @ Checks & Titles 
Guaranteed. 


@ Auto Auction Report Weekly. 
@ Big Jackpot Cash Prize. 
@ Michigan's Fastest Dual Lane Sale. 


19745 Ralston, Detroit 3, Michigan 
(Near Woodward & State Fair Aves.) 


TO 9-4660 
NOW! Special Truck Lane 
°* Every Tuesday, 11 a.m. 


DETROIT'S 
Oldest, Largest and Very Best 
Wednesday at Noon 


19241 Dix—Toledo Highway—Route 25 
Just 2 mile from Detroit City Limits 


MELVINDALE, MICHIGAN 
PHONE: DUnkirk 3-0150 
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@ 1961, by Automotive News 


PLYMOUTH—’60 Valiant (6) V-200 4-dr., 
$1,450*, $1,240, $1,190; station wagon 
4-dr., $1,340. 

’57 Savoy (8) 4-dr., 
(8) 4-dr., $320*. 
’56 Belvedere (8) 4-dr., $180*., 

PONTIAC—’60 Ventura sport coupe, §$2,- 
350* (ps); Bonneville 4-dr, Vista, $2,- 
325* (ps); Catalina sport coupe, $1,- 
775°, 

’58 Chieftain 4-dr., $975*. 
’57 Star Chief 2-dr. Catalina, $600*. 
’56 Chieftain 2-dr, Catalina, $105* (ps). 

— American (6) Super 2-dr., 
950*, 

’59 American (6) Super 2-dr., $800. 

‘57 Super 4-dr., $425*, 
STUDEBAKER—’61 Lark 2-dr., $1,560*. 

’60 Lark station wagon 4-dr., $1,150. 


$405*; Belvedere 


$125. 
ia 5 tee Reena peepee IR eee mere ee Ee en 





NEW JERSEY 


N-A-D-E 
aT ead) a a 
OVER 


TY KO Ce 


EVERY WEEK LANES 








Minutes from New York City 





EXCLUSIVELY FOR AUTO DEALERS 


INSURED PICKUP AND 
DELIVERY SERVICE 


MINIMUM RATES 


We issue auction checks— 
Guarantee titles. 
Dual Lane Sale—4 Auctioneers 
Insured By + 
AUCTION INSURANCE AGENCY, 
Birmingham, Alabama 


EVERY TUESDAY AT NOONI 


ON ROUTE 46 
CALDWELL TOWNSHIP, N. J. 


CApitol 8-0100 for Reservations 





Overstocked? Inventory Unbalanced? 
Top Heavy with Hard-to-Sell Items? 
Need Some Creampuffs Fast? 


Dealer avto auctions listed here hold the answer to your used-car problems. 
Consult this page each week for the nation's top auto auctions. 













MISCELLANEOUS — ’59 Chevrolet %-ton 
pickup, $875. 


DETROIT 


Aptco Auto Auction, Sale every Wed- 
nesday. Prices are for sale of July 6. 
BUICK—’59 LeSabre conv., $1,615* (ps). 
CADILLAC—’59 (6) 2-dr. hardtop, §$2,- 

780* (ps). 

CHEVROLET—’60 Impala (8) sport sedan, 
$2,085* (ps), $1,760* (ps); sport coupe, 
$1,900*; Corvair Monza (8) 2-dr., $1,- 
680; Bel Air (8) 4-dr., $1,605*; 2-dr., 
2 at $1,525*; Bel Air (6) 2-dr., $1,- 
495. 

’59 Impala (8) conv., $1,590* (ps), $1,- 
530* (ps); sport coupe, $1,490*; Brook- 
wood (8) 4-dr., $1,315*. 

"58 Bel Air (8) sport sedan, $940* (ps). 

‘57 Two-ten (8) station wagon, $690; 
Two-ten (6) 4-dr., $455. 

’56 Bel Air (8) sport coupe, $615*; Bel 
Air (6) 2-dr., $320; Two-ten (8) 4-dr., 
$475. 

COMET—’61 Comet 2-dr., $1,730*. 

"60 Comet 4-dr., $1,500*; 2-dr., $1,490. 
DODGE—’61 Lancer 770 (6) 4-dr., $1,860*. 

’60 Phoenix (8) conv., $1,980* (ps); Pio- 
neer (8) station wagon, $1,450; 4-dr., 


aid neds 


$1,350*. 
FORD—’60 Galaxie (8) conv., $1,875* (ps), 
$1,825* (ps); 4-dr. Victoria, $1,820* 


(ps), $1,610*; 4-dr., $1,625*; Country 
Sedan (8) 4-dr., $1,550; Fairlane 500 
(8) 4-dr., $1,445*, $1,360*; 2-dr., $1,- 
395*; Fairlane 500 (6) 2-dr., $1,300. 
'59 Galaxie (8) conv., $1,400* (ps), $1,- 
375* (ps); 4-dr. Victoria, $1,380* (ps); 
Custom 300 (6) 2-dr., $950*, $930, 
$850*; Custom 300 (8) 2-dr., $935. 
’58 Country Squire (8) 4-dr., $1,000*; 
Country Sedan (8) 4-dr., $890* (ps), 
$825*; Custom 300 (8) 4-dr., $680*. 
’57 Fairlane 500 (8) 4-dr., $500*; Custom 
300 (8) 2-dr., $475*; Custom (6) 2-dr., 
$300*. 
’56 Fairlane (8) 4-dr., $575* (ps), $310* 
(ps); 2-dr. Victoria, $300*. 
MERCURY—’60 Monterey 2-dr., $1,430. 
OLDSMOBILE — ’59 (88) conv., $1,690* 
(ps); 2-dr., $1,565*. 

’56 (98) 4-dr., $385* (ps). 
PLYMOUTH—’60 Belvedere (8) 4-dr., $1,- 
350*; 2-dr., $1,150, 

’59 Suburban (8) 4-dr., $1,175* 
Savoy (6) 2-dr., $760. 

"57 Belvedere (8) 2-dr. hardtop, $670*, 

"56 Fury (8) 2-dr. hardtop, $360*. 

’55 Savoy (8) 2-dr., $225. 

PONTIAC — ’61 Catalina conv., $2,700* 

(ps), 

’60 Catalina 4-dr., $2,000*. 


(Continued on Page 59, Col. 1) 


(ps); 


NEW YORK 


NEW YORK STATE'S OLDEST 
NATIONALLY KNOWN 


TIM ANSPACH INC. 
Dealer Aute Auction 


Albany 5, N. Y. 

Monday — I] O'Clock 
80 car sale average 
All Titles and Checks Guaranteed 


Eve 





’ 


LAFAYETTE—Syracuse Auto Auction, 
Center of Empire State. Check and 
Title Protection. (Wed.) 








NORTH CAROLINA 


RALEIGH — Mann’s Auto Auction 
Sale, Rt. 5. Ph. 3-1564, Titles & 
checks guaranteed. Mon. 10 A. M. 


OHIO 


AKRON—A-1 Auto Auction, U. S. 224, 
PL 3-6643, Titles, Checks guaran- 
teed. Ea. week, Tues., Thurs., 12:30. 











PENNSYLVANIA 
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‘Four: 
OF -A- 
KinD 


TO BEAT A 
FULL HOUSE 


More and more clean cars . . . a higher 
and higher percentage sold . . . has drawn 
a larger and larger “full house” of active 
buyers every Friday at the Manheim Auto 
Auction. 

We have to have “four-of-a-kind” to beat 
it... se now there are 


Four ACTION-PACKED LANES 

at the largest avto auction in the world 

The winner? Our customers, of course. Be 

aa poe sgl ~ Py at an ond get 

home cartier then ever before! . 

SALE EVERY FRIDAY AT 10 A. M. 

Guaranteed Titles © Auction Checks Issued © 

®@ Ladies’ TV Lounge 

Restavrant Featuring Lancaster County ~ 

Home Cooking b 


Manheim Auto Auction, Inc. 


ON ROUTE 72 « MANHEIM, PA. 
MOhawk 5-2401 
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Used-Car Auction Prices 





(Continued from Page 68) 


157 Star Chief 4-dr., $605*. 

56 Star Chief 4-dr. Catalina, 
Chieftain Safari 4-dr., $550*, 

MISCELLANEOUS — ’59 Chevrolet 
Apache carryall, $960, 


LOS ANGELES 


Harold Henry’s Los Angeles Dealer Auto 
Auction. Sale every Tuesday, Prices are 
for sale of July 6. 

BUICK—’59 LeSabre 2-dr. hardtop, $1,835* 
(ps); 4-dr., $1,620* ‘ps); 2-dr., $1,- 
560* (ps). 

’57 RM 4-dr. Riviera, $855* (ps); Cen- 

tury 2-dr. Riviera, $765* (ps). 

'56 Special 4-dr. Riviera, $460*, $435*. 

55 «Super 2-dr. Riviera, $410* (ps); 

Century conv., $405* (ps); 4-dr. Rivi- 
era, $280* (ps); RM 2-dr. Riviera, 
$395* (ps); Special 4-dr., $210*. 

54 Special 2-dr. Riviera, $265*. 


$555*; 
(8) 


’53 Super 4-dr., $165* (ps). 
CADILLAC—’60 de Ville 4-dr. hardtop, 
$4,435* (ps); 2-dr, hardtop, $3,940* 
(ps); (62 )4-dr. hardtop, $4,150* (ps), 
$4,145* (ps); 2-dr. hardtop, $3,825* 
(ps), $3,755* (ps). 


59 de Ville 2-dr. hardtop, $3,480* (ps). 
$3,325* (ps), $3,135* (ps); 4-dr. hard- 
top, 2 at $3,385* (ps); (62) 2-dr. 
hardtop, $3,460* (ps), $3,350* (ps), 
$3,310* (ps); 4-dr., $2,785* (ps), $2,- 
710* (ps). 

58 (62) Sedan 
$2,280* (ps), 
Ville, $2,300* 

57 (62) Coupe 
conv., $1,575* 
$1,555* (ps); 
(ps), $1,515* 
Special 4-dr. 
$1,285* (ps). 

'56 (62) Sedan de Ville, $1,350* 
Coupe de Ville, $1,055* (ps); 
$785* (ps); Eldorado conv., 


(ps). 

155. (62) Coupe de Ville, $1,060* (ps); 
conv., $855* (ps). 

54 (62) 2-dr. hardtop, $860, $535; 4-dr., 
$485; (60) Special 4-dr., $800, $600. 

53 (62) Coupe de Ville, $285. 

CHEVROLET—’'61 Impala (8) sport coupe, 

$2,565* (ps), $2,525*; Corvair Monza 
(6) 2-dr., $2,135*, $2,085. 

760 Impala (8) sport coupe, $2,185* (ps), 


de Ville, $2,335* (ps), 
$2,125* (ps); Coupe de 
(ps), $2,085* (ps). 

de Ville, $1,700* (ps); 
(ps); Sedan de Ville, 
2-dr, hardtop, $1,525* 
(ps), $1,395* (ps); (60) 
hardtop, $1,490* (ps), 


(ps); 
conv., 
$1,060* 


$2,100; sport sedan, $2,085* (ps); 
Parkwood (8) 4-dr., $2,110* (ps); 
Corvair 700 (6) 4-dr., $1,485*. 

59 Corvette (8) conv., $2,485, $2,480; 
Impala (8) sport coupe, $1,790* (ps), 
$1,745* (ps), $1,620; 4-dr., $1,665* 
(ps); Bel Air (6) 2-dr., $1,195; Bel 
Air (6) 2-dr., $1,150*; Biscayne (6) 
2-dr., $1,120, $1,025. 

‘58 Impala (8) conv., $1,185*; sport 
coupe, $1,110* (ps); Biscayne (8) 4- 
dr., $960*, $785*; Delray (8) 4-dr., 
$935*. 


57 Bel Air (8) conv., $950* (ps); 4-dr., 
$865*, $775*; sport sedan, $800* (ps); 
Bel Air (6) 4-dr., $615*; Two-ten (8) 
station wagon 4-dr. (9 pass.), $910*; 
(6 pass.), $790* (ps); One-fifty (6) 
2-dr., $680; utility sedan, $595. 

56 Bel Air (8) sport sedan, $785* (ps); 
sport coupe, $625*; Two-ten (8) 2-dr., 
$630, $505*; Two-ten (6) station wag- 
on, $465*; One-fifty (6) 2-dr., $475, 
$355; One-fifty (8) 4-dr., $445*. 

‘55 Bel Air (8) sport coupe, $635* (ps), 
$635*, $465*; 4-dr., $500*, $445*; Bel 
Air (6) 2-dr., $550*; Two-ten (6) 4- 


dr., $505, $360; Delray, $485*; 2-dr., 
$395; Two-ten (8) 4-dr., $435; Delray, 
$350; Nomad (8) 2-dr., $480*; One- 
fifty (6) 2-dr., $375. 

54 Bel Air 4-dr., $425, $200; 2-dr., 
$385*; station wagon 4-dr. (8 pass.), 
$335* (ps). 

53 Two-ten 4-dr., $250, $150; Bel Air 
4-dr., $230, $150; 2-dr.., $140*. 

"52 Deluxe 4-dr., $170*. 


’50 Deluxe 4-dr., $125*. 

"41 Deluxe 2-dr., $275. 
CHRYSLER—’59 Windsor 2-dr. 

$1,710* (ps). 

*57 NY 4-dr., $740* (ps). 
COMET—’61 Comet 2-dr., $1,665. 
DeSOTO—’57 Firesweep 4-dr., $595* (ps). 
DODGE—’59 Royal (8) 4-dr. hardtop, $1,- 

740* (ps); Coronet (8) 4-dr., $1,475* 
(ps). 
*58 Custom Royal (8) 4-dr. hardtop, $1,- 


hardtop, 


015* (ps). 

’56 Royal (8) 2-dr. hardtop, $450*. 

85 Coronet (8) 2-dr. hardtop, $335* 
(ps). 


"53 Meadowbrook 4-dr., $125. 

EDSEL—’58 Pacer conv., $780* (ps); 4- 
dr., $685* (ps). 

FORD—'61 Thunderbird (8) 2-dr. hardtop, 
$4,005* (ps), $4,000* (ps), $3,850* 
(ps), $3,825* (ps); Galaxie (8) Star- 
liner, $2,335; 4-dr, Victoria, $2,300* 
(ps); Falcon (6) Futura, $2,040*. 

'60 Thunderbird (8) conv., $3,035* (ps); 
2-dr. hardtop, $3,035* (ps); Country 
Sedan (8) 4-dr., $1,880*; Galaxie (8) 
conv., $1,875*; 4-dr. Victoria, $1,825* 
(ps), $1,785* (ps), $1,685* (ps); Star- 


liner, $1,810* (ps), $1,785; Fairlane 
500 (8) 4-dr., $1,500*; Falcon (6) 
2-dr., $1,485*, $1,395; Fairlane (6) 


2-dr., $1,430*, $1,300. 
‘59 Thunderbird (8) conv., $2,630* (ps); 


2-dr. hardtop, $2,605* (ps), $2,515* 
(ps), $2,425* (ps); Fairlane 500 (8) 
2-dr. Victoria, $1,630* (ps); Galaxie 


(8) 4-dr., $1,565* (ps); 2-dr, Victoria, 
$1,420* (ps); Ranch Wagegn (8) 4-dr., 
$1,430; Ranch Wagon (6) 2-dr., $1,- 
305; Custom 300 (6) 2-dr., $1,000. 
58 Fairlane 500 (8) 2-dr, Victoria, $1,- 


225* (ps); 4-dr, Victoria, $1,005; 
Country Sedan (8) 4-dr., $1,170* (ps); 
Custom 300 (8) 2-dr., $760*, $565; 


3 Ranch Wagon (6) 4-dr., $685. 

57 Country Sedan (8) 4-dr, (6 pass.), 
$925* (ps), $845* (ps), $735*; (9 
Pass.), $785*; Fairlane 500 (8) 2-dr. 
Victoria, $910* (ps); 2-dr., $640; Cus- 
tom (6) 2-dr., $400. 


Lancia—’61 2-dr., 
Simca—’59 2-dr., $300. 
Volkswagen—’61 conv., 


Citroen—’59 4-dr., 
Fiat—’58 600 conv., 
Isetta—’58 1-dr., 
Mercedes-Benz—’56 220S 4-dr., $1,225. 
Renault—’61 Dauphine 4-dr., 


Alfa-Romeo—’60 2000 roadster, 
Austin-Healey—’54 roadster, 
MG—’50 roadster, 
Peugeot—’59 4-dr., 
Renault—’59 4-dr., 
Triumph—’58 TR-3 roadster, 


Renault—’60 4-dr., 


Vauxhall—’58 4-dr., 
Volkswagen—’60 2-dr., 


Renault—’59 4-dr., 


Volkswagen—’ 60 


Jaguar—’60 2-dr., 
Opel—’58 2-dr., 
Renault—’59 4-dr., 
Simca—’59 4-dr., 


Auctin-Healey—’59 Sprite, 
Ford (English)—’59 Anglia 2-dr., $425. 
Hillman—’57 Minx conv., $295. 
MG—’59 MGA roadster, $1,060. 
Metropolitan—’55 2-dr., $325, $245. 





‘56 Country Sedan (8) 4+dr. (9 pass.), 
$560; Fairlane (8) conv., $525* (ps); 
4-dr., $435*; 2-dr. Victoria, $430*; 
Custom (8) 4-dr., $425*; Main (8) 
2-dr., $385; Ranch Wagon (8) 2-dr., 

5 $365*. 

55 Country Squire (8) 4-dr., $390* (ps); 
Fairlane (8) 2-dr. Victoria, $340*; 
2-dr., $335; Country Sedan (8) 4-dr., 

1.9285"; Main (6) 2-dr., $275. 

: 54 Custom (6) 2-dr., $155*; Main (8) 
2-dr., $125. 
= IMPERIAL—'60 Imperial 2-dr. hardtop, 


$3,570* (ps). 


Morretti—’60 750 
Renault—’59 Dauphine 4-dr., $555. 
Simca—’59 4-dr., $525. 


’59 Imperial 4-dr. hardtop, $2,585* (ps). 

’58 Imperial 2-dr. hardtop, $1,590* (ps); 
Crown conv., $1,585* (ps). 

’57 Imperial 4-dr, hardtop, $1,385* (ps). 

’51 Imperial 4-dr., $150* (ps). 

LINCOLN—’60 Continental Mark V 4-dr., 

$3,550* (ps). 

’59 Continental Mark 1V 2-dr. hardtop, 
$2,800* (ps). 

’57 Premiere 2-dr. hardtop, $1,375* (ps), 
$1,200* (ps), 2 at $1,135* (ps), 
$1,000* (ps); 4-dr. hardtop, $1,110*. 


’56 Premiere 2-dr. hardtop, $785* (ps), 
$660* (ps). 
MERCURY—’58 Colony Park 4-dr., §$1,- 
180* (ps). 
*57 Monterey conv., $635* (ps); 2-dr., 
$560* (ps). 
’56 Montclair 2-dr. hardtop, $475*, $415* 
(ps). 
55 Montclair 4-dr., $490*, $445* (ps); 


Monterey station wagon 4-dr, (9 
pass.), $420* (ps). 

’54 Monterey 4-dr., $285*, $165* (ps); 
station wagon 4-dr. (9 pass.), $285*; 
2-dr. hardtop, $280*, $210*, $205* 
(ps), $145*. 

OLDSMOBILE — ’61 (88) 2-dr., $2,585* 


(ps); F-85 4-dr., $2,300*. 
"60 (98) 4-dr., $2,200* (ps). 
59 (88) Super 4-dr., $1,980* (ps), $1,- 

755* (ps). 

58 (88) Super 4-dr. Holiday, $1,280* 
(ps); (98) 2-dr. Holiday, $1,250* (ps). 

’57 (88) 4-dr. Holiday, $635*. 

’56 (88) Super 4-dr. Holiday, $655* (ps), 
$585* (ps); (88) 2-dr. Holiday, $585* 
(ps); (98) 4-dr., $330* (ps). 

’55 (98) conv., $520* (ps); 4-dr., $295* 


(ps); 4-dr. Holiday, $200* (ps); (88) 
Super 2-dr. Holiday, $355* (ps). 
54 (98) 4-dr., $285* (ps); (88) Super 


4-dr., $255* (ps), $225* (ps). 
’53 (98) 2-dr. Holiday, §270* (ps). 
PLYMOUTH—’ 60 Belvedere (8) 2-dr. hard- 
top, $1,690* (ps); 4-dr., $1,275* (ps); 
Valiant 200 (6) Suburban 4-dr., $1,635. 
"59 Belvedere (8) 4-dr, hardtop, $1,170* 


(ps); 4-dr., $1,085*; Suburban (8) 
Deluxe 2-dr., $950*; Savoy (8) 2-dr., 
$835. 


’58 Savoy (8) 4-dr. hardtop, $845* (ps). 
’57 Belvedere (8) 2-dr, hardtop, $635*; 


4-dr., $485*; Suburban (8) Custom 
2-dr., $625* (ps). 

’56 Suburban (8) Custom 4-dr., $600*; 
Belvedere (8) 2-dr. hardtop, $395*. 


’54 Belvedere Suburban 2-dr., $255. 
PONTIAC—’60 Ventura sport coupe, $2,- 
520* (ps). 

’59 Bonneville sport coupe, $2,115* (ps). 

’58 Bonneville sport coupe, $1,565* (ps); 
Chieftain conv., $825* (ps). 

’56 Chieftain 2-dr. Catalina, $465*. 

"55 Star Chief 2-dr. Catalina, $385* 
(ps); conv., $305* (ps); Chieftain 2- 
dr., $295*; 2-dr. Catalina, $275* (ps), 
$230*, $215*. 

’54 Star Chief 2-dr. Catalina, $130*. 

’52 Chieftain station wagon, $135*. 

aaa Super (6) Cross Country, 
1,440. 
’58 American (6) 2-dr., $625. 
’55 Super 4-dr., $295*. 
STUDEBAKER—’59 Lark (8) 2-dr. hard- 
top, $735. 

’57 President (8) station wagon, $585*. 

"55 Commander (8) 4-dr., $235; 2-dr., 
$190*. 

’54 Champion (6) 2-dr., $200*. 


MISCELLANEOUS—’61 Chevrolet (6) Cor- 


vair panel, $1,835. 
’60 Ford (6) Falcon Ranchero, $1,690*, 
$1,400. 


’59 Chevrolet (8) El Camino, $1,450*; 


(6) El Camino, $1,285; Ford (8) 
Ranchero, $1,385* (ps), $1,335*; (8) 
%-ton pickup, $1,085*. 


’58 Chevrolet (6) %-ton pickup, $1,200; 
Ford (6) %-ton pickup, $885, $735. 
57 Chevrolet (6) %-ton stake, $800; 
International (6) %-ton LWB pickup, 

$460; 1-ton flatbed, $405. 
’56 Ford (6) %-ton pickup, $500; Chev- 
rolet (8) %-ton pickup, $500*. 


CALDWELL, N. J. 


Skyline Auto Auction. Sale every Thurs- 
day. Prices are for sale of July 6. Sharper 
cars appearing with sharper prices result- 
ing in very good action. Sold 197 cars from 
246 consignments. 

BUICK—’59 LeSabre 4-dr., $1,425* (ps); 
2-dr., $1,420* (ps); 2-dr. Riviera, $1,- 
$420* (ps); 4-dr. Riviera, $1,360* (ps). 

’58 RM conv., $1,265* (ps), $1,220* (ps). 

’57 Special Estate Wagon 4-dr., $755* 
(ps); RM 4-dr, Riviera, $445* (ps). 

’56 Special 4-dr. Riviera, $595* (ps). 

55 Special 2-dr. Riviera, $175* (ps), 

’54 Special 2-dr. Riviera, $225* (ps). 

53 Super 4-dr., $185. 
CADILLAC—’59 (60) Special 4-dr. 

top, $2,960* (ps), $2,775* (ps); 
2-dr. hardtop, $2,810* (ps). 

"58 (62) conv., $1,900* (ps); 4-dr, hard- 
top, $1,885* (ps). 

56 (62) 4-dr., $675* (ps). 

’52 Fleetwood 4-dr., $100* (ps). 

CHEVROLET—’ 60 Impala (8) sport sedan, 
$2,080* (ps), $1,945* (ps); conv., $1,- 
995* (ps); Bel Air (8) 4-dr., $1,685*, 
$1,570*, $1,470*, $1,450, $1,420; 2-dr., 
$1,425; Brookwood (8) 4-dr., $1,600*, 
$1,255, $1,250; Corvair (6) 4-dr., 2 at 
$1,100. 

*59 Impala (8) sport sedan, $1,460*, $1,- 
435* (ps); Brookwood (8) 4-dr., $1,- 
400*; Parkwood (8) 4-dr., $1,305* (ps), 
$1,120* (ps); Parkwood (6) 4-dr., $1,- 
030; Bel Air (8) sport sedan, $1,240* 
(ps); 4-dr., $1,200*, $1,180*, $1,170*, 
$1,125*, $1,125* (ps), £1,100*, $1,030*, 
$1,040*; 2-dr., $1,180*; Bel Air (6) 4- 
dr., $1,155*, $1,125*, $1,035, $1,015, 2 
at $1,000, 2 at $990; Biscayne (8) 2- 
dr., $800* (ps). 

’bS8 Impala (8) sport coupe, $1,050* (ps); 
conv., $1,005* (ps), $955* (ps); Bis- 
cayne (6) 4-dr., $825*, $785*, $770*, 
$690*; 2-dr., $730*, $645*; Bel Air (6) 
sport sedan, $670* (ps). 

’57 Two-ten (6) station wagon 4-dr., 
$565; One-fifty (6) 2-dr., $540*, 

"56 Bel Air (6) station wagon 4-dr., 
$240. 

’55 Bel Air (8) 2-dr., $390*; Bel Air (6) 
2-dr., $375; 4-dr., $370; Two-ten (6) 
2-dr., $350*; 4-dr., $200. 

"54 Bel Air (6) 4-dr., $260*; Bel Air (8) 
4-dr., $140*. 

"53 Deluxe (210) station wagon 4-dr., 
$170. 

CHRYSLER—’58 Saratoga 4-dr. hardtop, 
$1,025* (ps), $935* (ps); 2-dr. hard- 
top, $1,010* (ps), 

’57 NY 2-dr. hardtop, $890* (ps); 4-dr., 
$800* (ps), 

’54 Windsor 4-dr., $170*. 

DeSOTO—’56 Firedome station wagon 4- 
dr., $430*; 4-dr., $185* (ps). 

DODGE—’59 Coronet (8) 4-dr. 
$855* (ps). 

’58 Royal (8) 2-dr. hardtop, $860* (ps). 

"57 Royal (8) 4-dr., $675* (ps); 4-dr. 
hardtop, $495* (ps), 

FORD—’60 Thunderbird (8) 2-dr. hardtop, 
$2,800* (ps); Fairlane 500 (8) 4-dr., 
2 at $1,320*, $1,280*, $1,275*, $1,230*, 
$1,205*; Falcon (6) 2-dr., $1,095, 

59 Thunderbird (8) 2-dr, hardtop, $1,- 
880* (ps); Fairlane (8) 4-dr., 2 at $1,- 
045*; Country Sedan (8) 4-dr., $1,015* 
(ps). 

’58 Fairlane 500 (8) conv., $1,100* (ps); 
Fairlane (8) 4-dr., $775*, $770*, $585*; 
Custom (8) 2-dr., $395*, $390*%, 2 at 
$370*, $350*, $335*, $300*, $280*. 

’57 Fairlane 500 (8) 2-dr. Victoria, $635* 
(ps), $560*; 2-dr., $380; Custom (8) 


hard- 
(62) 


hardtop, 


Used Import Car Prices 


Albany 
Volkswagen—’58 2-dr., $850. 


Volvo—’58 2-dr., $500. 


Bordentown, N. J. 
$1,570. 


$1,690. 
’60 2-dr., $1,080, 
’59 station wagon 4-dr., $890. 


Caldwell, N. J. 
$560. 

$330. 
$190. 


$920. 


Chicago 
$1,965. 
$650. 
$850. 
$600. 
$300. 
$1,005. 


Detroit 


Volkswagen—’58 sunroof 2-dr., $775. 


Danville, Va. 
$720. 
59 4-dr., $635. 
$600. 
$1,150. 


Dyer, Ind. 
$550. 


Flint 
2-dr., $1,250. 
Fontana, Wis. 
$2,300. 

$415. 

$485. 

$310. 

Los Angeles 
$965. 


’54 2-dr., $190. 


2-dr., $585. 


’58 Aronde 4-dr., $300. 


Triumph—’59 TR-3 roadster, $1,200. 


Simca—’58 Aronde 4-dr., $350, 2 
Triumph—’58 TR-3 roadster, $840. 
Volkswagen—’59 Deluxe 





’56 TR-2 roadster, $650. 
Volkswagen—’60 2-dr., $1,150. 
Volvo—’60 2-dr., $1,275. 


Manheim, Pa. 
Austin—’60 conv., $1,900. 
’59 A5O, $625. 
DKW—’58 2-dr. hardtop, $500. 
Ferrari—’57 410 2-dr., $6,200. 
Ford (English)—’59 4-dr., $780; Anglia, 
530 


Fiat—’61 2-dr., $690. 
Hillman—’59 station wagon, $405. 
MG—’60 MGA 1600 2-dr. hardtop, $1,340. 
Mercedes-Benz—’61 2208S, $3,500. 

"55, $3,150. 
Opel—’59 station wagon, %31,100. 

’56 2-dr., $280, 
Peugeot—’60 station wagon 4-dr., $1,230. 
Prinz—’60 2-dr., $670. 
Renault—’59 4-dr., $590; Dauphine 4-dr., 

$500. 
Simca—’60 Chatelaine 2-dr., $370. 
Sunbeam—’58 2-dr. hardtop, $670. 
Tempo—’59 station wagon, $570. 
Vauxhall—’58 4-dr., $560. 
Volkswagen—’61 conv., $1,690; 4-dr., $1,- 
590; 2-dr., $1,575, 

60 Karmann-Ghia conv., $1,570. 

’59 2-dr., $1,420. 

’58 conv., $800; station wagon, $500. 

’57 Karmann-Ghia, $1,065, 
Volvo—’60 2-dr., $1,320. 

’59 2-dr., $875, 


Warehouse Point, Conn. 


Renault—’59 Dauphine 4-dr., $280*. 


Volkswagen—’58 Deluxe 2-dr., $750. 


West Palm Beach, Fla. 


Austin-Healey—’61 Sprite roadster, $1,450. 
Borgward—’58 Isabella station wagon 2- 


dr., $520, 


Fiat—’58 1100 4-dr., $440. 
Ford (English)—’61 Escort station wagon, 


$805. 

60 Anglia 2-dr., $740, $690. 

’58 Prefect 4-dr., $380; Zephyr conv., 
$375; Anglia 2-dr., $325. 


MG—’53 roadster, $440. 
Opel—’58 Rekord 2-dr., $780. 
Porsche—’60 356B conv., $400. 
Renault—’59 Dauphine 4-dr., 


$625, 2 at 
$495, $400; 4CV 4-dr., $285. 

’58 Dauphine 4-dr., $400. 

‘57 Dauphine 4-dr., $355 

at $225. 


station wagon, 
$1,125. 
’56 4-dr., $550; 113 2-dr., $530, $500. 


4-dr., $270*, 

’56 Fairlane (8) conv., $500*; 4-dr. Vic- 
toria, $225* (ps); Fairlane (6) 2-dr., 
$195. 

’55 Fairlane (8) Crown Victoria, $465*; 
2-dr., $170; Custom (8) 4-dr., $295. 


’58 Monterey 4-dr., $335* (ps), 
(ps). 

’57 Montclair 4-dr., $510* (ps). 

’55 Monterey 2-dr. hardtop, $320, $320*; 
Montclair 2-dr., $165* (ps). 

’54 Monterey station wagon 4-dr., $150* 


$330* 


NCOLN—’S i 4-dr., $1,150* Ss); (ps); 4-dr., $120*. 
sa ee anton g060" (pa)? * | NASH—'S4 Statesman 4-dr., $150. 
’57 Capri 4-dr., $940* (ps). OLDSMOBILE — '60 (98) conv., $2,085* 
MERCURY—’59 Monterey 4-dr. hardtop, (ps). 
$1,180* (ps). (Continued on Page 70, Col. 1) 





Adjusting shelves to solve new 
inventory problems is easy. 
Simply lift, pull, and reposi- 
tion. Republic Flexi-Bilt Parts 
Bins are a lifetime investment. 


REPUBLIC PARTS BINS 


and planned storage speed service 





Republic Parts Bins and Planned Storage speed 
parts service, get customers in, and out in a hurry. 
By utilizing available storage space to maximum 
efficiency, you control stock turnover and keep 
capital circulating and growing. 

Republic Flexi-Bilt Parts Bins are designed and 
installed so that you can tell at a glance when to 
order, what to order. Call your Republic represen- 


br. 


yy) tative, or write direct. 


REPUBLIC STEEL 


BERGER DIVISION 
1078 BELDEN AVENUE — CANTON 5, OHIO 





Available for the FIRST time! 
AUTOMOTIVE REPLACEMENT 


Ctation Wagon CARGO DECK MATS 
Exactly Like Original Equipment 


Precision die-cut to car manufacturer's specifications. 










TAILORED-TO-FIT Each set contains all components for 


complete replacement of mat panels 


COLOR-KEYED Available in colors and patterns 


to compliment interior trim. 














Made from 
(Armstrong 


conn commany 


Vinyl Automat 
ECONOMICAL 


Low in cost. Pre-cut to save 
costly labor charges. Quickly 
installed by anyone. 


INDIVIDUALLY BOXED 


Clearly labeled for easy 
identification. 


— Complete with 
Adhesive & Applicator 


THE COMPLETE LINE 


for CAR RECONDITIONING 


01 Baum Blvd., PITTSB 
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59 (98) 4-dr., $1,695* (ps); conv., $1,- 


580* (ps). 
58 (88) Super 2-dr. Holiday, $1,390* 
(ps); (88) 4-dr., $1,095* (ps); 4-dr. 


Holiday, $1,095* (ps), 

°57 (88) 2-dr. Holiday, $830* (ps); 4-dr. 
Holiday, $400* (ps); 4-dr., $340*; (98) 
4-dr., $500* (ps). 

'56 (88) 4-dr., $335*; 
Holiday, $290* (ps). 

"55 (88) conv., $355* (ps); 4-dr. Holiday, 
$165* (ps); (98) 4-dr. Holiday, $260* 
(ps); (88) Super 2-dr. Holiday, $200* 


(ps). 
PLYMOUTH—’60 Belvedere (8) 2-dr., $1,- 
160*; Valiant (6) 4-dr., $1,045. 
"59 Belvedere (8) 4-dr., $980* (ps), 
$840*; 2-dr., $835* (ps), $835*; Savoy 
(8) 4-dr., $730*%; Savoy (6) 4-dr., 2 at 
$640. 
'57 Belvedere (8) 4-dr., $525* 
conv., $210*; Savoy (8) 4-dr., 2 at 
$400*; Plaza (6) 4-dr., $350*; Plaza 
(8) 4-dr., $240*; Suburban (8) Sport 
4-dr., $280*; Custom 4-dr., $215*, 
’56 Savoy (6) 4-dr., $375*. 
"55 Belvedere (8) 4-dr., $125*, 
PONTIAO — ’57 Chieftain 2-dr., $550*, 
$525". 
’55 Chieftain (870) 2-dr., $335* (ps). 
’54 Star Chief conv., $100*; Chieftain 4- 
dr., $100*, $100* (ps). 
RAMBLER—’55 Super (8) Cross Country 
4-dr., $340*, 
STUDEBAKER—’59 Lark (6) station wag- 
on 2-dr., $475*, 
'57 Golden Hawk (8) 2-dr. 
$735*. 


(88) Super 2-dr. 


(ps) ; 


hardtop, 


55 Commander (8) 4-dr., 
2-dr. hardtop, $100. 
MISCELLANEOUS — ’56 Chevrolet 1-ton 

panel, $175. 
’55 Ford pickup, $295. 


CHICAGO 


Greater Chicago Auto Auction, Sale every 
Thursday. Prices are for sale of July 7. 
Sharp cars are in great demand. Sold 360 
cars from 530 consignments. 

BUICK—’59 Invicta Estate Wagon, $1,775* 
(ps); 2-dr, hardtop, $1,535* (ps); 4-dr. 
hardtop, $1,420* (ps); LeSabre 2-dr. 
hardtop, $1,730* (ps), $1,095*; 4-dr. 
Riviera, $1,350* (ps). 

’58 Limited 4-dr., $1,435* (ps); Special 
2-dr. Riviera, $1,100* (ps); Super 2-dr. 
Riviera, $1,100* (ps); Super 2-dr, Ri- 
viera, $1,075* (ps). 

’57 Super 2-dr. Riviera, $795* (ps), $790* 
(ps), $755* (ps), $450, $445* (ps); 
RM conv., $695* (ps); 4-dr, Riviera, 
$640* (ps), $625* (ps); Special 2-dr. 
Riviera, $655* (ps), $635* (ps); 4-dr. 
Riviera, $450. 

’56 RM 4-dr, Riviera, $405* (ps); Cen- 
tury 4-dr. Riviera, $260* (ps). 

CADILLAC—’61 (62) conv., $4,750* (ps). 

’60 (62) conv., $3,750* (ps); 4-dr. hard- 
top, $3,640* (ps), $3,255* (ps); 2-dr. 
hardtop, $3,510* (ps); de Ville 4-dr. 
hardtop, $3,650* (ps). 

’59 (60) Special 4-dr, hardtop, $3,255* 
(ps); de Ville 4-dr. hardtop, $3,250* 
(ps), $3,050* (ps), $2,905* (ps); 2-dr. 
hardtop, $3,100* (ps); (62) 4-dr., $2,- 


$130; Regal 


850* (ps), $2,810* (ps), $2,650* (ps). 

"58 (62) Coupe de Ville, $1,700* (ps); 
Sedan de Ville, $1,500* (ps). 

’57 (62) conv., $1,720* (ps), $1,150* 
(ps); 4-dr., $1,250* (ps); (60) Special 
4-dr, hardtop, $1,595* (ps), $1,200* 
(ps). 

’56 (62) Coupe de Ville, $1,065* (ps); 
(60) Special 4-dr., $795* (ps). 

ae Impala (6) sport coupe, 
,305. 

’60 Impala (8) conv., $2,250* (ps); sport 
coupe, $2,140*, $2,110, $2,100* (ps); 
Impala (6) sport coupe, $2,075; sport 
sedan, $1,910; Biscayne (6) 4-dr., $1,- 
470*; Corvair (6) 4-dr., $1,215*. 

’59 Impala (8) conv., $1,620* (ps), $1,- 
575*, $1,550*; sport coupe, $1,600*, 
$1,570* (ps); sport sedan, $1,580* (ps), 
$1,415*, $1,395*; Impala (6) sport 
coupe, $1,600; Bel Air (6) 4-dr., $1,- 
355*, $1,090*; 2-dr., $1,080, $980; Bel 
Air (8) sport sedan, $1,300*; Brook- 
wood (8) 4-dr., $1,330*. 

’58 Impala (8) sport coupe, $1,300*, $1,- 
205* (ps), $1,150* (ps); conv., $1,210* 
(ps); Impala (6) conv., $1,075*; Bel 
Air (8) sport sedan, $945; Biscayne (6) 
2-dr., 2 at $825*; Delray (6) 4-dr., 
$805. 

57 Bel Air (8) conv., $1,055*, $1,015*, 
$925*; sport sedan, $1,000*, $875"; 
station wagon, $610*; Two-ten (6) 2- 
dr., $610*. 

’56 Bel Air (8) sport sedan, $995* (ps), 
$510, $470*; sport coupe, $590*. 

CHRYSLER—’59 NY 2-dr. hardtop, $1,- 
675* (ps); Saratoga 2-dr. hardtop, $1,- 
550* (ps). 

’57 (300) 2-dr. hardtop, $1,050* 

Saratoga 2-dr. hardtop, $780*. 
DODGE—’61 Phoenix (8) 2-dr. 
$2,150*. 

’60 Polara (8) station wagon, 
(ps); Seneca (8) 2-dr., $1,305. 

’59 Sierra (8) 4-dr., $1,335* (ps). 

’58 Custom Royal (8) conv., $900* (ps); 
Coronet (8) 2-dr. hardtop, $875* (ps). 

’57 Coronet (8) 4-dr. hardtop, $600* (ps). 


(ps) ; 
hardtop, 
$2,250* 








Model Breakdown 
Of Auction Averages 











July, 1961 June, May, 

Model To Date 1961 1961 
1961.. $2,304 $2,360 $2,438 
1960.. 1,846 1,887 1,900 
BGO. cisevsecis 1,456 1,444 1,465 
oe 957 983 989 
1957 652 662 649 
422 427 
330 314 
200 220 
Average $1,022 $1,036 $1,050 





FORD—’60 Thunderbird (8) 2-dr. hardtop, 


$2,810* (ps), $2,650* (ps); Galaxie 
(8) starliner, $1,705* (ps), $1,700* 
(ps); 4-dr. Victoria, $1,600* (ps); Fal- 
con (6) 4-dr., $1,380*, $1,265*; 2-dr., 
$1,295, $1,225, $1,200, $1,195. 

’59 Thunderbird (8) 2-dr. hardtop, $2,- 
220* (ps); Galaxie (8) 2-dr. Victoria, 
$1,400*; Fairlane 500 (8) 2-dr. Vic- 
toria, $1,390* (ps); Ranch Wagon (6) 
4-dr., $1,095*; Custom 300 (6) 4-dr., 
$1,005*; 2-dr., $1,000*, $900; Fairlane 
(6) 2-dr., $815. 

’58 Thunderbird (8) 2-dr. hardtop, $1,- 
845* (ps); Fairlane 500 (8) 2-dr. Vic- 
toria, $965*; skyliner, $930*; 4-dr., 
$800* (ps); Fairlane (8) 4-dr. Victoria, 
$780* (ps); Fairlane (6) 2-dr., $670*. 

’57 Fairlane 500 (8) conv., $930* (ps), 
$900* (ps), $815* (ps), $715*; skyliner, 
$775; 2-dr., $535*; 4-dr. Victoria, 
$300*; Country Sedan (8) 4-dr., $650, 
$575*, $425; Fairlane (8) 4-dr., $615*. 

’56 Fairlane (8) 2-dr. Victoria, $335*; 
Custom (6) 4-dr., $290*. 





You can try to wear it out...but these 


EXCLUSIVE FEATURES 
STOP YOU! 





Binks Model 19 spray gun 
provides service—doesn’t require it 


tures you can’t see... but which 


The ‘heft’? and appearance of 
make Binks spray guns last longer: 


spray guns are important features. 
But, the “proof of the pudd’n”’ 
is performance. Binks Model 19 
spray guns have proved their de- 
pendability in the roughest test of 


all—field operation. 


Around the world Binks spray 
guns provide reliable service... 
with minimum maintenance serv- 
ice. Here’s why: when you look at 
a Binks gun some quality features 
are obvious: one-piece aluminum 
gun body, plated for surface pro- 
tection ... bronze, self-centering, 
tapered seat principle air nozzle 
... hardened or stainless steel ad- 
justable needle valve (tungsten 
carbide tip available, too) ... and 
a retainer ring which doesn’t have 


to hold air. 


But here are two exclusive fea- 


Ask about our spray painting school. Open to all... NO TUITION... covers all phases. 





e 
Binks Manufacturing Company 3136 carroll Avenue, Chicago 12, III. 
REPRESENTATIVES IN PRINCIPAL U.S. & CANADIAN CITIES + SEE YOUR CLASSIFIED = DIRECTORY 
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1 Single bronze insert incorporat- 
ing (A) fluid inlet, 
tube, (C) threads for air and fluid 
nozzles, and (D) threads for fluid 
valve packing gland nut. Result: 
elimination of air nozzle retainer 
ring freezing... prevention of 
contamination from chemical re- 
action of two metals. . . stronger, 
more durable threads (bronze 
turns on bronze, not aluminum). 


2 Bronze insert air valve cham- 
ber for the air valve cartridge. 
Result: bronze screws into bronze 
for a stronger, more durable bond 
for extending gun life. 


For spray guns which provide 
service ... but don’t require it... 


— 










(B) air passage 


See your Binks jobber 
for complete details; 














he’s as close as your 


telephone. Or, write 
to the address below. 


1347 





Binks ) Everything for spray painting 


IMPERIAL — ’60 LeBaron 4-dr. hardtop, 
$3,650* (ps); Crown conv., $3,650* 
(ps). 


’57 Crown 2-dr. hardtop, $1,025* (ps). 
LINCOLN—’59 Continental Mark IV 2-dr, 
hardtop, $2,200* (ps). 

’58 Premiere 4-dr. hardtop, $1,290* (ps), 
’57 Premiere 2-dr. hardtop, $915* (ps). 
MERCURY—’59 Monterey 4-dr. hardtop, 

$1,235* (ps). 
’58 Monterey conv., $920* (ps), $675* 
(ps); 4-dr. hardtop, 3760* (ps); 4-dr., 


$690*. 

57 Commuter 4-dr., $690* (ps); Mon- 
terey 4-dr., $500*; 4-dr. hardtop, 
$445*. 

OLDSMOBILE—’61 (98) 2-dr. Holiday, 


$3,200* (ps); (88) 2-dr. Holiday, $2,- 





$2,. 9 


810* (ps). 

60 (88) conv., $2,580* (ps); 4-dr. Holi- 
day, $2,500* (ps), $2,460* (ps), 
250* (ps); 4-dr., $2,380* (ps), $1,815; 
2-dr. Holiday, $2,360* (ps), $2,160* 
(ps). 

’59 (88) conv., $2,050* (ps); 2-dr. Holi- 
day, $1,840* (ps), $1,775* (ps); 4-dr, 
Holiday, $1,660* (ps), $1,655* (ps); | 


(98) conv., $2,025* (ps). 


58 (88) 2-dr. Holiday, $1,390* (ps), $1,- © 


200* (ps); 4-dr., $1,250* (ps); conv., 
$1,125* (ps); 4-dr. Holiday, $970*; 
(98) 4-dr. Holiday, $1,375* (ps); 4-dr., 
$1,190* (ps); 2-dr. Holiday, $980* 
(ps); (88) Super Fiesta 4-dr., $1,355*. 

’57 (88) 2-dr. Holiday, $875* (ps); 4-dr, 
Holiday, $715* (ps); 4-dr., $680* (ps). 

756 (88) 4-dr. Holiday, $605* (ps); 2-dr. 
Holiday, $440* (ps), $375*. 

PLYMOUTH—’61 Valiant (6) 2-dr., $1,- 
475, $1,425. 

’60 Belvedere (8) 2-dr. hardtop, $1,425* 
(ps); Savoy (8) 4-dr., $1,310*; Valiant 
(6) 2-dr., $1,245; 4-dr., $1,190. 

"59 Savoy (6) 2-dr., $700. 

’58 Suburban (6) Deluxe 2-dr., $465. 

’57 Savoy (8) 2-dr. hardtop, $605* (ps); 
Savoy (6) 4-dr., $320; Belvedere (8) 
4-dr. hardtop, $560*; 4-dr., $510*. 

PONTIAC—’61 Bonneville conv., $3,090* 
(ps); sport coupe, $3,035* (ps), $2,750* 
(ps); Catalina sport coupe, $2,585* 
(ps); Tempest (4) 4-dr., $1,820. 

760 Catalina Safari 4-dr., $2,160. 

59 Bonneville sport coupe, $1,900* (ps); 
Catalina 2-dr., $1,450* (ps); Star Chief 
4-dr., $1,350*. 

’58 Chieftain 4-dr., $755* (ps). 

’57 Chieftain 4-dr. Catalina, $680* (ps). 

’56 Chieftain 2-dr. Catalina, $300* (ps), 

RAMBLER—’61 Classic (8) Custom station 
wagon, $2,000*; American (6) station 
wagon, $1,650. 

’60 Ambassador (8) Super 4-dr., $1,625*, 
$1,550*; Rebel (8) Super 4-dr., $1,385*, 

’59 Rebel (8) Custom 4-dr. hardtop, $1,- 
020* (ps); Custom (6) 4-dr., $900. 

’58 Rebel (8) Super Cross Country, $280*, 

’55 Super Cross Country, $275*. 

STUDEBAKER—’60 Lark (8) 4-dr., $1,- 
050; Lark (6) 4-dr., $925. 

’59 Lark (8) 2-dr. hardtop, $960*; Lark 
(6) 2-dr. hardtop, $790; 2-dr., $550. 


’58 Golden Hawk (8) 2-dr. hardtop, 
$700". 

MISCELLANEOUS—’61 Ford (6) Econo- 
line, $1,250. 


59 Dodge pickup, $845. 
’53 Henry J 2-dr., $265. 


DYER, IND. 


Dyer Auto Auction, Sale every Friday. 
Prices are for sale of July 7. We could 
have sold 100 more cars. Many buyers 
needing more and more late model cars. 
Sold 282 cars from 357 consignments, 
BUICK—’58 Super 2-dr. Riviera, $790*, 

’57 Super conv., $810*. 

’56 Super 2-dr. 

4-dr. Riviera, 
conv., $415*, 


$465*, 
$165*; 


$450*; Special 
Estate Wagon 4- 


dr., $385*; 4-dr., $310*; 4-dr. Riviera, | 


$165*. 

’55 Century 4-dr. Riviera, $245*; Special 
2-dr., $185*, $105*; 4-dr., $100*, 

’54 Special 4-dr., $140*. 

CADILLAC—’56 (62) 4-dr., $1,050*. 

755 (62) conv., $685*, 

753 (62) 4-dr., $125*, $100*, 

’52 (62) 4-dr., $255*. 
CKEVROLET—’61 Impala. (8) sport coupe, 
$2,385*; Bel Air (8) 4-dr., $1.905*, 
60 Bel Air (8) 4-dr., 

(6) 4-dr., $1,425*. 

759 Impala (8) sport coupe, $1,540*, $1,- 
395*; sport sedan, $1,425*; Bel Air (8) 
4-dr., $1,285*, 

758 Impala (8) sport coupe, $1,095*; 
Brookwood (8) 4-dr., $1,025*; Bel Air 
(8) 4-dr., $985*. 

’57 Bel Air (8) sport coupe, $1,025*, 
$1,020*; Two-ten (8) station wagon 4- 
dr., $870*; 4-dr., $365; Two-ten (6) 4- 
dr., $600*, $490; 2-dr., $565*, 

’56 Two-ten (8) 4-dr., $455*. 

755 Two-ten (6) sport coupe, $475*; 2- 
dr., $450*, $205*; Bel Air (8) 2-dr., 
$450*; sport coupe, $400*; Bel Air (6) 
2-dr., $340*, $285*, $205*, 

’54 Bel Air (8) conv., $250*. 

"53 Bel Air 4-dr., $215*; 
$125*, $100*, 

’52 Deluxe 2-dr., $140. 

CHRYSLER—’57 Windsor 4-dr., $805*; 2- 
dr. hardtop, $680*; 4-dr. hardtop, 
$665*. 

DesSOTO 
$120*. 

DODGE—’55 Coronet (8) 2-dr. hardtop, 
$155*; Suburban 4-dr., 2 at $110*. 

EDSEL—’58 Citation conv., $670*. 


sport coupe, 


’56 Firedome 4-dr. hardtop, 


FORD—’60 Galaxie (8) conv., $1,800*; 4- | 


dr., $1,590*; Falcon (6) 2-dr., $1,220; 
Fairlane (8) 4-dr., $1,085*. 
’59 Galaxie (8) conv., $1,525*; 2-dr, Vic- 


toria, $1,420*; 4-dr., $1,375*; Fairlane 


(8) 4-dr., $1,025*; Custom (6) 2-dr., 
$805*. : 
58 Fairlane 500 (8) 2-dr. Victoria, 


$960*; skyliner, $950*; Country Sedan 
(6) 4-dr., $575; Ranch Wagon (6) 2- 
dr., $500*. 

’57 Fairlane 500 (8) conv., $855*; 4-dr. 
Victoria, $555*; 2-dr. Victoria, 2 at 
$400*, $352*; Fairlane (8) 2-dr., $540*, 
$470*; 4-dr., $475*, $445*; Country 
Sedan (6) 4-dr., $435*; Country Sedan 
(8) 4-dr., $410; Ranch Wagon (6) 2- 


dr., $425; Custom (8) 2-dr., $370*, 
$315*, $310*, 
756 Custom (8) 4-dr., $425*%, $245*; § 


Fairlane (8) conv., $380*; 2-dr., $340*; 
Fairlane (6) 2-dr, Victoria, $280; 
Country Sedan (8) 4-dr., $170*. 

’55 Thunderbird (8) conv., $1,050*; Cus- 
tom (6) 2-dr., $210*; Fairlane (8) 2- 
dr., $205*; 2-dr. Victoria, $180*; Coun- 
try Sedan (8) 4-dr., $195*, $190*. 

’54 Custom (8) 2-dr., $120*; Crest (8) 
conv., $110*. 

’53 Crest (8) 2-dr. Victoria, $200*; 
tom (8) 4-dr., $125*; 2-dr., $110*. 

MERCURY—’58 Monterey 2-dr., $615*. 

’57 Montclair 2-dr, hardtop, $650* (pS); 
Monterey 2-dr., $385*, 

’56 Montclair 2-dr, hardtop, $220*. 

55 Custom 2-dr., $185*, $170*; 

(Continued on Page 71, Col. 1) 
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Used-Car Auction Prices 





(Continued from Page 70) 


hardtop, $120*, 
154 Monterey station wagon 4-dr. (8 
pass.), $180*. 
OLDSMOBILE — ’bS (88) 2-dr. Holiday, 
$1,060* (ps). 
’57 (88) 4-dr., $1,050* (ps), $670*, $580*; 


2-dr., $560*; (98) conv., $560*; (88) 
2-dr. Holiday, $405* (ps), $300*; 4-dr., 
$360°. 


155 (88) 2-dr. Holiday, $255; 4-dr., $205*. 
54 (88) 2-dr., $105*. 
53 (88) 4-dr., $200*, 

PACKARD—’56 Clipper Super 2-dr. hard- 


top, $210*. 
’55 Clipper 2-dr, hardtop, $175*; 4-dr., 
$170*, $105*. 
PLYMOUTH—'58 Suburban (8) Deluxe 2- 
dr., $390*, 


’57 Belvedere (6) 2-dr., $500; Belvedere 
(8) 2-dr. hardtop, $350*; 2-dr., $350; 
Savoy (6) 2-dr., $210. 

56 Savoy (6) 2-dr., $235; Savoy (8) 2- 


dr., $230. 
’55 Savoy (8) 2-dr., $145. 
PONTIAC — ’59 Catalina 4-dr., $1,285* 


(ps). 

"5S Star Chief 2-dr. Catalina, $930* (ps); 
Chieftain 4-dr., $420* (ps). 
56 Star Chief 2-dr. Catalina, $335*; 

Chieftain 4-dr, Catalina, $165*, 
54 Chieftain 2-dr., $165. 
52 Chieftain 4-dr., $150*. 
RAMBLER—’59 Super (6) Cross Country 
4-dr., $1,120*; American Super (6) sta- 
tion wagon 2-d1., $955. 
56 Deluxe (6) 4-dr., $125. 
155 Custom 4-dr, hardtop, $110. 
STUDEBAKER—’55 Champion (6) Custom 
2-dr., $140, $125. 
MISCELLANEOUS—’ 57 Willys Jeep, $280. 
’51 Ford %-ton pickup, $195. 
49 GMC %-ton pickup, $260. 
46 Willys Jeep, $510. 


ALBANY 


Tim Anspach Dealer’s Auto Auction. Sale 
every Monday. Prices are for sale of 
July 3, Our Pre-4th of July car sales 
scored a sharp gain on average, due per- 
haps to the low volume of cars offered. 
Enough good buyers were in attendance to 
gobble up every nice car offer, as usual the 
bums remained unsold. Sold 68 cars from, 
94 consignments. 

BUICK—’57 Special 4-dr. Riviera, $700*. 
CADILLAC — ’54 (75) Limousine, $300* 
(ps). 

CHEVROLET—’60 Brookwood (6) 4-dr., 
$1,950; Biscayne (6) 4-dr., $1,550*. 
’59 Impala (8) 2-dr., $1,550* (ps); Bel 

Air (6) 4-dr., $1,300* (ps). 

58 Biscayne (6) 4-dr., $1,050*, $1,000, 
$900. 

57 Two-ten (6) station wagon 4-dr., 
$950*; 4-dr., $785*; Two-ten (8) sta- 
tion wagon 4-dr., $740*; 2-dr., $700. 

56 Bel Air (8) sport coupe, $600*; 
4-dr., $500*; Bel Air (6) 4-dr., $575; 
Two-ten (6) 2-dr., $550, $495; 4-dr., 
$500*; Two-ten (8) 4-dr., $480*. 

55 Bel Air (6) 4-dr., $420*; Two-ten 
(8) 2-dr., $300*; One-fifty (6) 2-dr., 
$160; One-fifty (8) 2-dr., $120. 

‘54 Bel Air 2-dr., $340*; Two-ten 4-dr., 


$240. 
DeSOTO—’57 Fireflite 4-dr., $525*; Fire- 
sweep 4-dr., $525*. 
’56 Firedome 2-dr. hardtop, $400*. 


DODGE—’56 Coronet (8) 2-dr. hardtop, 
$190*. 

FORD — ’60 Galaxie (8) 4-dr. Victoria, 
$1,650* (ps). 

’57 Fairlane 500 (8) 2-dr. Victoria, 
$780*; 4-dr., $510*; Country Sedan 
(8) 4-dr., $600* (ps); Fairlane (8) 
4-dr., $560*; Ranch Wagon (6) 2-dr., 
$470. 


56 Country Sedan (8) 4-dr., $280*. 
IMPERIAL — ’57 Imperial 2-dr. hardtop, 


$670*. 
MERCURY — ’57 Monterey 4-dr., $680* 
(ps); 2-dr., $650*. 


’56 Montclair 2-dr. hardtop, $425*. 
’55 Monterey 2-dr. hardtop, $330*. 

OLDSMOBILE — ’61 (98) 4-dr. Holiday, 
$3,110* (ps). 

‘58 (88) 2-dr. Holiday, $1.000* (ps). 
’57 (88) 4-dr. Holiday, $725* (ps); 2-dr., 
$625* (ps). 
"56 (88) 4-dr. $460*; 

2-dr., $325*. 

PLYMOUTH — ’57 Belvedere (8) 4-dr., 
$510* (ps); Savoy (8) 2-dr, hardtop, 
$490*; Savoy (6) 4-dr. hardtop, $450* 
(ps); Plaza (6) 4-dr., $360*. 


Holiday, $475*, 





’56 Belvedere (8) 4-dr. hardtop, $380*; 
2-dr. hardtop, $235*; Suburban (8) 
Custom 4-dr., $190* (ps). 

PONTIAC—’56 Star Chief 4-dr. Catalina, 
$335* (ps). 

’55 Star Chief 4-dr., $375* (ps). 

= "59 Rebel (8) 4-dr., $1,200* 
ps). 


*57 Custom (8) 4-dr., $550. 
STUDEBAKER—’60 Lark (6) Regal 2-dr. 
hardtop, $1,080. 
*59 Lark (6) Regal 4-dr., $760. 
MISCELLANEOUS—’61 Ford %-ton pick- 
up, $1,650. 
55 Studebaker %-ton pickup, $320. 


WEST PALM BEACH, FLA. 


West Palm Beach Auto Auction. Sale 
every Thursday, Prices are for sale of 
July 6. Market very strong with good 
Selection of cars and plenty of buyers. 
BUICK—’61 LeSabre 4-dr, hardtop, §$2,- 

650* (ps). 

"59 LeSabre 2-dr. hardtop, $1,550*; 4-dr. 

hardtop, $1,425*. 

*58 Super 4-dr. Riviera, $1,100* 

Special 2-dr. Riviera, $935* (ps), 


(ps); 


57 Special Estate Wagon 4-dr., $700* 
(ps); Century Estate Wagon 4-dr., 
$625". 

‘56 Super 4-dr. Riviera, $480; 4-dr., 


$395* (ps); RM conv., $350* (ps). 

‘35 Special 4-dr., $345*; 2-dr., $335*, 
$175; Super 2-dr, Riviera, $285* (ps), 
$275* (ps); RM 4-dr., $260* (ps). 

54 RM 4-dr., $100* (ps); Super 4-dr., 
$100*. 

53 RM 4-dr., $125* (ps); 2-dr. Riviera, 
$120* (ps). 

CADILLAC—'61 (62) conv., $5,090* (ps), 

121050" (ps), $4,710* (ps). 

60 (62) 4-dr. hardtop, $3,925* (ps), $3,- 

,.200* (ps); 2-dr. hardtop, $3,600* (ps). 

59 (62) 4-ar, hardtop, $3,050, $2,800, 

¥32800* (ps), 

58 (62) Sedan de Ville, $1,850* (ps); 
a hardtop, $1,790* (ps) ,$1,735* 
Ps). 

"57 (62) Sedan de Ville, $1,425* (ps); 
conv., $1,120* (ps). 




































’56 (62) 2-dr. hardtop, $780* (ps); Coupe 
de Ville, $760* (ps); Sedan de Ville, 
$650* (ps); (60) Special 4-dr., $775* 
(ps). 

’55 (62) conv., $555* (ps), $475* (ps), 
$460* (ps). 

"54 (62) 4-dr., $365* (ps). 

’53 (62) conv., $390*, $250* (ps); (60) 
Special 4-dr., $380* (ps). 

"52 (62) 4-dr., $120*, $105* (ps), 

’48 (62) 4-dr., $410*. 

’40 Custom 4-dr., $300. 


CHEVROLET—’61 Biscayne (6) 4-dr., $1,- 


780* (ps). 

"60 Impala (8) 4-dr. hardtop, $2,000* 
(ps); Bel Air (6) 2-dr. hardtop, $1,- 
750*; Biscayne (6) 4-dr., $1,500*, 

59 Impala (8) 4-dr., $1,400*, $1,260*; 


Bel Air (8) 4-dr., $1,010*; Biscayne 
(8) 4-dr., $400. 
’58 Brookwood (8) 4-dr., $1,000* (ps), 


2 at $915*; Bel Air (8) 4-dr. hardtop, 
$960* (ps); Nomad (8) 4-dr., $950*. 
"57 Bel Air (8) station wagon 4-dr., 
$840*, $415; conv., $795*; 4-dr. hard- 
top, $755*; Bel Air (6) station wagon 
4-dr., $760; Two-ten (6) station wag- 

on 4-dr., $410*, 

"56 Bel Air (8) conv., $650*; 4-dr., 
$615*; Two-ten (6) Delray, $495*; 
— (6) station wagon 2-dr., $485, 
460. 

’55 Bel Air (8) conv., $445*, $335*, $290; 
Bel Air (6) 4-dr., $425*. 

’54 Bel Air 4-dr., $340*; Two-ten 4-dr,, 
$315*. 

’53 Two-ten 4-dr., $230*; 2-dr., $125. 

’52 Deluxe 4-dr., $215. 
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Ing ersoll-Rand 


*50 Deluxe 4-dr., $165. 


CHRYSLER—’58 NY 4-dr. hardtop, $1,- 
170*. 
’54 NY Deluxe 4-dr., $365* (ps). 
DeSOTO—’58 Firedome 4-dr., §$765* (ps). 
’57 Firesweep 4-dr. hardtop, $690*. 
’56 Firedome 4-dr., $480* (ps). 
’53 Firedome 4-dr., $115* (ps), $100* 


(ps). 

DODGE—’57 Royal (8) 4-dr, hardtop, 
$655* (ps); Coronet (8) 2-dr. hardtop, 
$535*. 

’56 Royal (8) 4-dr., $395*, 
’55 Royal (8) 2-dr. hardtop, $325*; Coro- 
net (8) 4-dr., $220. 

EDSEL—’58 Corsair (8) 2-dr., $635* (ps). 

FORD—’61 Thunderbird (8) conv., $4,250* 
a Galaxie (6) 2-dr, Victoria, $1,- 
995. 


’60 Thunderbird (8) 2-dr, hardtop, $2,- 
950* (ps); conv., $2,400*; Country Se- 
dan (6) 4-dr., $1,565*; Galaxie (8) 4- 
dr, Victoria, $1,500* (ps). 

’59 Fairlane 500 (8) 2-dr. Victoria, $1,- 
305* (ps); Ranch Wagon (8) 4-dr., $1,- 
100*, $1,090; Custom 300 (8) 4-dr., 
$865; Custom 300 (6) 4-dr., $825. 

’58 Thunderbird (8) 2-dr, hardtop, $1,- 
670* (ps); Fairlane 500 (8) 4-dr. Vic- 
toria, $815* (ps); 2-dr. Victoria, $800* 
(ps); Country Sedan (8) 4-dr., $775* 


(ps); Fairlane (8) 4-dr., $700* (ps); 
Custom 300 (8) 2-dr., $705. 
°57 Fairlane 500 (8) 4-dr. Victoria, 


$585*; Ranch Wagon (8) 2-dr., $580*, 
$450, $435; Custom (8) 2-dr., $350* 
(ps), $325; 4-dr., $490*, $430*. 

’56 Custom (8) 2-dr. Victoria, $450*; 2- 
dr., $355; 4-dr., $420; Custom (6) 2- 
dr., $210; Fairlane (8) 4-dr., $145*. 

’55 Fairlane (8) conv., $385*, $295; 2-dr., 
$215; Custom (8) 2-dr., $195. 

’54 Custom (6) 4-dr., $120*, 

’53 Crest (8) 2-dr. Victoria, $135; Cus- 
tom (8) 2-dr., $110. 

’50 Custom (8) conv., $390. 

IMPERIAL—’57 Imperial 4-dr. 
$1,080". 

’54 Crown 4-dr., $315* (ps). 


hardtop, 


LINCOLN — ’58 Premiere 4-dr, hardtop, 
$1,340* (ps), 

’57 Premiere 4-dr., $950*; Capri 4-dr., 
$850* (ps). 

’56 Premiere 2-dr. hardtop, $670*, $625*; 
2-dr., $660. 

’55 Capri 2-dr. hardtop, $400* (ps). 

’54 Capri 4-dr., $400* (ps), $285* (ps), 
$275* (ps), $200* (ps); 2-dr. hardtop, 
305. 

MERCURY—’'59 Commuter 4-dr., $1,500* 
(ps). 

’57 Montclair 4-dr. hardtop, $685* (ps); 
4-dr., $675* (ps); Monterey 2-dr., $680. 

’55 Monterey 4-dr., $185, $145*, 

’54 Monterey 2-dr, hardtop, $330* (ps). 

’53 Monterey 2-dr., $135*. 

OLDSMOBILE—’59 (88) 4-dr., $1,405*. 

’58 (88) 2-dr. Holiday, $875* (ps). 

’57 (88) 4-dr., $850* (ps); 2-dr. Holiday, 
$610* (ps). 

’56 (88) 4-dr, Holiday, $695* (ps), $365* 
(ps); 2-dr. Holiday, $295* (ps). 

55 (88) 2-dr. Holiday, $425*, $170* 
(ps); 2-dr., $350*; 4-dr., $300*, $235* 
(ps). 

’54 (88) 4-dr., $100* (ps), 

’53 (98) 2-dr. Holiday, $280* (ps); 4-dr., 
$125*. 

"51 (88) 2-dr., $150*. 

"50 (98) 4-dr., $230*. 

PLYMOUTH—’60 Fury (8) 2-dr. hardtop, 
$1,760* (ps), $1,575* (ps). 

’59 Belvedere (8) 2-dr. hardtop, $1,060* 
(ps); 4-dr., $885*, $800*; Suburban 
(8) Deluxe 2-dr., $875* (ps), $800* 


(ps). 

’bS Belvedere (8) 2-dr. hardtop, $775* 
(ps); Suburban (6) Custom 4-dr., $625; 
Sulurban (8) Custom 4-dr., $475* 
(ps); Plaza (6) 2-dr., $275. 

’57 Savoy (8) 2-dr. hardtop, $640*; 2-dr., 
$455; 4-dr. hardtop, $420*; Suburban 
(8) 2-dr., $475. 


’56 Suburban (6) Custom 4-dr., $395; 
Eelvedere (8) conv., $330, 
’55 Plaza (6) 4-dr., $280. 
PONTIAC—’57 Star Chief 4-dr., $800* 


(ps); Super Chief 2-dr. Catalina, $590; 


Chieftain 2-dr. Catalina, $590. 
’56 Star Chief conv., $445. 
’54 Star Chief conv., $315* 
$155*. 
’53 Chieftain 2-dr. Catalina, $205*. 
’49 Silver Streak 2-dr., $100*. 
RAMBLER—’60 Super (6) 4-dr., $1,200*. 
’59 Super (8) station wagon 4-dr., $1,- 
455; 4-dr., $1,000, $930; Custom (6) 
station wagon 4-dr., $1,230*, 
’57 Super (8) 4-dr., $550. 
56 Custom (6) 4-dr., $480. 
’55 Custom 4-dr., $200*. 
STUDEBAKER—’56 Commander (8) 4-dr., 


(ps); 4-dr., 


$235. 

’55 President (8) 2-dr. hardtop, $375* 
(ps), $335, 

MISCELLANEOUS—’61 Chevrolet (6) %- 
ton pickup, $1,300. 

’59 Chevrolet (6) pickup, $935. 

’57 Ford (6) %-ton pickup, $460; Willys 
(4) Jeep, $290; Chevrolet (8) panel, 
$260, $150, 

’56 Ford (6) %-ton, $420. 

’55 Ford (6) %-ton pickup, $405, 


BORDENTOWN, N. J. 


National Auto Dealers Exchange. Sale 
every Wednesday. Prices are for sale of 
July 5. Prices remained firm with the clean 
sharp merchandise still bringing top dollar. 
Sold 81 percent of 343 consignments. 
BUICK—’59 Electra 2-dr. hardtop, $1,660* 

(ps); 4-dr. hardtop, $1,650* (ps); Le- 
@abre 4-dr. hardtop, $1,520* (ps), $1,- 
475* (ps), $1,400* (ps). 

’53 Super 4-dr, Riviera, $980* (ps), 

$800* (ps); Special 4-dr. Riviera, $910* 


(ps). 

"ST Special 4-dr., $660* (ps); 4-dr, Rivi- 
era, $475*; 2-dr. Riviera, $445*; RM 
4-dr. Riviera, $575* (ps). 

’56 Super 2-dr, Riviera, $535* (ps); 4- 
dr. Riviera, $450* (ps); Century 4-dr. 
Riviera, $485* (ps); Special 4-dr, Rivi- 
era, $225. 

’55 Super 4-dr., $340*; RM 2-dr. Riviera, 

(Continued on Page 72, Col, 3) 





shrinks your manpower ! 


EVERY TIME one of your men uses an air tool or piece of air-operated 


equipment at low air pressure, you're losing productivity and profits. Low 
air pressure at the tool is usually caused by an inadequate compressor 
and is, by far, the biggest thief of efficiency and a major cause of shrink- 


ing profits. 


THE INGERSOLL-RAND Type 30 Air Compressor is built to give you reliable 
air power for all your needs. These compressors are recognized and recom- 


mended throughout the industry for low- 
cost operation and reliability . . . Check 
with your local Ingersoll-Rand Jobber 
today. He'll be glad to point out why 


this is true. 


11 Broadway, New York 4, N. Y. 


Ingersoll-Rand Type 30 
Air-Cooled Air Compressor 
¥, through 20 hp 
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Students Quiz Auto Officials— 


In a frank exchange of questions and answers, two automotive leaders responded 
to questions posed by John Carroll University students in a 25-minute program 
aired by station WDOK in Cleveland. Participating in the show ‘Commentary by 
Carroll" were, from left, first row, Ken Eckles, Chevrolet zone manager; Dr. John M. 
Gersting, economics and transportation department director, John Carroll School of 
Business, and moderator for the program series, and Gordon MacKenzie, Lincoln- 
Mercury Cleveland district sales manager. Standing: Carroll students, Dan Keegan 
and Richard Albanese. 
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(Continued from Page 71) 


$325* (ps); 4-dr., $300*; Special 4-dr., 
$225*. 
CADILLAC—’61 (62) conv., $4,825* (ps); 
4-dr. hardtop, $4,340* (ps). 
’60 (62) conv., $3,940* (ps); 2-dr, hard- 
top, $3,770* (ps). 
’57 (62) Sedan de Ville, $1,390* 
2-dr. hardtop, $965* (ps). 
’55 (62) Coupe de Ville, $710* (ps). 
CHEVROLET—’61 Corvette (8) conv., $3,- 
250; ‘Impala (8) conv., $2,600* (ps); 
sport sedan, $2,200* (ps). 
60 Bel Air (8) sport sedan, $1,775* (ps), 


(ps); 


$1,775* (ps), $1,730* (ps); Biscayne 
(8) 2-dr., $1,450; Corvair (6) 2-dr., 
$1,340". 


’59 Impala (8) sport sedan, $1,575* (ps); 
Impala (6) sport sedan, $1,350*; Park- 
wood (8) 4-dr., $1,380* (ps); Bel Air 
(8) 4-dr., $1,110. 

’58 Bel Air (8) sport sedan, $1,100*; Bel 
Air (6) 4-dr., $980*; Brookwood (8) 4- 
dr., $1,000*; Biscayne (6) 2-dr., $835. 

’57 Bel Air (8) sport coupe, $1,000*; 
sport sedan, $790*; Bel Air (6) sport 
sedan, $875*; Two-ten (8) 4-dr., $740*; 
Two-ten (6) sport coupe, $550. 

’56 Bel Air (8) sport coupe, $550; Bel 
Air (6) sport coupe, $500*; conv., 
$435*; Two-ten (6) 4-dr., $390; One- 
fifty (6) 2-dr., $200*. 

’55 Bel Air (6) 4-dr., $535*; Bel Air (8) 


4-dr., $525*. 
54 One-fifty 2-dr., $190; Bel Air 4-dr., 
$175. 3 


’53 Bel Air 2-dr., $235*. 


CHRYSLER—’58 Windsor 4-dr. hardtop, 


DeSOTO—’57 Adventurer 


$1,050* (ps); NY 4-dr., $840* (ps). 
’57 NY 4-dr, hardtop, $550* (ps); Wind- 
sor 4-dr, hardtop, $550* (ps). 
2-dr. hardtop, 
$765* (ps); Firesweep 4-dr, hardtop, 
$750* (ps); 2-dr. hardtop, $520* (ps), 


$520*; Firedome 4-dr, hardtop, $535* 
(ps). 
DODGE—’60 Pioneer (8) 2-dr. hardtop, 


$1,460* (ps); 4-dr., $1,380*, 
59 Custom Royal (8) 4-dr. hardtop, $1,- 
380* (ps). 


’58 Custom Royal (8) 4-dr. hardtop, 
$910* (ps), 
’57 Custom Royal (8) 2-dr,. hardtop, 


$825* (ps); 4-dr. hardtop, $710*; Coro- 
net (8) 4-dr. hardtop, $315* (ps). 


FORD—’61 Thunderbird (8) 2-dr. hardtop, 


$3,425* (ps). 

’60 Thunderbird (8) conv., $2,670* (ps); 
Country Sedan (8) 4-dr., $1,550*; Fal- 
con (6) 4-dr., $1,290; 2-dr., $1,250*. 

’59 Thunderbird (8) 2-dr, hardtop, $2,- 
100* (ps); Galaxie (8) 2-dr. Victoria, 
$1,515*; 2-dr., $1,250*; Custom 300 (8) 
4-dr., $935*, 

’58 Thunderbird (8) 2-dr. hardtop, $1,- 
925* (ps); Fairlane (8) 2-dr., $785, 
$730; Custom 300 (6) 4-dr., $750; 2- 
dr., $700. 

’57 Fairlane 500 (8) 2-dr. Victoria, $775* 
(ps); 4-dr., $770*, $710* (ps); conv., 
$685*, $595*. 

’56 Fairlane (8) 2-dr., $390; Custom (8) 
2-dr. Victoria, $350*, $285*; 4-dr., 
$150*; Custom (6) 2-dr., $195. 

55 Custom (8) 4-dr., $225, $160; Main 
















ANY POSITION. 


SPECIALTIES MFG.CO. 


ST. JOSEPH, MICHIGAN 
WINDSOR, ONTARIO, CANADA 


£asy-to-hande, fast- 
acting AUSCO 
SACKS speed 
ja Service in 
Out Shop 


IT'S EASY TO NOVE THIS 2-TON 
MODEL INTO POSITION AND 
IT GOES TO WORK FAST. 
THE HANDLE OPERATES IN 





THERES AN 


TO FIT EVERY 
SERVICE NEED. 

SEE THEM AT YOUR 

AUSCO JOBBER. 


(WJ ausco SERVICE JACK 
IN A LIFTING CAPACITY 



































(8) 4-dr., $125. 

°54 Crest (8) 2-dr. Victoria, $160*; Cus- 
tom (6) 4-dr., $135*. 

’53 Custom (8) 4-dr., $130*. 

’52 Custom (8) 4-dr., $105, 

°49 4-dr., $120. 

IMPERIAL—’58 Crown 2-dr. hardtop, $1,- 
575* (ps). 

LINCOLN—’58 Continental Mark III 2-dr. 
hardtop, $1,595* (ps); Capri 4-dr, 
hardtop, $1,160* (ps); 2-dr, hardtop, 
$1,125* (ps). 

’57 Premiere 2-dr. hardtop, $800* (ps). 

MERCURY—’59 Park Lane 2-dr. hardtop, 


$1,560* (ps); Monterey 2-dr. hardtop, I 
$1,370* (ps), ' 

’57 Monterey 2-dr. hardtop, $635*; 2-dr., ‘ 
$340*. 

*56 Monterey 2-dr, hardtop, $250*; Cus- ( 
tom 2-dr. hardtop, $225*, J 

’55 Monterey station wagon, $370*; 4-dr., 
$190* (ps); 2-dr. hardtop, $100*, t 

OLDSMOBILE — ’61 (88) 2-dr. Holiday, t 
$2,670* (ps). 1 

’59 (88) Fiesta 4-dr., $1,685* (ps); 2-dr., 
$1,500* (ps), 

58 (98) conv., $1,100* (ps). 

’57 (88) 4-dr. Holiday, $800* (ps), $770*; t 
2-dr. Holiday, $705* (ps), $675* (ps). 

"56 (88) 4-dr. Holiday, $590* (ps), $265* u 
(ps); (98) conv., $445* (ps); 4-dr., t 
$450* (ps). 2 

PLYMOUTH—’60 Fury (8) 2-dr. hardtop, 
$1,525*; Valiant (6) 4-dr., $1,375*, 
$1,200, $1,100. c 

"59 Savoy (8) 4-dr., $1,040*; Fury (8) t 
2-dr. hardtop, $1,010* (ps); 4-dr., i 
$975*; Suburban (8) Deluxe 4-dr., $1,- 
000* (ps); Deluxe 2-dr., $600* (ps). b 

’58 Belvedere (8) 2-dr. hardtop, $830* 0 
(ps); 4-dr., $830* (ps); Savoy (8) 2- 
dr., $585*; Savoy (6) 4-dr., $475 (ps). a 

’57 Suburban (8) Custom 4-dr., $650* f 
(ps); Belvedere (8) 4-dr. hardtop, c 
$535*; 4-dr., $350* (ps), $350. 

‘54 Savoy 4-dr., $115, 

PONTIAC—’60 Bonneville conv., $2,550* ii 
(ps); Catalina 4-dr., $1,760*. n 

'59 Star Chief 4-dr. Vista, $1,765* (ps), v 
$1,700* (ps); Catalina conv., $1,685* 
(ps); 4-dr. Vista, $1,545* (ps). 8 

’57 Star Chief 2-dr. Catalina, $735*. a 

’55 Chieftain 2-dr. Catalina, $175*; Star h 
Chief 2-dr. Catalina, $170*. 

RAMBLER—’60 American (6) 2-dr., $765. 9) * 

’59 Ambassador (8) Custom Cross Coun- P 
try, $1,365* (ps). a 

’58 Ambassador (8) Super 4-dr., $850*. r 

STUDEBAKER—’57 Commander (8) 2-dr., #7) § 
$390". b 
MISCELLANEOUS—’59 Chevrolet El Ca- a4 
mino %-ton pickup, $1,075. it 

’55 Chevrolet panel, $175. 

’53 Ford %-ton, $250. ti 

’50 GMC 1-ton, $205, 

* * * : 

s . * 1 

— Auctions in Brief — ai 
DANVILLE, VA. ve 

Danville Auto Auction, Sale every by 
Wednesday (July 5). Clean good used cars er 
are harder to find than during the war m 


years. 
* * * 


FONTANA, WIS. 

Fontana Auto Auction. Sale every Thurs- 
day (July 6). Strong demand on all models 
with sharp cars at premium, Sold 311 cars 
from 436 consignments. 

+ * * 


MANHEIM, PA. 

Manheim Auto Auction, Sale every Fri- 
day (July 7). Hotest sale in months, Sold 
90 percent of 647 consignments. 

* * * 


NEWINGTON, CONN. 
Newington Auto Auction, Sale every 
Thursday (July 6). Market very firm. 9 
Plenty of action, Sold 63 cars from 87 7 
consignments, 


Chrysler Cuts 


Dealer Price of 


Seat Belt to $5.55 


DETROIT. — Chrysier Corps © 
MoPar Division has reduced the — 
dealer price of seat belts to $5.55 
per belt. They formerly were $6.35. 


S. J. Wall, MoPar sales manager, ~ 
said dealers have ordered more 
than 30,000 belts since L. L. Colbert, — 
Chrysler chairman and president, © 
announced earlier this year that © 
the belts would be offered to deal- 
ers on a nonprofit basis. 


The company recommended that 
its dealers make the belts available 
to owners of all makes of cars on 
a similar basis, subject to a nominal © 
installation charge. 3 

MoPar said the $5.55 seat belts © 
will also fit the corporation’s ’62 © 
models, which will be produced with | 
built-in seat-belt anchors as stand- | 
ard equipment. 


kx ~~ sada tai I 
Dodge Truck r 
is ¢ 
Gets U.S. Order its 
i 
DETROIT.—A contract for the ¥ Bal 
production of 1,751 trucks for the 
Postoffice Dept. has been awarded Int 
to Chrysler Corp. by the Gen- 
eral Services Administration. The Fo 
amount of the contract is $3,942,446. W 
W. J. Bird, Chrysler Corp. fleet @ Par 
sales director, said production of § iste 
the trucks will begin Oct. 1. The @ ch; 
vehicles will be built in the Dodge @ Star 
truck plant in Warren, Mich. Stoc 
The trucks are of the walk-in, & thre 
forward-control type, and will be @® tern 
powered by the six-cylinder “slant- % also 
six” engine, Bird said. They will & 25,0 
be equipped with automatic trans- 9% Whi 
missions and wili have plastic sky- @ time 
lights in the roof panels. TI 
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| With ‘Big T’ Brake Campaign | 
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What's New... 


In Parts and Accessory Distribution 





LOS ANGELES.—Calling Califor- 
nia’s personal property tax on in- 
ventories “discriminatory” and 
“eonfiscatory,” the directors of the 
California Automotive Wholesalers 
Assn. adopted a resolution urging 
the Legislature to rescind all such 
taxes on what they termed “stocks 
in trade.” 

Said the resolution: 

“Whereas the personal property 
tax on inventories is in fact a tariff 
upon merchandise in commerce, in- 
terfering with the free flow of 
goods in interstate commerce; and 

“Whereas this tax upon a mer- 
chant’s stock in trade is discrimina- 
tory, failing as it does to include 
imposition of the said tax on the 
pusiness or professional inventories 
of banks, professional practitioners, 
and others gaining a livelihood 
from scientific and professional oc- 
cupations; and, 

“Whereas this tax is confiscatory, 
in that it can multiply itself as 
much as four times on certain in- 
ventories, i.e., an automotive whole- 
saler’s inventory remains with him 
as follows: 30 percent remains on 
his shelves two years; 30 percent 
remains for three years; and 10 
percent of his inventory remains 
as much as four years; making the 
repeated imposition of the tax con- 


by the merchant; now, therefore be 
it 

“Resolved that we do hereby pe- 
tition the Legislature of the State 
of California to rescind at its ear- 
liest convenience all such taxes as 
are now being imposed on the in- 
ventories or ‘stocks in trade’ owned 
by duly licensed wholesalers, retail- 
ers and other merchant business- 
men legally operating in the State 
of California.” i 


Handles Pyroil Products 


M. O, Weiby, president of Pyroil 
Industries, announced the appoint- 
ment of F. R. Schwanke Co.,; 
Chicago, to handle export sales and | 
distribution of Pyroil products. | 
These include the lines made by} 
the parent company and its sub-| 
sidiaries. ge | 


Thermoid Boosts Safety 


PITTSBURGH, — Based on its 
long-standing theme that “Bad| 
Brakes Make Bad Drivers,” the| 
Thermoid Division of H. K. Porter} 
Co., Ine., carried the idea a step! 


through local distributors, jobbers 
and dealers. 

Major part of the program to in- 
crease sales volume of factory-| 
bonded brake shoe and hydraulic 
brake parts and fluid was the spc- 
cial offer of a set of Thermoid “Big 
T” brake stands with various as- 
sortment deals. Distributors and 
dealers reported the campaign has'! 
been highly successful in boosting 
brake-shoe and brake-parts_ busi- 
ness. 


* * * | 
Distributor Named 
BERKLEY, Mich.—Michigan En- 


Solex carburetor central warehouse 
distributor by W. T. Inai, manager 
of automotive sales, Arnolt Corp. 
The distributorship will cover all 
of Michigan plus Lucas (O.) Coun- 
ty, which includes Toledo. 

a ok * 


Free Shock Trial Offered 


_ TOLEDO.—Columbus Parts Corp. | 

is offering a 90-day free tria] on 

its Luxury-ride and Veglvet-ride 

shock absorber, according to James | 

Balough, sales manager. 
* a * 


International Parts Files 


WASHINGTON. — International 
Parts Corp., Chicago, seeks to reg-| 
ister with the Securities and Ex-| 
Change Commission 300,000 out- 
Standing shares of Class A common 


through underwriters, at price and 
terms yet to be supplied. The firm 
also wants to register an additional 
25,000 outstanding Class A shares 
Which the holders may sell from 
time to time at the market price. 


pany and its subsidiaries consists 
of the manufacture and sale 
through wholesale distributors, job- 
bers and franchised dealers of re- 
placement mufflers, exhaust pipes, 
tail pipes and replacement parts for 
automobiles and trucks. The trade 
names are “International Parts 
Corp.,” “Midas” and “Powell.” 


* * * 


Memphis Firm Moves 


MEMPHIS.—Auto Parts & Ma- 
chine Service Co. has moved into a 
new building at 1629 Castalia. 

* * * 


17 California Firms Join 


State Jobber Association 


SANTA BARBARA, Calif. — Sev- 
enteen firms have been accepted for 
membership in the California Au- 
tomotive Wholesaler’s Assn., ac- 
cording to George Graveline, mem- 
bership chairman. They are: 

Automobile Accessories Co., Red- 








me 
TEXACO CONSIGNEE GEORGE GILBERTSON, WILLMAR, MINNESOTA 


ding; Barstow Motor Marts, Bar- 
stow; Burlingame Auto Supply, 
Burlingame; California Parts Co., 
Oxnard; Daly City Auto Supplies, 
Daly City; Herb’s Auto Supply, El 
Monte; L & M Auto Parts, Daly 
City; Littrell Parts Co., Yreka, and 
Mill Valley Auto Parts, Mill Valley. 

Also Motor Machine & Supply, 
Indio; Noble Motor Parts, Monro- 
via; Pacifica Auto Parts, Pacifica; 
Riggs Automotive Supply, El Cajon; 
Shasta Auto Supply, Mount Shasta; 
Universal Auto Parts, San Luis 
Obispo; Valley Auto Supply, El 
Centro, and Wasco Auto Parts, 


Wasco. 
* * Ed 


Morley Scheduled to Speak 


At California Jobber Meeting 


FRESNO, Calif. — John Morley, 
international correspondent and 
author, will be the guest speaker 


at California Automotive Whole-| 


saler’s Assn. fourth annual mem- 





bership meeting in San Diego, Nov. 
17-19. 

James O. Shattuck, convention 
chairman, told association directors 
at the group’s quarterly meeting 
here, that the convention will be 
| held in the Stardust Motor Hotel. 
| About 400 persons are expected to 
attend. 


* * oe 
Fan Belts, Radiator Hose 


Promoted by Thermoid 


PITTSBURGH.—Following up on 
the Indianapolis Speedway race, 
Thermoid Division, H. K. Porter 
Co., Inc., has launched a “Big T 
500” promotion campaign to help 
dealers sell prestretched fan belts 
and “Redi-Curv” radiator hose, 

Distributors and jobbers are being 
offered a packaged deal in which 
their retailers can get a sponge- 
rubber-backed fender cover for 
stocking 12 units of radiator hose 
or fan belts in any combination. 
The deal includes a set of window 
banners. 

ok * * 


°61 AP Parts Catalog 


Details Exhaust Systems 


TOLEDO.—AP Parts Corp,’s 1961 
dealer catalog is being distributed 
| to AP muffler specialists, accord- 








ing to Ken Richcreek, sales man- 
ager. The 80-page publication con- 
tains scale drawings of all do- 
mestic and foreign passenger-car 
exhaust systems as well as all car 
and truck applications, he said. 

“Exhaust systems have become 
more complex in recent years,” 
Richcreek said. “We have included 
the easy-to-understand drawings 
to help eliminate errors and save 
time for dealers ordering and in- 
stalling replacement exhaust sys- 
tems.” 

* * * 


Black & Decker Expands 


TOWSON, Md.—Black & Decker 
Mfg. Co. has opened its 5ist fac- 
tory service branch in the United 
States—at 1296 36th St., Grand 
Rapids, Mich. 


Spencer Auto Electric 


Acquired by Patten Sales 


TAMPA, Fla.—Spencer Auto 
Electric, Inc., parts distributor, has 
been acquired by Patten Sales Co., 
Jacksonville. 

The Tampa division will continue 
under the Spencer name at 607 E. 
Cass St. Spencer’s branch outlet in 
Jacksonville will be merged with 
the Patten operation there. 








The main business of the com- 


‘“<Qur annual gallonage has 
more than tripled since we 
went with Texaco 13 years 
ago. In that time, we moved 
up from last to first place in 
this area. The Texaco people 
have been very helpful. They 
are really jobber-minded. 
With their help we gained 7 
new Dealers in 5 years, 
Texaco’s policies are fair to 
all. That’s why we sell the 
best... Texaco.” 


WHY THERE’S A PROMISING 
FUTURE WITH TEXACO 


Here are 6 reasons why Dealers, 
Consignees and Distributors grow 


with Texaco. 
1. Texaco is jobber-minded. Proof: 


842 Consignees and Distributors 
have been with us over 20 years, 
some over 45 years. 

2. The best retailer policy — Texaco 
helps its Dealers. 22,502 Dealers 
have been with us for more than 
10 years. 

8. The best opportunity to cash in 
on “touring” business—because when 
Texaco customers are touring they 
like to stop at Texaco stations when 
on the road. This means you have 
more than 40,000 other Texaco Deal- 
ers helping you. 

4. The best customer credit card — 
in fact, the only petroleum credit 
card honored under onesign through- 
out the entire United States, and in 
Canada, too. 

5. The best national advertising pro- 
gram, year after year... constantly 
selling Texaco Products and Texaco 
Dealer service. The best sales pro- 


motional material to help build 
customers. 

6. The best petroleum products, 
known and accepted nation-wide. 
Continuous research and develop- 
ment insure that Texaco will always 
have outstanding products. 


TUNE IN TO THE HUNTLEY- BRINKLEY 
REPORT, MONDAY THRU FRIDAY, NBC-TV 


—— a a os oe 
SALES MANAGER, TEXACO INC AN-7 
185 EAST 42nd STREET, NEW YORK 17,N. Y 


| would like to get complete information about the pos- 

sibility of teaming up with Texaco as a [_] Distributor 
ee | 

[_] Consignee [_] Dealer. | understand some investment 


is required. 
NAME = om 2 a ond 
STREET. 


CITY. oe ta i eee eee 
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‘Important with Cars or Cabbages’. . . 





Brost Emphasizes Square Deal 


By George E, Toles 
Staff Correspondent 

UFFALO.—Service is the life 

blood of the highly successful 
operation of Brost Motors, Inc. 
(Dodge), winner of Chrysler’s 
Quality Dealer Award in 1960 and 
recipient this year of a Brand Name 
Foundation Certificate of Distinc- 
tion. 

Brost traces its vehicle sales 
to their source very carefully 
every month, In May, 31 percent 
of the firm’s new vehicle sales 
came directly from the service 
department, according to Robert 
F. Brost, president. 

One salesman on the floor shift 
is scheduled in the service depart- 
ment. “This year more hot pros- 
pects are in the shop than came 
through the showroom door,” Brost 
said. 

The Buffalo dealer has big facili- 
ties—four floors with a total area 
of 100,000 square feet, This heavy 
overhead calls for big service vol- 
ume and parts sales. A service cus- 
tomer, to Brost, therefore, is a most 
valued customer and he is treated 


as such. 
oe years ago in Kiplinger 
magazine, Chester J. Brost, 
founder and board chairman of the 
Buffalo firm, was quoted as saying: 
“The old fashionable policy of rea- 
sonable profit is good for our cus- 
tomers and good for us, No matter 
what you are selling, cars or cab- 
bages, if you give your customers 


* * * 


a square deal, they will come back 
for more.” 

Bob Brost, an enthusiastic pro- 
ponent of hig father’s theories, 
says: “This has been, is now and 
always will be our policy, It is 
particularly true in our service 
department.” 

Among the policies that have 
helped Brost build its service vol- 
ume are: 

1. No work is done on any cus- 
tomer’s car unless he specifically 
requests it. Departure from this 
policy means dismissal, and all em- 
ployes know this when they are 
hired. 

2. No parts are installed unless 
the customer knowg why and how 
much they will cost. The customer’s 
phone number is taken so he can 
be called and told about needed 
parts. 

* * * 
oo All parts removed are 
stored in cardboard boxes to 
avoid “questions” later, 

4. The mechanics and collision 
shop men are on flat rate, so any 
comebacks on workmanship must 
be done over on their own time, 
making accuracy and good work- 
manship more important than 
speed. Any man having repeated 
comebacks doesn’t last long in the 
Brost setup. 

5. No credit is extended (except 
for large corporation accounts) 
on service accounts, Brost feels 
service credit is one of the worst 
evils in any dealership. It often 





produces illwill and dissatisfied 
customers. 

Brost uses Marine Midland Shop- 
per Credit Service and loca] finance 
company budget service. The firm 
will take no checks for service 
work unless the customer is known 


| personally, It is largely a cash deal. 


Brost pioneered in the Buffalo 
area with newspaper ads featuring 
“free lube, car wash or brake ad- 
justment with oil change.” This has 
kept a steady flow of work coming 
into the shop. Naturally, Brost sells 
a lot more needed service to these 
customers. 

ok * ok 


Rca says there is enough serv- 
ice really needed by car owners 
to provide plenty of work for deal- 
ers. The dealer who tries to sell 
service that isn’t needed will event- 
ually trip himself up and his repu- 
tation will be injured. 

Every month Brost features a 
service special, The service man- 
ager and all foremen bring the spe- 
cial to the attention of every cus- 
tomer who comes in, and then the 
dealership’s direct mail service 
takes over. 

Each month every customer re- 
ceives at least one piece of direct 
mail concerning service to his ve- 
hicle. 

“Direct mail is by far our most 
valuable aid in selling needed 
service,” Brost said, “It results in 
more dollars of sales per dollar 
of advertising than any other 


Service Session— 


A training session for service supervisory personnel is conducted by Robert F. Bros}, 
right, president of Brost Motors, Inc. (Dodge), Buffalo. All Brost service men regularly 


attend training courses. 
ok * x 
form of advertising for this type 
of business.” 

The firm endeavors to keep quick 
service work, or “customer-wait- 
ing” type work, on the first floor. 

Heavier work, or cars that are 
likely to be tied up for longer pe- 
riods, are driven to the second 
floor. Collision and paint work are 
done on the third floor. Also locat- 
ed on the third floor, but in a 
separate department, is used-car 
reconditioning. 

me * * 
. reconditioning is done 
in the basement, Internal and 
customer work must be separated 
to avoid shoving each other out 
the door. 
A short-sighted dealer will out- 








Here’s Your Windshield...Right on Time! 


The windshield you want... right on time... 


every time! THAT’S SERVICE! 


Service that lets you relax knowing an expert is 
helping you with your auto glass problems. To you... 
service means your SHAT-R-PROOF Distributor is 


“looking-out-for-you.” To your customers. . . service 


means efficient auto glass replacement. 


For service, quality, availability . . 
local SHAT-R-PROOF Distributor. The best 


. call your 


man to call for fast delivery of top quality auto 
glass parts for all car and trucks. 





Shattesproof Glass Corporation 


4815 Cabot Ave., Detroit 10, Mich. 


* * * 


sell his service facilities by deliver- 


ing more new and used cars than 
his shop can service, Brost said. 

Subsequently, these same buy- 
ers can’t get their cars serviced 
at their dealership so they go 
elsewhere and gradually the deal- 
er’s service dies. As the vicious 
circle continues new- and used- 
car sales decline. 

Service reception during the 
morning rush is difficult at Brost, 
All available personnel are on duty 
on the first floor. Customers are 
always acknowledged even if they 
can’t be taken care of immediately, 
Orders are taken and the cars are 
immediately driven to other floors 
or areas, 

A determined effort is made to 
keep the reception area free from 
congestion, noise, etc. Cleanliness 
and neatness are important here, 
Brost tries to make it easy and 
pleasant for the customer to get 
the car in for service and out again 


later. 
A FLAT rate is ideal in any shop, 
large or small, says Brost, and 
it is a must in a large shop such 
as this. The number of supervisors 
can be kept at a minimum, as the 
mechanics actually are in business 
for themselves. They produce at a 
faster rate and still hold quality 
uppermost as a guard against 
comebacks which must be done on 
their own time. 

No deviation is permitted from 
the factory flat rate manual and 
time book. “Any deviation will 
break down the entire system,” 
says Brost. 

Diagnosis and trouble-shooting 
are not expected of flat-rate men. 
These duties are handled by the 
foreman and assistant service 
manager. 

Estimates are adhered to 100 
percent. If there is any chance of 
hidden damage or extras which 


* * * 
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might appear when the job is” 


opened up, Brost tells the customer 
beforehand of such possibilities, 

If this can’t be determined in 
advance, all work is stopped when 
such a situation arises and the 


customer is called for his inspec- 


tion and approval. 


Brost prominently uses the fac- © 


tory display material, authorized 
signs, brand name promotions, etc. 


Each of Brost’s service men is” 
enrolled in factory service training 7 


Tatoo adi 





TAS 


sessions monthly. Plaques contain- a“ 


ing their names and years enrolled 


are displayed on the wall over theif © 


benches. 
* ok * 

APERBOARD name plaques, 

suspended from the ceiling, ap- 
pear at the entrance to their stalls. 
All departments are similarly sep- 
arated by signs—Collision Work— 
Motor Tune—Lube Dept.—Front 
End Alignment —etc., making it 
easy for customers to think of addi- 
tional work needed and to add an 
air of orderliness. 

Brost makes every effort to keep 
equipment in good repair and 
brightly painted. It must perform 
the work faster, better and help 
sell service by its appearance, Only 
in this way, he says, can he keep 
up with independent shops with 
low-priced help and automation. 

Several medium-sized ads are 
placed in the Buffalo newspapers 
each week, always emphasizing 
price and quality. 

Credit requests for service work 
are somewhat difficult to handle, 
Brost said. They try to make the 
customer understand that it is no 

(Continued on Page 79, Col. 1) 
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OF DELAWARE VALLEY’S 
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The Philadelphia Munquirer delivers your advertising to 27% more 
suburban men readers than does any other Philadelphia newspaper. 


Sources: Sales Management Survey of Buying Power; Continuing Study of Adult Newspaper Readership by Sindlinger & Company, Inc. based on over 70,000 interviews, 1957-60. (Summary of 1960 study available on reque 
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LUGGAGE RACKS 


FOR ALL STATION WAGONS 
FOREIGN CARS AND COMPACTS 








Thanks to air conditioning, we 
were able to work and maintain 
a degree of comfort not found in 
any car lacking air conditioning. 

Like all AMC cars, getting in and 
out of the. Ambassador was no 
trouble, Doors are wide and square. 
Floors are flush to the doors, with 
no drop to be at all uncomfortable. 
No sooner were we inside than we 
discovered a most unusual feature. 
We had to roll the window down a 
bit before we could close the door. 
So tight was weather stripping 
that the car built up pressure to 
prevent the door from latching. 

The Ambassador is AMC’s most 
comfortable, most luxurious car. 
Vinyl-covered door padding ex- 
tends up and over the door edge, 
so your arm doesn’t rest on hot 
metal. Arm rests are well placed 
and can be used by most every 
driver. 

On top of the instrument panel, 
in the center, are two doors cover- 
ing the air-conditioning outlets. 
Each could be set to control flow 
of cold air into the car. The radio 
speaker feeds sound into the air- 
conditioning system, so that when 
air doors are open you hear the 
full blend of music. With them 
closed, sound is muted and less 
likely to intrude in conversation. 

* * 



















y William 
West Coast Editor 


Eprror’s Norge: This is another 
in @ series of articles exploring 
the selling points of current do- 
mestic models 

* + * 

ERSONALITY KID for Ameri- 

can Motors Corp. is the big 
1961 Ambassador V-8 series, a road- 

levelling compact with comfort and 
luxury found in cars much larger. 

The four-door sedan was given 
a test unlike any others checked 
by Automotive News. We travel- 
led 1,000 miles across Western 
deserts, where daytime tempera- 
tures ranged to 120 degrees. 


Model SP shown fits ALL Sports Cars 
List $19.95, Dealer Cost—$]1.97 
Clamp-ons fr 14.85 
sels for Details on foo Moke 


CANELL 


HUbbard 9-9651 
63 So. State St., Hackensack, N. J. 
DISTRIBUTOR INQUIRIES INVITED 













ANDLING is excellent due to 

the modest wheel base. It can 
be zipped in and out of tight cor- 
ners without a problem. Parking 
proved simple for the people who 
drove the test car. 

From the driver’s seat, you can 
see both rear-fender corners 
easily, while front fenders carry 
ornaments to locate forward 
points of the car, Power steering 
added to the ease of parking and 
traffic control, 

The wide power-brake pedal was 
a good eight inches wide and was 
just slightly higher than the accel- 
erator pedal. It could be used with 
either foot, while the power assist 
brought the car down from speed 
slowly, smoothly and evenly. 
Brakes are self-adjusting, another 
reduction in cost of Ambassador 
ownership, 

The automatic transmission has 
three forward speeds: “Low” locks 
the transmission in first gear and 
keeps it there for mountain driving 
or descending long hills with a load. 
The “1” button, when pushed in, 
provides for maximum accelera- 
tion as the unit starts in first gear, 
shifts to second, then to third. 

If the car is driven with the 
“2” button in, it will start in sec- 
ond gear and then shift to third. 
This does not provide maximum 
acceleration but does provide max- 
imum economy. S 

ok 


E “reverse” button is wider 

than any of the others, so there 
should be no confusion, At night, 
reverse and neutral buttons are 
red, while “low,” “1” and “2” are 
green, There is a useful kickdown 
at almost any speed, and trans- 
mission shifts were smooth and 
evenly spaced. 

Acceleration was more rapid 
than most people anticipated. 
Even with six passengers, the 
Ambassador Jumped. off the line 


—— 


The Results You Get 
Thru Automotive News Want Ads 





CLASSIFIED RATES: 22c per word for each insertion. Minimum 15 words. 
Position Wanted: 11c per word. Add $1 per insertion for use of box num- 
ber. Contract rates available on request. 


DISPLAY CLASSIFIED RATES: $12.30 per column inch for each insertion. 
Minimum one inch—maximum ten inches. Contract rates available on 
request. 

Closing Deadline: Six days in advance of publication date. Advance pay- 
ment required. 


Use this space for your classified advertising message. Indicate size 
desired if display. 
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Number of Insertions:____________. Amount Enclosed $ 


Clip and Mail This Form To: 
WANT AD DEPARTMENT 


Automotive News 


965 East Jefferson Avenue, Detroit 7, Michigan 


Wide and Square— 


The wide, square doors of the Rambler 
Ambassador let the passenger or driver 
get into and out of the car without any 
trouble. The rear doors include small ven- 
tilating panes to control the flow of air 
into the car. 








Sales Testing Rambler Ambassador 
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with great ease, Highway driving 
at speed is certainly no question 
of pushing an underpowered 
midget. 
There is plenty of movement 
from the big V-8. At 75 or even 
80, it retains zip to pass slower 
trucks or passenger cars. One of 
the most important features (next 
to the air conditioning) of our 
1,000-mile test was the fact that 
there was always adequate power 
reserve under the throttle to keep 
us out of trouble and maintain 
high average cross-country tour- 
ing speed. 
Road manners of the Ambassa- 
dor warrant little criticism. The 
car is quiet, provides a smooth 
level ride on the open highway and 
corners well. After driving for 
hours at a time, I feel qualified to 
appreciate its comfortable ride and 
superior handling. 
What it’s like to handle the Am- 
bassador on mountain roads we 
didn’t have time to find out, but 
if the high speeds on open high- 
ways are any indication, there 
should be no difficulty for anyone 
using the Ambassador in hill coun- 

try. 
*K Ed * 


OUGH roads we did hit. There 

were a couple of detours in 
Arizona back country which were 
true fender bangers, Huge trucks 
and smaller cars were slowing al- 
most to a walk in order to brace 
themselves for the ruts. 

Instead, we let the Rambler 

roll and sailed across the top. 
Wheels and tires were pounding 
the suspension system for all 
they were worth, but the body 
stayed level with freedom of 
racket and commotion, 

One thing we noticed; there were 
no body weave or door shakes, no 
matter how severe the road, This 
is indeed a credit, for there are 
other cars in which body members 
would shake and doors wiggle as 
though they were going to fall out 
of the hole. 

Brakes proved to be more than 
satisfactory for the size car, The 
10-inch diameter drums, and 167 
square inches of lining handled 70- 
80-mph stops on the high desert. 
Heating and ventilating systems 
worked perfectly well. However, 
there was a certain amount of wind 
noise from accessory sun shades 
hung outside over the windows. 

These “lids,” as they might be 
called, protruded into the wind- 
stream, and created much more 
racket than anything else in the 
car. Engine sounds were conspicu- 
oug by their absence and transmis- 
sion shifts were almost inaudible. 

ok * * 
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ALCOA 
PRESENTS” 


JULY 25 


that aluminum is the natural 
ally of automotive design. Light 
and strong, it’s a grille, a trans- 
mission housing, a shining 
ornament, a brake drum. 
There’s more about Alcoa® 
Aluminum—plus a fascinating 
story of psychic phenomena 
—on ‘Alcoa Presents,’’ July 
25, 10:00 p.m. EDT, ABC-TV. 





MOTOR a 
MASTER 


DEFIANCE: OHIO le 


New! 


1961 Edition 
kk 


Revised 
Updated 
Enlarged 


This new edition of Martin H. 
Bury's popular book, "The Auto- 
mobile Dealer" contains the solu- 
tion to most dealers’ problems. 

New sections include detailed 
Formulas for Profit (applicable 
to each department) recommend- 
ed labor union procedures, tested 
collection methods, and many 
new operating ideas. 

320 pages, $6.30 postpaid. 

If after 10 days you are not 
convinced that this book is 4a 
valuable permanent reference, 
return it and your money will 
be refunded. 





Most mechanics commented on 
the opened hood, which went 
high in the air, leaving plenty of 
space in which to review engine 
activity, 

Other service people remarked 
about the location of the air- 
conditioning compressor, Instead 
of being hung on brackets to the 
side of the engine, it was bolted 
solidly between the front cylin- 
ders, just forward of the carbu- 
retor. 

As driven by one of the fan belts, 
it could not vibrate or cause trans- 
mission of noise into the car. Belt 
adjustment was taken up by shift- 
ing the power steering pump. 

Once the air cleaner was re- 
moved from the carburetor, there 
was nothing on the engine that 
could not be reached and serviced 
quickly. A 12-volt battery was posi- 
tioned forward to the left of the 
radiator, where it was in a cool 
position to increase battery life and 
reduce the evaporation of water. 


Canadian Firm Purchased 











Griffith & Sons, Ltd., and Federal 
Rubber Products, Ltd., both in 
Stratford, and Mechanical Rubber 
Products, Ltd., Mitchell. 








I 
By Federal-Mogul-Bower | M 
PHILPENN PUBLISHING COMPANY | m 
DETROIT.—The purchase of|I 1759 N, Broad St., Philadelphia 21, Pa. 
Avondale Holdings, Ltd., Stratford, | | Sead lenntes) al th neal 
Ont., by Federal-Mogul Service,|| “the Auiometile Dealer Le 
Ltd., Toronto, a subsidiary of Fed- | Check losed at $6.30 h | 
eral-M og ul-Bower Bearings, Inc.,| | Deco laencearetyteaandaass | 
Detroit, has been announced. | C) Send books C.0.D., plus postage jae M0 
The purchase includes Avondale’s | 
three subsidiaries in Ontario—G, L. Name _ | cr 
| | 
| | 
| a 
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Criticism Welcomed 
At Fiedler Chevrolet 


By Martin Trepp 

Staff Correspondent 
SEATTLE.—When the doors of 
Gene Fiedler Chevrolet Co., Seattle, 
swung open for business in 1941, 
owner Gene C, Fiedler made -it a 





to you?” The repair order num- 
ber and date are entered on the 
card, and there is space for re- 
marks by the customer, his sig- 
nature, address and telephone 
number. 










major promise to invite the critic- 
ism of his service customers. He 
still does, by means of a program 
which he terms fundamental to his 
gervice department operation. 

The program was not new when 
put in effect by Fiedler, or is it 
unique among car dealers, Its value 
has lain in its consistency over a 
20-year period and the promotional 
byproducts derived from it. 

Every Fiedler customer whose re- 
pair order totals $5 or more is sent, 
within a few days of the work, a 
double postcard with the reply por- 
tion asking: 

“Was all work completed to 
your satisfaction and were our 
employes courteous and helpful 
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FOR DEALERS WHO 


SELL FAMOUS FRAM 
"WEAR-GUARD” FILTERS - 











_ 8 GIFT CERTIFICATES 
(Free with 8 Doz. Cartridges) 





LaBELLE ELECTRIC COFFEE MAKER 
—brews from 4-17 cups of excellent 
coffee. It’s just one of the many 
nationally advertised gifts you can 
get ABSOLUTELY FREE in FRAM’S 
MILLION $$$ GIVEAWAY. Gifts are 
your reward for selling Fram ‘‘Wear- 
Guard” Filters—today’s fastest mov- 
ing filters—proved to trap up to 40% 
more dirt than any other filter tested. 


/ STOCK UP ON FRAM FILTERS 
) GET FABULOUS FREE GIFTS! 


) With every 24 Fram Filters you buy, 
your supplier gives you 2 Free Fram 
» Gift Certificates. Redeem them im- 
§ Mediately or save them for gifts of 
higher value. 


CLIP COUPON AND MAIL TODAY! 
7 


PS teeescceceeesceceeseeces 
e 


i: FRAM CORPORATION 
$ DEPT. MG 

. Providence 16, R. I. 

| want to get my share of Fram’s 


Million $$$ Giveaway. Please send 
me catalog of free gifts. 


Se are 
NAME 

ce 
ADDRESS 
——— 
City 


ZONE STATE 


MY SUPPLIER’S NAME 1S 
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The address section of the dou- 
ble card bears the message: 

“Our policy is your protection— 
insuring you GUARANTEED de- 
pendability with any work done by 
our service department on your car 
—and now that the work is finished 
we would like you to let us know 
that it was (or was not) completed 
to your entire satisfaction. We in- 
vite you to express yourself on the 
attached card and return it to us.” 

Thousands of these customer 
service cards have been returned 
over the years, replies running from 
18 to 20 percent of cards sent out— 
a remarkable return, as any direct 
mail expert will affirm. And praise, 
rather than criticism, has been the 
general response. 

What happens when a card re- 
turned bears a complaint? Bert 
Culbertson, service manager, calls 
that customer immediately to ex- 
plore the “gripe” further, smooth 
matters over and make adjustment 
if warranted. 

Fiedler explains that usually 
the customer has “got rid of his 
venom” simply by the act of send- 
ing in the card with his com- 
plaint, and he will readily accept 
an apology and shrug the matter 
off—even with chuckles. 

When an adjustment is indicated, 
it is willingly made. States Fiedler: 
“We construe every dollar spent on 
policy adjustments as an advertis- 
ing dollar.” 

As for the “good” cards, partic- 
ularly those with fulsome praise in 
the “remarks” space (and there are 
many)—these are sheer promotion- 
al gold to the Fiedler dealership. 

First they are posted in the serv- 
ice department as a figurative pat- 
on-the-back to personnel there — 
which does no harm to employe re- 
lations, Then the cards go back to 
Fiedler for further promotional use. 

Every car salesman in the organ- 
ization carries an attractive sales 
portfolio in which are mounted be- 
tween clear plastic binder sheets 
examples of the company’s institu- 
tional advertisements, warranties 
and other material designed to im- 
press on a prospective car buyer the 
reliability of the Fiedler dealership. 
The portfolios are used by the 
salesman as an aid in the final clos- 
ing of a deal; and prominent in 
them are reproduction of service 
customer reply cards in the favor- 
able vein—five pages of them with 
three cards on each page. 

On the wall in the offices of 
both Fiedler and Culbertson there 
are frames in which are mounted 
service customer reply cards 
bearing favorable comments—one 
card for each year from 1941 to 
1961. In addition a file of the 
cards is kept handy. Fiedler states 
that these displays are mighty 
useful when he or Culbertson 
come up against a crank, 

“Unfortunately there are a few 

people who are happy only when 
they are unhappy,” Fiedler ex- 
plains. “We have to take such peo- 
ple in stride, but we don’t stand to 
be pushed around. When faced with 
such a person it’s a big help to be 
able to show him that we’ve thou- 
sands of well satisfied customers.” 

Incidentally, it is pointed out by 
Fiedler that when the service cards 
were first put in use customers 
were given four questions to an- 
swer. One question—“Was your car 


12 New Members 
Added by MEMA 


NEW YORK.—Since the begin- 
ning of the year, the Motor and 
Equipment Manufacturers Assn. 
has added 12 members, 13 credit 
subscribers and 25 AAR associate 
members, according to Fred Lan- 
ning, general manager. 

At the present time, he added, 
MEMA has approximately 450 
members, 395 credit subscribers 
and 450 AAR associate members. 





clean when delivered?” — led to 
complications. 

“We soon found,” says Fiedler, 
“that a car owner’s idea of car 
cleanliness varies considerably. A 
good many expected cleanliness 
to include a complete car wash. 
So we devised our one-question 
card which we have used since 
the second year of the program.” 
Fiedler points out that consist- 
ancy has been the key to the use- 
fulness of the program. 

“Too many dealers adopt pro- 
grams of this and other types,” he 
says, “only to let them fail through 
lack of follow-through, Consistency 
is the key to the success of any 


page bulletin which is mailed to 
some 8,000 Chevrolet owners in 
Seattle’s south end, the company’s 
primary trading area. 

Called “Hi-Pardner,” the bulletin 
promotes the dealership in general 
—its policies, salesmen and current 


sales promotions, The back page is 


Manual Covers 


Air Conditioners 


DALLAS.—Anderson Service Co. 
has introduced what it claims is the 
first universal parts, labor and 


service manual 
on auto air con- 
ditioning. 
Designed to 
speed and simpli- 
fy servicing of 30 
factory and inde- 
pendent condi- 
tioners, the man- 
ual’s 252 pages 
are a condensa- 
tion of thousands 
—_ of factory re- 
R.V. Anderson = jeases filling doz- 
ens of manuals, plus the publisher’s 
own ideas, said R. V. Anderson, air 
conditioner designer and manufac- 
turer, who prepared the manual. 


worth while promotional effort.” 

The service customer reply card 
program of Gene Fiedler Chevrolet 
Co. is the fundamental part of its 
service promotion, but is by no 
means the end of efforts to get and 
keep satisfied customers. 

A letter is sent to all of the firm’s 
new-car buyers, over the signature 
of the service manager, welcoming 
the customer, calling attention to 
the owner’s guide, breakin proced- 
ure and service policy, advising reg- 
ular maintenance and inviting the 
owner to bring his questions and 
problems to the service manager. 

Since 1954, the Fiedler firm has 
published monthly a lively four- 





w RL liga 
12-12 brings ‘em in 


Rotary's FP-28 Frame Lift 
gets ‘em out... profitably ae 








Turn the 12-month/12,000-mile guarantees into profits 
with modern service equipment. Most service and war- 
ranty jobs can be handled best with Rotary Lifts to get 
the car off the ground where mechanics can do their 
work faster, with less effort . . . and thus turn out more 
jobs per day. 

Two efficient lifts—Rotary’s Two-Plunger Frame Pick- 





Up is the best lift made for general shop work. The open 
span between the runners offers accessibility to all parts. 
For lubrication, oil changes, brake work, muffler replace- 
ment and many similar jobs, the more economical Single- 
Plunger FP-46 Frame Lift is ideal. 

Both of these lifts have “swinging arms” adjustable 
four ways to reach chassis support areas and raise the car 
safely. Dependable Rotary Airdraulic or Full-Hydraulic 
jack units, with the exclusive Hydra-Seal packing, give 
years of trouble-free service. 

Opportune time—Modernize your shop facilities now, 
take advantage of the additional service jobs which the 
new, extended car guarantees will bring you. Mail cou- 
pon today for more information on these profit-making 
lifts and a copy of Rotary’s Auto Lift Selection Guide. 





1119 Kansas, 


AUTO LIFTS 
DOVER CORPORATION, 


ROTARY LIFT DIVISION 
Memphis, Tenn. * Madison, Ind. * Chatham, Ontario 


Name 


Company. 


First name in oil-hydraulic auto lifts — passenger 
and freight elevators — industrial lifting devices 


[----------- 


Two Plunger 
Model FP-28 


Dover CorporaTION, Rotary Lirt Division 
Memphis 2, Tenn. 


Please send information on Rotary Frame Lifts and your 
Auto Lift Selection Guide to: 


TT 


always devoted to service depart- 
ment promotion, on a timely and 
seasonal basis. Two service themes 
are repeated again and again: (1) 
a “timetable” for service, and (2) 
an “immediate service department.” 

The “timetable is as follows: 
7:30 a.m, (or later) ARRIVE at 
Gene Fiedler Chevrolet Co. where 
a staff of factory-trained me- 
chanics are on the job—ready to 
care for your car. DEPART for 
work. Three bus routes are with- 
in steps of our service depart- 
ment. 6:00 p.m. (or sooner) AR- 
RIVE back, where you will find 
your work completed—carefully 
and properly by the men who 
know your car best. P.S.—If the 
job takes a little longer than an- 
ticipated we'll give you a call, 

The Fiedler “immediate service 
department” involves the assign- 
ment of two mechanics to handle 
simple, quick-service troubles—the 
minor “automotive aches and pains” 
that usually take car owners into 
the service station. 

Says Culbertson: “We are trying 
to impress on our customers that 
we are ready to take care of their 
small wants just as much as the 
big jobs. We'll pull a man off a 
major, no-hurry job to attend the 
needs of an immediate-service cus- 
tomer.” 













Single Plunger 
Model FP-46 
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Volvo Tests Engines 
In Million-Dollar Lab 


By William Carroll 
West Coast Editor 

OTHENBURG, Sweden. — AB 

Volvo, Sweden’s largest builder 
of cars and trucks, runs 9,000 miles 
of engine testing every 24 hours 
with only two men, has a hydraulic 
Passenger-car suspension system 
that would cost about $50 more 
than steel springs and is building 
a factory that will double produc- 
tion to an estimated 200,000 units 
annually. 

The new million-dollar engine 
laboratory has eight fully auto- 
mated test cells, plus four ob- 
servation cells for performance 
and horsepower rating tests, 

The cells, a portion of a new 
$250,000 engine test building, are 
housed in one long room. Stub walls 
separate the engines, which cannot 
be heard in the control rooms. 

Each engine may be set to pass 
automatically through as many as 
10 cycles. Each cycle can be set 





for engine speed, torque, water and 
oil temperature, At any preselected 
time, varying from 36 seconds to 
10 hours, the engine will automatic- 
ally shift to a new cycle. 

* * *” 


A™ THE operator’s choice, all im- 
portant engine test data (speed, 
torque, horsepower, fuel consump- 
tion, oil consumption, temperatures 
and dynamometer loading, are pre- 
sented by an automatic electric 
typewriter. The typewriter records 
data at whichever time _ interval 
the operator selects, without regard 
for cycles through which the en- 
gine progresses. 

Control safety for each engine 
is handled by a separate panel. 
Operators establish minimum and 
maximum speeds, temperatures 
and consumptions. Should the en- 
gine momentarily pass above or 
below set figures, the recording 
typewriter prints preselected in- 





Hydraulic Unit— 


Simplicity is a feature of Volvo's exper- 
imental hydraulic suspension system. Pro- 
duction of the system is not planned, but 
it is estimated that it could be installed 
on low-volume cars for about $50. 

+ * + 
formation in red, and the test en- 
gine shuts off. 

“One truck engine is now run- 
ning tests which duplicate condi- 
tions on an American cross-country 
highway,” said H. T. Larborn, 
Volvo’s chief test engineer, who 
designed the laboratory. 

“With this new equipment, we 


equipment on first and second 
shift, while on third shifts and 
weekends we let it all operate auto- 
matically. The saving in labor alone 
will help pay for the installation.” 


* * * 


A test engines are mounted, 
built up and instrumented on 
a standard test rack outside the 
laboratory. Larborn said it takes 
30 minutes to turn off one engine, 
install and begin tests with a new 
engine. “Test cells are too expen- 
Sive to use as workshops,” he de- 
clared. 


Hydraulic suspension on a Volvo 
two-door has travelled nearly 40,- 


-| 000 miles and withstood four 


Swedish winters without trouble. 
The system uses a 1,500-pound- 
per-square-inch gear pump mount- 


tain oil pressure in a reservoir. 

Pressurized oil is metered to 
modified tubular shock absorbers 
which act as the suspension sys- 
tem. A simple orifice valve in the 
line provides desired shock- 
absorber action. Levelling valves 
maintain car height. 

Advantages stressed by Volvo in 
discussing the experimental system 
are: No change of spring rate as 





New Du Pont offer puts you in the 
profitable engine cleaning business 
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for only $1869! 


You get 2 gallons of 
new Du Pont ENGINE 
CLEANER & DEGREASER 
plus HYDRO GUN to 
apply cleaner 







Now you can make additional profits and provide a 
high-demand service for your customers with a new 
product—Du Pont Engine Cleaner and Degreaser — 
and do it with a minimum investment in dollars and 
labor. Using the specially designed Hydro Gun, it 
takes about 20 minutes to completely free an engine 
of grimy grease and oil. Every car owner is a prospect 
for this new service. It not only makes an engine look 
like new, but reduces under-the-hood fire hazards and 
improves heat transfer to make cars run cooler. 





EASY TO USE. Just spray cleaner on engine . . . let it 
soak in for 15 minutes... flush it off with water. 


Here’s the long profit story: You can do up to 50 
engine-cleaning jobs with 2 gallons of Du Pont Engine 
Cleaner and Degreaser (you can dilute this concen- 
trate 9 to 1 with kerosene or solvent). Many dealers 
charge from $3.50 to $5.00 per job, which means you 
can gross from $175 to $250 with an initial investment 
of just $18.60. , 

Contact your Du Pont jobber today and add this prof- 
itable new business to your operation and be sure to ask 
for your free promotion kit. 


COMPLETE DEALER PROMOTION KIT: 

e A large poster that announces your station as an Engine 
Cleaning Headquarters. 

e 50 colorful dashboard tags on the service—place them 
in your customers’ cars. 

e 50 cards for special mailings or with monthly bills. 

e Tip sheet for selling Engine 
Cleaning Service plus complete 
instructions. _ 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


‘DUPONT N°“7” PRODUCTS 





Oil Spring— 
An oil spring, left, replaces both the 
ed on the generator shaft to main- shock absorber and the coil spring in 


Volvo's experimental hydraulic suspension 
system. Volvo production officials say the 
hydraulic strut would cost no more than 
a standard shock absorber with a freon 
gas chamber. 
’ tee 

a result of car loading, level car 
at all times and much better ride. 


Though production is not plan- 
ned for the hydraulic suspension, 
it is estimated that less than $50 
could put it on low-production cars. 
A licensing arrangement is report- 
ed to exist, which may cause the 
unit to appear on other makes of 
cars first. 

ok * * 
COMPARATIVE test ride was 
made over cobblestone roads in 

the hydraulic test unit and in a 
new Volvo two-door. There was no 
question of ride improvement. The 
new Volvo had the short choppy 
ride of more stiffly spring imports. 
The hydraulic unit rode more like 
a large Buick or Chrysler. 

A less obvious gain was reduc- 
tion of noise, particularly road 
noise. A Volvo engineer told Auto- 


MoTIVE News, “The device is ready | 
technically, but it’s not for Volvo | 


to pioneer such a device.” 

The new factory, “Torslanda- 
Verken,” is on a 1,000-acre site 
about five miles outside Gothen- 
burg. It will be able to produce 
100,000 units annually with one 
shift, or 200,000 with two shifts. 
Employment is estimated at 5,000 
persons. 


The first unit, a sheet metal shop, 


will be in operation before the end ~ 
of 1961. A paint building will be 
completed in 1962, and the final © 


building (for car assembly) in 1963. 
The present assembly lines will be 


retained for low-volume units and ‘ 


specialized production. 


European reports speak of Vol- ~ 


vo’s work with gas turbines, but 
to questions a Volvo spokesman 


would say only, “Yes, we are work- 4 


ing with turbine problems.” 
Sh 2m 


Italy Opens Quotas 


HE Italian government has an- 


nounced that quotas have been © 
opened for some commodities which ~ 


remain under licensing control. 
Among them are motorcycles, 
scooters, side cars and parts, the 
1961 quotas for which have been 
established at $600,000, the govern- 
ment said. 
OK * 


Shamrock 


E Shamrock has returned to 
California, The Irish-built, plas- 


tic-body sports convertible made © 
an encore at the home show in Los © 
Angeles, where it was dubbed the 3 


“official car.” 


Little had been heard of the | 
Shamrock since it made prototype | 


appearances on the coast since 
1959. 

Now the car is in production 
after “three eventful years of de- 
sign, testing and modification,” 
its backers say. 

The car is being built at Castle- 
blaney, County Monaghan, Hire, by 
Shamrock Motors, Ltd. 

United States agent for the car is 
Wilbur Curtis Co., Inc., 1781 N. In- 
diana St., Los Angeles 63, Calif. 

First regular shipments are dué 
in June, its backers say. 

* + oa 


NSU 


wee Cycle Products of U. S. Au§ 


Inc., has moved its headquar 
ters from West New York, N. J, 
to 394 Atlantic Ave., Boston, Mass, 
according to David Winn, president. 

The NSU Boston headquarters 
will distribute NSU two-wheel ve 
hicles exclusively. 
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Brost Accents 
Square Deal 


‘Important with Cars 
Or Cabbages’ 
(Continued from Page 74) 


just a question of his credit, but a 
company policy on all service work. 


The customer’s credit is never|\ 


questioned. “A pleasant, open smile 
and courteous treatment work won- 
ders at this point,” Brost said. 
Usually Brost gets the answer on 
the customer’s credit standing 
while he examines his bill. It never 
takes more than 20 minutes in any 
event. 
* * 7 
ROST finds that more and more 
women now are bringing in 
cars for servicing. The firm tries to 
cater to women and their special 
needs, For one thing, confidence in 
the dealer is stressed. 

He added one warning: Never 
oversell a woman, because her hus- 
band will check the repair order 
when she gets home, If oversold, 
she may never be back. Brost is 
making a special pitch for women 
customers, finds they are the stead- 
iest customers. 

Brost tries never to turn a cus- 
tomer away, no matter how crowd- 
ed the shop. It is difficult at times 
but it pays off in the long run. 

* * Ea 
E Buffalo firm also tries to 
avoid subletting any work. With 
a little special training and usually 
only a small investment in tools, 
all special jobs can be done in the 
Brost shop. 

There is no point in strengthen- 
ing a competitor by sending him 
work, Brost says. 

Specializing in truck service 
also has been a big help to Brost. 
It is steady work and the average 
truck repair order is usually 50 
percent higher in labor sold and 
100 percent higher in parts sold. 

“To do a good truck service job,” 
says Brost, “you should have ex- 
clusive truck mechanics and a 
separate department for trucks. 
“Truck service customers seem to 
resent cars being serviced by the 
same mechanics, and vice versa. 
Truck service customers sometimes 
have highly technical problems and 
want to discuss them with experts. 
And you’d better be right.” 
* ca + 


ROST feels that the two most 
important factors in securing 
and keeping truck service are: 

1. Get the job out fast and right. 
Downtime is expénsive to the own- 
er, and so are comebacks for re- 
repair. 

2. Parts availability to accom- 
plish fast, complete service. 

If the passenger-car service work 
involves more than $50, Brost 
washes the car free and makes 
note of the free wash on the repair 
order so the owner will see it. 

In every new- or used-car sold, 
Brost places a towing certificate, 
with a night towing number, If 
the total job amounts to $300 or 
more, Brost tows the car free in 
within a 30-mile area. Much busi- 
ness has come from this offer 
over a period of years. 

Continuous checking with cus- 
tomers, employes, managers and 
competition is essential to keep 
+ co * 








Quality Dealer— 
Receiving a Chrysler 


Corp. 
Dealer Award for 1960 are Robert F. Brost, 
left, president of Brost Motors, Inc., Buf- 
falo, and Chester J. Brost, board chairman. 
At right is J. P. DeMonet, Dodge regional 
manager, 


Quality 
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100,000 Square Feet— 


Brost Motors, Inc. (Dodge), Buffalo, has 
100,000 square feet of service area on 
four floors (including the basement), plus 
parking space for 100 cars on the roof. 
The dealership estimates that 31 percent 
of its new-vehicle sales in May came di- 
rectly from the service department. 

ie Se 
service “tops,” Brost says, and to 
correct mistakes, errors, misunder- 
standings. 

Brost feels that service business 
insures against the lean years when 
a car line is cold or gross on car 
sales is down. Service volume and 
profits will pull a dealer through 
when all else fails, he declares. 


» | Efforts Coordinated .. . 


Industry Group Aims 
To Train Technicians 


DETROIT.—In an effort to pro- 
vide the skilled technicians needed 
by the auto industry, a group of 
executives, educators and trade as- 
sociation officials have organized 
Program Automotive Technician. 

The group said it will “combat 
the national trend of youth and 
adults alike to avoid the skilled 
trades when planning a career 
or seeking advancement.” 

Temporary chairman of PAT is 
Mel Turner, Automotive Service In- 
dustry Assn., Chicago. 

He said that underlying causes 
of the mechanic shortage are “lack 
of standards, the absence of career 
patterns, poor coordination with vo- 
cational educators and the need to 
reaffirm the importance of the tech- 
nician in our society.” 

Turner continued, “Many individ- 
ual firms and associations within 
the industry are making outstand- 
ing and costly contributions in 


ANOTHER (NORTON Mf PRODUCT 


phases of recruitment, training, 
placement and retention. But, their 
efforts are often diluted or com- 
pletely offset by inadequate or omit- 
ted efforts in other essential phases. 
“PAT has been created to coor- 
dinate, complement and expand 
these individual efforts. 
“Specifically, vocational teachers 
need industry to set levels of at- 
tainment required for their grad- 
uates to find employment,” he said. 
“Employers need a stability in the 
trade to justify the expense of 


training beginners and upgrading’ 


of older employes, 

“Specific programs will be car- 
ried to all involved in the industry 
by the members of the PAT com- 
mittee who are now preparing pres- 
entations,” Turner said. 

Serving on the PAT committee 
are: Stroh, Turner, Dean Jon P. 
Adams, Trade and Industria] Divi- 





Zooms around sharp curves at top speed with never a slip. Handles like 


a charm on the straightaways and hugs the line to a hair. And when 


it comes to stripping — man . . . you’ve never seen action like it! 


Comes off clean and 0-0-0-oh so easy! 


See your quality line Jobber or write to Dept. AN-7, 
BEHR-MANNING CO., Troy, N. Y., a division of Norton Company. 
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sion, Ferris Institute, Big Rapids, 
Mich.; Martin W. Bazner sr., 
Ammco Tools, Chicago; James F. 
Boyle, Automotive Booster Clubs 
International, Inc., and Glenn F. 
Campbell, Electric Autolite Co., To- 
ledo. 

Also, Frank Collord, former 
Iowa director, National Automo- 
bile Dealers Assn.; James H. 
Dotseth, Michigan Department of 
Public Instruction; Harold Grin- 
dle, Independent Garage Owners 
Assn, of America; William E. 
Hamlin, Michigan Automotive 
Wholesalers Assn., and Roger S. 
Heidenheim, McQuay-Norris Co., 
St. Louis. 

Also, William Landon, Automo- 
tive Industry Vocational Education 
Conference, Detroit; Dr. Robert C. 
Lusk, Automobile Manufacturers 
Assn., Detroit; Glenn M. Mitchell, 
Bureau of Apprenticeship and 
Training, United States Department 
of Labor, Toledo, and John W. Ner- 
linger, National Congress of Petro- 
leum Retailers ang Gasoline Dealers 
Assn. of Michigan. 

Also, Lawrence J. O’Doherty, 
Acme Quality Paints, Detroit; J. 
Howard Reed, Automotive Electric 
Assn., Detroit; Jack Epath, Auto- 
motive Maintenance Assn. of Mich- 
igan, and Prof. A. A. Vezzani, Uni- 
versity of Michigan. 
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TIRE CHANGER—Easier bead breaking 
by air power and faster tire changing 
with the “posi-lock’’ wheel holder are said 
to be combined in the Bishman Tire 
Changer No. 883-EC. The air power bead 
breaker features the same air cylinder 
and “rolling action” bead breaker shoe 
that are used on the Bishman Electric-Air 
changer. The cylinder, which is safety 
engineered against blowout, is said to 
have the largest air displacement of any 
bead breaker to provide power to break 
the tightest bead. The wheel holding cone 
is equipped with a positive lock. The 
cone is dropped onto the wheel and a 
handle pushed down from a. vertical 
to horizontal position to lock the wheel 
securely, it is said. Tires are mounted and 
demounted with a single bar. The machine 
will handle all drop center wheels through 
19% inches. Bishman Mfg. Co., Osseo 1, 
Minn. 





SEALER APPLICATOR — Easier pumping 
action and more delivery per stroke are 
said to be features of an oiler-type appli- 
cator gun for adhesives and sealers devel- 
oped by Minnesota Mining & Mfg. Co., 
900 Bush Ave., St. Paul 6, Minn. The No. 





16 (pint size) is designed to apply slow 
flowing materials more rapidly in auto 
trade uses. An improved ball check pump- 
ing mechanism develops greater pressure 
and allows thick adhesives and sealers 
to be pumped steadily with fewer strokes, 
it is claimed. The gun is used primarily 


with “3M" brand “Drip-Chek" sealer, 
windshield sealer and other 3M adhesives. 
oe 
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FRONT-END REPAIR KIT—The SP-790 
front-end repair kit has been announced 
by Superior Pneumatit & Mfg.., Inc., 13800 
Enterprise Ave., Cleveland 35, O. The kit 
contains the SP-700 air hammer that de- 
livers zero to 2,800 controllable blows per 
minute, weighs 312 pounds, and measures 


8% inches overall. Also included are 
eight special chisels. According to the 
manufacturer, these chisels can remove 


and install arm bushings, punch out ball- 
joint rivets, bust ball-joint rivets and bolts, 
separate ball-joint and tierod ends, break 
rusted sleeves on tie-rods for toe-in ad- 
justments, and remove and install new 


idling arm bushings on power steering. 
Co BAe 


Crofton Introduces ‘Tug,’ 
A Companion for ‘Bug’ 

A new vehicle, the Tug, a small 
cargo carrier, has been introduced 
by Crofton Co., Eighth and Harbor 
Drive, San Diego 1, Calif., with full- 
scale production scheduled for July. 

The forward-control Tug has a 





NEW PRODUCTS 


flat bed with 34.4 square feet of 
cargo area. It is 124.5 inches long 
and has a wheelbase of 63 inches. 
Turning radius is said to be less 
than nine feet. The firm said ship- 
ping weight is 1,150 pounds and 
load capacity is 2,000 pounds. The 
Tug is powered by a 35-horsepower 
Crosley-type engine. Crofton also 
builds a utility car, the Bug. 


* * * 
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PAINT SPRAYER—The Balcrank E-HY 50 
electrically operated airless unit is de- 
signed for spraying all types of paints 
without the use of an air compressor and 
heat. All that is said to be necessary is to 
plug the electric cord into a 115-volt, 
alternating current or direct current elec- 
tric outlet. The unit has an explosion- 
proof motor that operates both the pump 
and the builtin paint agitator. Instant 


fluid pressure is provided at the spray 

gun as soon as the motor is started, it is 

claimed. There is no air or fluid pressure 

on the paint container which has a ca- 

pacity of five gallons. S & S Engineering 

Co., P. O. Box 158, Northville, Mich. 
oe we 
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ROD SLEEVE SPREADER — The Weaver 
Tie Rod Sleeve Spreader is said to solve 
the problem of adjusting tie rod sleeves 
bound up by snow, water, salt and d rt. 
The spreader is hooked over the sleeve, 
after loosening the clamps on both ends 
of the rod sleeve, and adjustment is made 
in seconds by applying light pressure. 


Weaver Mfg. Division, Dura Corp., 2100 


South Ninth St., Springfield, Ill. 
* & & 








STEAM CLEANER—The Apache Model 
310 motor steam cleaner has been de- 
signed and engineered fofr the automotive 
trade. The unit is said to deliver 100 
pounds of saturated steam within 90 
seconds with a 70 gallon capacity. Model 
310 is portable, mounted on wheels with 
semi-pneumatic tires. Standard equipment 
includes steam hose, steam gun and spe- 
cial hot water rinse attachment. The unit 
automatically mixes soap and water—no 
siphon hose or soap buckets are neces- 
sary, it is claimed. Apache Division, 
Electronics, Inc., P. O. Box 150, Vermillion, 
S. D. 





AIR CONDITIONER—Clardy Mfg. Co., 
1728 Layton St., Fort Worth, Tex., has re- 
leased an improved model of the Cool 
Car under-dash air conditioning unit for 
1961. It is called the Cool Car De Luxe. 
The four front louvres have been changed 
to utilize four ball and socket louvres 
which add to the appearance, it is said. 
They are adjusted to the desired location. 
The basic case is in a chrome finish; the 
bolls are also finished in chrome. The 
grills are available in color. 

ee ee 





BATTERY TESTER—Christie Electric Corp., 
3410 W. 67th St., Los Angeles 43, Calif., 
has added an “on the spot" battery tester, 
Model T-1, to its 1961 line of battery serv- 
icing equipment. Maximum effectiveness 
and accuracy are obtained by first deter- 
mining a battery's state of charge, then 
performing two tests, one supplementing 
the other, it is said. One test detects spe- 
cific gravity variations and shorted cells. 
The other will condemn batteries that are 
worn out, it is claimed. 

ee oe 





AIR JACK—Six major improvements 
have been designed into Hein-Werner's 
1¥_-ton Model AL-33 Air Jack. These fea- 
tures are said to include: Bi-level swivel 
saddles, honed cylinder, 56-inch saddle 
spread, 34%-inch lifting height, smoother 
operation, and automatic safety lock. The 
bi-level swivel saddles, which adjust up to 
56 inches, make possible more secure load 
contact at prescribed lifting points at the 
proper angle, it is said. The deep carriage 
throat extends saddles beyond bumper to 
brackets or frame members on all model 
cars. When raising vehicles with lower 
saddle, the shoulder between saddle lev- 
els provides extra bumper support, it is 
claimed. Hein-Werner Corp., 1200 Nation- 
al Ave., Waukesha, Wis. 

en eels 


Pocket Day-Timer Called 


Executive Planning Aid 


Busy executives can plan their 
work days and keep a precise ac- 
count of time and money spent on 
each project by using a simplified 
planning aid called the Pocket 
Day-Timer, according to Day-Tim- 
ers, Allentown, Pa. 

Designed especially for people 


whose work takes them away from 
their desks, the wallet-style pocket 
unit features uncomplicated entries 
arranged to provide reminders of 
upcoming deadlines, providing ac- 
curate records of time and ex- 
penses for billing expense accounts 
and tax purposes, reveal time- 
wastes, establish individual contri- 
bution to projects, and compare 
profits on various undertakings, the 
firm said, 





PLASTIC SHIELD—Airo Shield, a high- 
impact plastic shield, is said to give maxi- 
mum protection from the exhaust and dirt 
hazards prevalent with station wagons, 
keep the rear window clean for vision, 
prevent road salt and grime from dulling 
rear chrome and finish. Airo Shield does 
not raise up when driving at higher 
speeds, and will not break when curbed, 
it is said. The finish is like your auto's 
finish—renewed with each car washing. 
The shield will not ravel, tear or shatter. 
Airo Shields are designed for use on 
panel trucks, vanettes, pickups, and cars. 
Available in six colors, Airo Shield, Inc., 


702 Porter St., Lansing, Mich. 
Be ae 





SCRUBBER—A compact floor mainte- 
nance machine that is said to scrub, pick 
up dirt and cleaning solution and squee- 
gee-dry floors has been introduced by 
Clarke Floor Machine Co., Division of 
Studebaker-Packard Corp., 30 E. Clay 
Ave., Muskegon, Mich. The machine, 
ClarkeAmatic Compact Scrubber-Vac 
Model PS-18BP> cleans an 18-inch swath 
and operates on battery power. It has an 
operating speed of approximately 120-132 
lineal feet per minute and a scrubbing 
speed of 3,500 to 6,000 square feet per 
hour. 





REFLECTOR—The Grote Gil reflector is 
said to be hermetically sealed and is 
mounted in a polyethylene housing which 
is impervious to corrosion or oxidation. 
The polyethylene housing provides a shock 
cushion for the lens as well as a shock- 
protective rim. Should the lens be destroy- 
ed by a direct blow from a sharp object, 
only the lens need be replaced, it is said. 
A further advantage of the silver-toned 
polyethylene housing is that it is adapt- 
able to flat or moderately curved surfaces, 
it is said. Grote Mfg. Co., Automotive Di- 
vision, Madison, Ind. 





ae ses 

RECONDITIONING EQUIPMENT—DeVil- 
biss Co., Toledo 1, O., has prepared a 
catalog sheet listing available equipment 
for reconditioning the interiors of used 
cars. Included are small guns with suc- 
tion cups especially suitable for pinpoint 
touchup and for spraying in close or 
cramped quarters such as engine com- 
partment; medium-sized guns for tinting 
headliners and upholstery and for paint- 
ing floor mats and trunk compartments; 
fast application guns for both inside and 
outside finishing, and the maneuverable 
remote cup, pressure feed guns which are 
suitable for broad horizontal and vertical 
surfaces such as convertible tops, head- 
liners, overall body painting as well as 
for the less accessible areas. For use on 
used-car lots or where air lines do not 
exist, the company offers the Tuffy port- 
able spray unit with the electrically oper. 
ated compressor. This can be used for 
most finishing jobs, to operate a duster 
gun for cleaning and even for inflating 
tires, it is said. 








SCRATCH REMOVER—H. S. Taylor Enter- 
prises, 5460 Natural Bridge Ave., St. Louis 
20, Mo., has announced a kit that is said 


to remove all scratches and marks from = 


glass. Called Clear Cut, the kit is said to 
include all the necessary material to re- 
move scratches from approximately 20 to 
25 windshields. The 
ordered individually. 








OVERHEAD LUBE REEL—The Safe-Gard 
line of automotive lubricating equipment 
has been announced by Aro Equipment 
Corp., Automotive Division, Bryan, O. 
Reels are available for use singly, or in 
multiple banks to cover the complete 
range of service needs—chassis lube, gear 


metered, automatic transmission fluid, | 


motor oil, air and water. They are avail- 
able with the Aro light cord reel, featur- 
ing an automatic latch to hold the light 
cord at any desired height. 


items can be re- | 


! 
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| STOCK UP ON FRAM FILTERS 
j GET FABULOUS FREE GIFTS! 


) With every 24 Fram Filters you buy, 
Your supplier gives you 2 Free Fram 


But Want Compacts Boosted . . . 
a anaes ama eae mamma tee en eel 


Dealers Fail to Agree 
On an Ideal Discount 


(Continued from Page 1) 


mittee of the National Automo- 
pile Dealers Assn. in its meetings 
with auto makers, 

An Indiana dealer believes that 
the holdback should be a straight 
dollar amount rather than a per- 
centage. He suggested a holdback 
of $100 per car. 

Current dealer discount figures 
are 21 percent on most compacts 
and 25 percent on most standard- 
sized models, each including a one 
percent holdback, The holdback is 
paid on the “factory list” price of 
the car, not including Federal or 
state taxes, optional equipment, 
destination charges or dealer prep. 

ok co * 

N RECENT months, several deal- 

ers have urged that the dealer 
discount be reduced. They argue 
that cutting the spread between 








FOR DEALERS WHO 


SELL FAMOUS FRAM 
"WEAR-GUARD” FILTERS 





120 GIFT CERTIFICATES 
(Free with 120 Doz. Cartridges) 





WESTINGHOUSE 19” PORTABLE TV 
—Today’s most portable portable is 





§ just one of the many nationally adver- 


tised gifts you can get ABSOLUTELY 
FREE in FRAM’S MILLION $$$ GIVE- 
AWAY. Gifts are your reward for sell- 
ing Fram ‘‘Wear-Guard’”’ Filters— 
today’s fastest moving filters—proved 
to trap up to 40% more dirt than any 
other filter tested. 


Gift Certificates. Redeem them im- 
mediately or save them for gifts of 
higher value. 





CLIP COUPON AND MAIL TODAY! 


CCeeercccceseecscesgeseses 


FRAM CORPORATION 
DEPT. MG 
Providence 16, R. I. 


| want to get my share of Fram's 
Million $$$ Giveaway. Please send 
me catalog of free gifts. 


ee ee 
NAME 


Se a  F 
ADDRESS 


city 


ZONE STATE 


MY SUPPLIER'S NAME IS 


° 
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IN ONLY 
A 3X5’ AREA | , 
THIS } a 
SERVICE SHO | SAFETY | 
EARNS 42 
$18,000 
PROFIT 
ANNUALLY 


No. 20 Brake-Shop-On-Wheels complete 
with Drum Lathe, Shoe Grinder, Drum 
Mike, Brake Hone and other accessories, 


dealer cost and sticker price would 
help clear up deceptive advertis- 
ing and selling practices and even- 
tually boost dealer profits. 

Most of the dealers questioned by 
AUTOMOTIVE News last week did not 
agree. A Chicagoan put it this way: 

“Cutting the discount won't 
help the situation because metro- 
politan gimmick dealers would 
still sell at the same gross mar- 
gins. After all, lowering the dis- 
count on compacts didn’t increase 
the gross on those models. 

“A lower discount to the dealer 
will mean only a lower discount to 
the customer, but gross profit will 
not improve.” 

NADA’s Task Force apparently 
feels the same way, since the com- 
mittee has recommended hiking the 
compact discount rather than slic- 
ing the standard-model figure. 

* * * 

OE point the Task Force hasn’t 

mentioned is the effect on the 
Sticker price if the compact dis- 
count were boosted to the level of 
the standards. Using a ’61 Falcon 
four-door sedan as an example, 
here is what would happen: 

The sticker price of the car is 
$1,976 (under the 20 and 1 discount 
setup), consisting of $1,803 factory 
list, $153 Federal tax and $20 dealer 
prep. 

If the dealer invoice: price re- 
‘mained the same and the dealer 
discount were hiked to 24 and 1, 
there would, naturally, be a cor- 
responding rise in the markup. 
The sticker price of the Falcon 
four-door then would become $2,071 
—$1,898 factory list, $153 Federal 

tax and $20 prep. 

It would mean a $95 increase in 
the sticker price, but the dealers 
advocating the higher compact dis- 
count seem to feel that this dis- 
advantage would be offset by the 
corresponding boost in their trad- 
ing margin. 
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“THE MOST PROFITABLE AREA IN OUR SHOP” 

Brake Service Did The Trick. Interested in earning $1,200.00 
per square foot? Nunley’s Service of Indianapolis is doing 
just that. Recently Burch Nunley equipped his shop with an 
Ammco Brake-Shop-On-Wheels. The combination of Ammco’s 
equipment and a regular merchandising program now brings 
in 50 brake jobs a month. Requiring just 3 x 5 feet of floor 
space (space often wasted by empty soft drink cases), the 
Brake-Shop-On-Wheels helps net a gross profit of over 
$18,000.00 per year. The profit on just one.complete brake 
job a week more than covers the payment on the equipment 
and brings in a good profit, too. More and more “casual” cus- 
tomers have come in for brake work and have become “reg- 
ular” customers since Nunley added his Brake-Shop-On- 
Wheels. This has increased volume and profits in normal 
services as well as from other mechanical services. 





REQUEST THIS FREE 
BOOKLET-—Tells how 
you can easily increase 
sales and _ profits. Write 
today for How To Earn 
Big Profits In Brake 


Service! 







* * * 


HE uniform discount would 

eliminate another problem that 
many dealers have mentioned—the 
necessity of quoting two prices for 
the same tradein if the prospect 
switches his attention from a 
standard to a compact. 

An Ohio Chevrolet dealer said 
he favored a 12 percent discount, 
but remarked that dealers would 
not cooperate with such a plan. 

A Midwest Ford retailer thought 
the discount question was academic 
since most dealers sell from invoice 
instead of sticker. 

The same opinion was voiced by 
a Chevrolet dealer in the Rocky 
Mountain area. He said he prefer- 
red a uniform rate on all models, 
but added: “Discount doesn’t mean 
a thing as long as we keep selling 


for $50 over invoice.” 
* * x 


IRS Rules Out Tax 


In Tradein Situation 


WASHINGTON. — A nontaxable 
transaction results where a taxpay- 
er sells old equipment used in his 
trade or business and purchases 
new equipment of like kind from 
the dealer, the Internal Revenue 
Service has held (Rev. Rul, 61-119). 

This holds true when the circum- 
stances indicate that the sale and 
the purchase are reciprocal and 
mutually dependent transactions, 
even though the sale and purchase 
are accomplished by separately ex- 
ecuted contracts and are treated as 
unrelated transactions by the tax- 
payer and the dealer for record- 
keeping purposes. 

IRS cites a case in which a com- 
pany has equipment depreciated to 
$500, though its market price is 
$1,000. Such equipment has a listed 
retail price of $10,000 but is regu- 
larly sold for $9,000, If the company 
made a straight tradein, it would 
be billed for $8,000 — representing 
the sales price less a trade allow- 
ance of $1,000. 

Alternatively, it might be billed 
for $10,000, in which case the trade- 
in would be shown as $2,000. In 
either case there would be an $8,000 
balance due. In either situation, the 
transaction would be a nontaxable 
exchange. 


NO DOUBT ABOUT JT. 
AMMCO TOOLS, INC. 


2150 Commonwealth Avenue, North Chicago 
(S THE BUY 


Sure “QUICK-SERVICE” MERCHANDISER 


Illinois 








Sell more quick service with this new Shure 
Merchandiser designed to make quick 
service easier... quicker...more profitable! 
Model 20140 shown is 7 feet high and 
7 feet long. 
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GREY IRON GASTINGS 
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ONE OF THE NATION'S 
LARGEST"AND MOST#MODERN 
PRODUGTION FOUNDRIES 
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WHELAND|COMPANY 


ESTABLISHED 








Largest Stock in the U.S.A. 


GERMAN CAR PARTS FRENCH CAR PARTS 


BRITISH CAR PARTS 
HEPOLITE—Pistons & Rings 
WELLWORTHY—Pistons & Rings 
JAMES—Valves & Guides 
TERRY—Valve. Springs 
PAYEN—Gaskets & Oil Seals 
BORG & BECK—Clutches 
LOCKHEED & GIRLING—Brake Parts 
FERODO—Brake Linings, Fan Belts 
LUCAS—Ignition, Lamps, etc. 
GLACIER—Engine Bearings oe 
VANDERVELL—Engine Bearings BOSCH—Spark Plugs & Ignition 
RANSOME & MARLES—Ball & Roller Bearings TEXTAR —Brake and Clutch Linings 
WHITELEY—Water Pumps, Tie Rods, Universals VARTA—Batteries : 

@ other top lines @ other top lines 


ITALIAN CAR PARTS 
MARELLI—Ignition, Spark Plugs 


KOLBENSCHMIDT—Pistons 
ATE—Lockheed Brake Parts 
ATE—Valves, Ring Sets 

F & S—Clutches 

REINZ—Gaskets 

SIMRIT—Oil Seals 
SWF—Windshield Wipers & Motors 
FRESE—Bumpers & Mirrors 
GLYCO—Engine Bearings 
HELLA—Lamps, Horns 


SPESSO—Gaskets AKRON—Oil Seals, Rad. Hose R.I.V.—Ball and Roller Bearings @ other top lines 





At the Factories... 


Staff. 


in 1949. 


* * * 


Ford Motor Co. 


Gordon B. MacKenzie, former 
Lincoln-Mercury Cleveland district 
manager, has been named director 
of the Ford Motor Co. dealer de- 
velopment office, 
succeeding W. S. 
Venn, who resign- 


MacKenzie join- 
ed Ford Division 
as dealer repre- 
sentation analyst 
in 1954, later ad- 
vancing to dealer 
organization coor- 
dinator in the 

: se dealer placement 
G. B. MacKenzie department. 
In 1955, he went to L-M as manager 
of the dealer planning and place- 
ment department. 

He was promoted to Kansas City 
district manager in 1956, and in 





MONOPOLE-POISSY—Pistons, Rings, Valves 
CURTY & Cie.—Gaskets, Oil Seals 
ALLINQUANT—Shock Absorbers 
COUSSINETS MINCES—Engine Bearings 

SOCIETE FERODO—Brake Linings, Clutches, Ferlec 
DES FREINS LOCKHEED—Brake Parts f 
SOCIETE S.E.V.—Ignition, Fuel Pumps, Wipers 
MARCHAL—Lamps, Light Units, Spark Plugs 
PARIS—RHONE—Generators, Starters, Regulators 
$.N.R.—Ball and Roller Bearings 

JAEGER—S.N.A. —Speedometers, Instruments 
PECASEAUX—Lamps, Plastic Parts 


@ other top lines 


position he held prior to his ap- 
pointment as assistant general fi- 
nance manager, Ford International 




























Appointment of Charles F. Bald- 
win jr., 45, as product planning 
manager, Ford International] staff, 
is announced by Tom Lilley, vice- 
president, Ford International staff. 

Baldwin formerly was special ve- 
hicle planning manager for the 
Ford Division product planning of- 
fice, in which capacity he headed 
the Falcon program. He joined 
Ford Division as a financial analyst 








WHOLESALE ONLY — Only Dealers may apply for catalog to nearest regional distributor listed below. 





BECK DISTRIBUTING CORP. 


Quick Service Available In All Parts of the U.S.A., Hawaii 
and Puerto Rico Through Authorized Beck Distributors. 


70 East 131st Street, New York 37, N. Y. 





AUTOMOTIVE NEWS, JULY 17, 1961 


Late Personnel News 





(Continued from Page 6) 


June, 1958, was named Detroit area 
market representation manager for 
M-E-L Division. 
*” * * 
Lincoln-Mercury 


Herbert Fisher has been named 
advertising and sales promotion 
manager for Lincoln-Mercury. 

Formerly L-M marketing re- 
search manager, 
Fisher will direct 
the division’s ad- 
vertising, sales 
promotion and 
display and ex- 
hibits activities, 

Fisher joined 
Ford Motor Co, in 
June, 1959. Previ- 
ously, he had 
been director of 

/-_ consumer re- 
Herbert Fisher search for Chrys- 
ler Corp.; associate director of mar- 
ket research for the J. Walter 
Thompson Co., New York, and a 
member of the Leo Burnett adver- 
tising agency staff in Chicago. 

* * 


Oldsmobile 









James W. Hill sr. has been named | g 


manager of Oldsmobile’s Oakland 
(Calif.) zone, it was announced by 





James W. Hill Sr. 


Lowell S. Pletcher 
Emmett P. Feely, general sales 
manager. 

Lowell S. Pletcher will succeed 
Hill as manager of the Jack- 
sonville (Fla.) zone. Replacing 
Pletcher as assistant manager of 
the New York zone is James C. 
Schultz. 

Hill has been with Oldsmobile 
since 1947 and had managed 
the Jacksonville zone since 1957. 
Pletcher, with the division since 
1935, had held his New York post 


10-Step Method Hikes Sales | 


since 1959, Schultz, until his pres- 
ent appointment the assistant man- 
ager of the Atlanta zone, joined 
Oldsmobile in 1950. 

* * * 


Chrysler-Plymouth 


Lawrence G. Rice, 37, has been 
P named Chrysler- 
Plymouth St, 
Louis regiona] 
manager. 

The St. Louis 
office covers East- 
ern Missouri, 
Southern Illinois, 
Western Indiana 
and Western Ken- 
tucky. 

With Chrysler 
Corp. eight years, 
Rice formerly was 





Lawrence G. Rice 
assistant manager of Chrysler- 
Plymouth dealer operations with 
offices in Detroit. 

* * * 


Studebaker-Packard 


Dr. N. A. Lamberti, Los Angeles, 
has been appointed administrative 
assistant to Sherwood H. Egbert, 
president of Studebaker - Packard 
Corp. Lamberti 
succeeds Donald 
E. Kidder, who 
was recently 
elected vice-presi- 
dent and who will 
be in charge of 
the corporation’s 
Washington of- 


ce. 
“With his ex- 
tensive back- 
ground in both : 
practical and ed- Pr. N. A.Lamberti 
ucational industrial engineering 
and management, Dr. Lamberti will 
be an exceptionally valuable asset 
to the corporation,” Egbert said. 

Lamberti, 40, has been a manage- 
ment consultant and associate pro- 
fessor in the Graduate School of 
Business, University of Southern 
California, since 1958. 


Earlier, he was general manager 
of Ryder-Elliott, Inc., metal furni- 
ture manufacturers; and assistant 
to the vice-president and general 
manager of Lear Cal, Inc., an elec- 
tronics firm. 


At McCulloch Corp., Los Angeles, 
Lamberti served as assistant to Eg- 
bert, then vice-president of manu- 
facturing, from 1950 to 1954, and 
also held the post of chief industrial | 
engineer, Egbert was executive 
vice-president at McCulloch prior to 
his appointment as president of 
Studebaker last February. 





For Texas Rambler Deal 


By C. Thomas 
Staff Correspondent 


EL PASO, Tex.—A 10-step sales 
method has brought a sizable sales 
increase at Mack Massey Rambler, 
according to Earl Wright, sales 
manager. 

The dealership was selling about 

35 new cars a month before the 
program was installed in August, 
1960, Wright said. The first month 
under the new plan, sales jumped 
to 69 units and have never been 
below 47 units since then. 

The dealership has eight new-car 
salesmen, six of whom broke in 
under the 10-step method. 

Wright feels that customers have 
“buying habits” or “buying meth- 
ods,” and it’s up to the dealership 
to set up a counter-method. 

Every person who steps into the 
showroom wants to own a new Car, 
he declared. The reason that some 
prospects walk out without buying 
is that the dealer did not put him- 
self in a position where he could 
turn down the customer’s deal. 

“We're selling eight out of 10 
prospects with our 10-step method,” 
Wright said. “We turn 80 percent 
of the so-called shoppers into buy- 
ers. Actually, the term ‘shopper’ is 
a derogatory tag given to prospects 
by salesmen who were unable to 
close them.” 

He added, “A prospect is our 
prospect only as long as we have 
him. Once he walks out the door, 
he’s anybody’s prospect.” 

Here is the 10-step routine prac- 
ticed at Massey Rambler: 

1. Greet the customer. Generate 
a welcome-mat approach. Don’t 
present a commercial false face, 

2. Find common ground, some 
subject for conversation. Get ac- 


quainted with the customer and let 
him get acquainted with you. 

3. Qualify the prospect. What car 
would suit him best. 

4, Get the prospect to settle on a 
specific model. 

5. Demonstrate that model. Dur- 
ing the demo ride, talk features, not 
prices. 

6. Be sure the model] is right. Get 
the prospect to admit this is the 
car of his choice, Have him men- 
tion what features he likes best. 

7%. Write the deal. The full re- 
tail list price of the new car and 
the wholesale value of the trade- 
in are logged, leaving plenty of 
room to dicker, 

8. Get the appraisal. 

9. Get the prospect’s signature on 
the contract at some figure. Any 
figure. The customer’s figure. But 
get the signature. 


10. Turn over the customer to the © 


closer. : 
Wright explained that the sales: ' 
(Continued on Page 83, Col. 1) 


Wankel Engines 


Licenses Perkins 


PETERBOROUGH, England. — 
F. Perkins, Ltd., has signed an 
agreement to manufacture NSU 
Wankel engines under license in 
the United Kingdom. 

The agreement — reached with 
patent holders NSU and Wankel, 
both of West Germany — enables 
Perkins to manufacture petrol ma- 
rine motors and diesel motors, 

A Perkins spokesman said, “As 
the company plans to undertake ex- 
tensive development work on thesé 
motors, it is unlikely that they will 
be marketed for some time.” 
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20 matter how small the dealership. 


» that point on, there should be no 
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Proposals Listed for Big Three... 
I teereecetnneen eens nna> 


Stage for Bargaining 


UAW Sets 


(Continued from Page 4) 


workers, grievance procedures, su- 
pervisory personnel doing produc- 
tion work, initiation fees, paycheck 
deductions, union-shop clause, con- 
trol of overtime work and the prob- 
Jem of subcontracting work. 

In its presentation to GM, union 
negotiators listed eight possible 
ways to cut working time and pro- 
vide more jobs—one of the major 
jssues in this year’s negotiations. 

These approaches included reduc- 
tion of work day, week or year 
without loss in pay; longer vaca- 
tions; more .paid holidays; earlier 
retirement; restriction of overtime, 
and institution of sabbaticals — a 
year off with pay. 


4)N SALARIES, the UAW pro- 

posed that salaried status be 
given immediately to certain hourly 
employes, mainly technicians, who 
are members of the union and who 
work with nonunion employes who 
already are on salary. 

The union suggested that a pro- 

m for transferring all other 
hourly workers to salary status 
be worked out during the life of 

the forthcoming contract by a 
permanent committee, composed 
of company and union represen- 
tatives. 

During the transitional period, 
the union proposed that hourly 
workers who put in short work 
weeks be paid 65 percent of their 
regular take-home pay for days 
when they are laid off. 

The pension-improvement pro- 
posals, put before Ford, asked for 
an increased level of benefits, a 
single-level benefit for both past 
and future service, a lump-sum 
payment upon retirement “to facili- 
tate the transition from work to 
retirement,” optional early retire- 
ment at age 60 and continued in- 
come for the retired worker’s wife 
if he should leave her a widow. 

Union negotiators also suggested 
liberalized SUB provisions as a step 
toward giving hourly workers the 
equivalent of a salary, 

* ES 


ESE called for payment of 
benefits equivalent to 65 percent 
of a worker’s gross pay, rather than 
his take-home pay; elimination of 


» the $30 weekly ceiling on benefits, 












Rambler Dealer Pushes Hard Sell... 


10-Step Method Hikes Sales 





extension of benefits to 52 weeks 
from the present 26 weeks, and 
provision for collecting SUB bene- 
fits by mail rather than in person. 

UAW negotiators told GM that 
the auto firm “must assume the full 
cost of the hospital-surgical-medi- 
cal program for all employes and 
all retirees and their respective de- 
pendents.” 

Under terms of the present con- 
tract, the auto companies pay half 
the cost of the program for the 
workers, The program is offered to 
retirees at reduced group rates. 

* * * 

HE UAW also moved to retain 

the annual improvement factor 
and cost-of-living clause in its new 
contract. 

There have been several indi- 
cations that the Big Three will 
make an effort to abolish these 
wage-increase formulas. However, 
the union, in its presentation to 
GM, warned that it will allow no 
tampering with the basic prin- 
ciples behind the program. 

The UAW pointed out that wage 
increases in the auto industry have 
failed to keep pace with the rate 
of productivity increase. In dollar 
terms, auto workers’ wages are 81 
cents an hour less than if they 
had been increased since 1940 at 


the same rate, the union claimed. 

The UAW argued that the pres- 
ent improvement factor of 2% per- 
cent or 6 cents an hour is much 
below the actual 3.4 percent ad- 
vance in productivity from 1947 to 
1960, and does not take into account 
the fact that the rate of technologi- 
cal advance is constantly acceler- 
ating. 

A formula is therefore needed, 
UAW said, which will recognize 
“our present potential for produc- 
tivity advance under normal, not 
depressed, conditions,” transfer 
present cost-of-living allowance (17 
cents) into base rates, and find ans- 
wers to other problems in the me- 
chanics of applying the forumla. 

* * * 


- TWO days of talks before the 
recess was declared at American 
Motors, Edward L, Cushman, AMC 
industrial relations vice-president, 
gave ample demonstration that the 
company wants to negotiate its own 
agreement. 

Cushman took the offensive in the 
negotiations by outlining what he 
called a “fresh, new approach” to 
collective bargaining. 

Cushman proposed that a com- 
pany-union committee be set up to 
study problems affecting both of 
them that aren’t connected with 
collective bargaining. 


Capital Gains, Entertaining 
Face Stricter Taxation 


WASHINGTON, — The House 
Ways and Means Committee has 
tentatively voted approval of 
changes in the tax code, including 
stricter treatment of what en- 


tertainment expenses can be 


charged against income and a plan 
to ban capital-gains tax benefits on 
property other than real estate. 

The action came after pro- 
tracted discussions behind closed 
doors on the Kennedy Adminis- 
tration’s program for closing tax 
loopholes. Still in doubt is a part 
of the program that would grant 
tax credits for capital invest- 
ments by businesses. 


The committee did not go as far 


(Continued from Page 82) 


man knows that the deal mention- 
ed in Point Seven will be unaccept- 
able to the prospect, that he may 
object to the tradein allowance or 
the monthly payments. 

The salesman then asks what the 
prospect wants in trade for his car, 
or how much he can afford to pay 
per month. The salesman draws a 
line through the original figure and 
writes the new one above. 

He then pushes for the signature, 
although he knows the house won’t 
accept the new figures. If the cus- 
tomer signs, the closer takes over 


' and starts out by getting the pros- 


pect to agree that his offer is too 


“You see,” Wright said, “our 
10-step method gives the house a 
chance to keep turning down the 
customer’s deal without giving 
the customer the chance to walk 
out on the dealer’s best offer. It 
Permits the house to hold and 
dicker with the prospect.” 

Wright contends that there 
should be two men in on every sale, 


“There comes a time—at the con- 
clusion of Point Six—when selling 
Teaches a climax,” he said. “From 


More selling attempted. For it can 
only be a repeat of what already 
has been said. 

“A salesman can carry one of to- 
day’s buyers only so far. Actually, 
this is to prepare him for the clos- 
ing. By the time one of our sales- 


» Men has turned the deal over, he 


has exhausted himself. Besides, he 
is beginning to grow tiresome to 
his prospect, 

Only a few salesmen can change 
hats in the middle of the program, 





and play both parts—salesman and 
closer. 

“Our closer is NOT a high-pres- 
sure salesman,” Wright declared. 
“He’s not a salesman. He is the 
man who irons out the remaining 
problems because he brings in a 
new face and a new pace. In other 
words, he can tackle the job ob- 
jectively.” 





Nature Adds Impact— 


When Lost Creek south of Pekin, Ill., 
flooded its banks during a recent rain- 
storm, the overflow appropriately com- 
pleted the billboard picture above it. 
Poster was that of Velde Ford Sales, Inc., 
Pekin. Dealer Lynn Velde is a director of 
the Davenport District Ford Dealer Adver- 
tising Fund. 















as the President requested in tight- 
ening up on entertainment ex- 
penses. The Administration sought 
a ban on deductions for entertain- 
ment and a ceiling on travel costs 
that can be charged off. 

As it stands now, the bill would 
allow reasonable entertainment ex- 
penses and reasonable allowances 
for food, drinks and room while 
travelling. Club dues could no long- 
er be charged off. 

In deducting entertainment ex- 
penses, taxpayers would have to 
prove that the expenses were in- 
curred for the production of in- 
come, not to generate goodwill. An 
evening of night clubbing would be 
out because the locale is not con- 
ducive to discussing business. 

The committee made a major 
change in the Administration’s 
proposal that income derived 
from the sale of depreciated prop- 
erty for more than its book value 
be taxed at ordinary, rather than 
capital gains, rates. The commit- 
tee voted to continue to tax gains 
on real estate at the lower, capi- 
tal-gains rate but did accept the 
President’s plan for gains on the 
sale of other property. 


Discussion of investment incen- 
tives for business has been delayed. 
When the revenue gains and losses 
of the full tax program are bal- 
anced, the committee may grant in- 
centives in relation to the balance. 


Staff Consolidation 
Carried Out by 


John Bean, Barrett 


LANSING.—Consolidation of the 
John Bean and Barrett distribution 
staffs, which is now nearly com- 
pleted, has resulted in a greatly 
enlarged sales and service organ- 
ization according to Harry Schae- 
fer, manager of the automotive de- 
partment, John Bean _ Division, 
FMC Corp. 


Since Barrett Equipment Co, was 
purchased by FMC in April, nearly 
all of the territories have been con- 
solidated and equipment lines in- 
tegrated, he said. Most of the sales 
representatives of both organiza- 
tions have been retained. 

In addition to the consolidation 
of territory representation, many 
territories have been reduced in 
size to provide more concentrated 
service, Schaefer said. 

As of July 1, he said, John Bean 
had 30 complete brake and front 
end equipment service centers in 
the United States as well as sev- 
eral sub-centers. 





‘i aii Tite Creda hail li 


Consumer Credit Insurance 
Market Ever Developed 


Coverages Available 


* 


Automobile 
Physical Damage Insurance 
(Comprehensive, Fire, Theft and Collision) 


Credit Life Insurance 


RESOLUTE 
INSURANCE 
COMPANIES 


Established 1926 


SPECIALISTS 
IN CONSUMER CREDIT INSURANCE 


Hartford 3, Connecticut 
* * 





An Ad in the Classified Section of 
AUTOMOTIVE NEWS 


Will get you quick action, and a satisfactory 
return for your investment 


AUTOMOTIVE NEWS 
965 E. Jefferson Detroit 7, Mich. 




















TURN YOUR 
New Car Showing 


“LOOKERS” 
Into NEW CAR 


BUYERS! 






New Car Showings cost a lot of money 
and produce more ‘‘lookers’’ than 









. . there's a low-cost, complete 74 
SS program to QUALIFY ‘‘lookers’’, OR- 
SS GANIZE Sales Efforts and SELL MORE f 
ee NEW CARS for your dealership. ‘ 
Sta This NEW program works regardless of 
make or size of your dealership. Get 
the full story TODAY! 


Me Nill aol MM A 
URE mes mC cnn 


THE JOHN E. WOLF COMPANY 
621 North Robinson 
Oklahoma City 2, Oklahoma 


Show me how to turn LOOKERS into BUYERS. No obligation 












on my part! 

DEALERSHIP 

BY TITLE 
CITY STATE 


r---------- 


Sis cs wnidecie caval 












By Evelyn C. Bash 
Staff Correspondent 


ST. PETERSBURG, Fla.— Gor- 
don Nichols, vice-president of 
believes 
hiring the handicapped is good 
business. If an employer is selective 
and gets the right person for the 
right job, he will have an excellent 


Nichols Bros, (Rambler), 


employe, Nichols says, 


Nichols has been hiring the 
handicapped for many years. He 
has had the satisfaction of seeing 
unhappy, disabled persons improve 
themselves mentally and physically, 
when given a chance to prove 
themselves, and at the same time 
be an asset to the firm employing 


them. 

Over the past 11 or 12 years, 
the Nichols firm has hired about 
a dozen handicapped persons. Not 
all of them have worked out. A 
few have had to give up as their 
physical condition worsened, and 
they were unable to carry on. 

But those who do make the grade 
are superior employes, Nichols 
points out, They make their indi- 
vidual jobs important, are interest- 
ed in improving themselves and do- 
ing a better job for the company. 
After a time, no one ever thinks of 


It’s Good Business, Says Dealer... 
Hiring the Handicapped 


was to continue long as an employe 
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of the firm 


through junior college. 


Nichols says. 


Another handicapped employe 
who has made herself important 
to the firm and has won numerous 





Dealer Gives Dinner 


For Chevrolet Owners 

BATTLE CREEK, Mich.—De- 
Nooyer Chevrolet here held an 
“owner’s” dinner-meeting as the 
first activity of its new Owner’s 
Relations Department, headed by 
Norman DeNooyer. 

The meeting was attended by 
14 local Chevrolet owners whose 
comments were recorded on tape 
for use by the dealership in its 
service planning. 





He made good, He gave up 
wine, paid his bills, has establish- 
ed good credit, has purchased a 
car and is now buying a home. 
He raised a son and sent him 


Roundtree is a whiz at waxing, 
Nichols says, since most of his 
strength is in his arms. Roundtree, 
who hag had little education, also 
has an amazing ability to add long 
columns of figures fast and accur- 
ately. He never makes an error, 


them as being handicapped, he 
added. 

“We treat them like any other 
employe,” Nichols said. “We ask 
no quarter and give none. They do 
not expect, nor do they get prefer- 
ential treatment. Each person 
stands on his own ability.” 

Typical of the persons the Nich- 
ols firm has helped is a Negro, 
Oliver Roundtree, who is employed 
in the cleanup department. He has 
been with Nichols 10 years. 

When he joined the firm Round- 
tree had only one leg. He also had 
another handicap—drinking and 
bad debts. Nichols made it clear 
from the beginning that Roundtree 
would have to straighten himself 
out and give up his drinking if he 





must provide real service to deal- 
ers, or they won’t get far, 

In this connection, a veteran auto 
sales executive, J. C. (Larry) Doyle, 
who now is vice-president for the 
Wolf program of customer develop- 
ment, has a potent commercial: 

“Our programs,” he said, “do 
what other programs say you 
should do.” 

Here is a business that was built 








California HereWe Come— 


TO TELL YOU. ABOUT 


1. The PROFITABLE Auto Rental and Leasing business and — 
2. How you can have the Prestige and Guidance of an International 


System. 


HERE'S HOW!!! 
Spend just 2 days at a 
CARS RENTAL SYSTEM SEMINAR ON 
Rental & Leasing 


TAKE YOUR CHOICE 
LOS ANGELES 


on Monday & Tuesday 
August 7 & 8—Ambassador Hotel 


stan Maas 


SAN FRANCISCO 


on Thursday & Friday 
August 10 & 11 — Hilton Inn 
9:30 A.M. to 4:00 P.M. Daily 


SEMINAR FEE OF $95.00 INCLUDES LUNCHEON AND ALL SEMINAR 
MATERIALS FOR EACH DAY. THIS IS THE SAME UNIVERSITY OF MIAMI 
SEMINAR THAT IS CONDUCTED TWICE MONTHLY IN FORT LAUDER- 
DALE, FLORIDA BY CARS. RENTAL SYSTEM, INC. 


WE WILL MAKE HOTEL RESERVATIONS FOR YOU. 


Write or Phone TODAY for Your Reservation 


CARS RENTAL SYSTEM 


938 SUNRISE LANE—P. ©. BOX 7126 
FORT LAUDERDALE, FLORIDA 


An International Rental & Leasing Association 
of New Car Dealers 

















promotions is Mrs. Eliza Belle Con- 
rad. Working in. a department 
store, she injured her back and had 
to have an operation on her spine 
in 1954. The operation affected the 
muscles of her legs, and she could 
walk only with the aid of crutches. 

She was told in 1956 that she 
would lose the use of her legs and 
possibly would be unable to walk 
at all. Determined not to let her 
disability wreck her life, she went 
to business school for a year under 
the sponsorship of the Florida 

State Board of Rehabilitation and 
learned to walk with walkers. ; 

In 1958, she joined Nichols Bros. 
as a billing clerk. Mrs. Conrad re- 
calls that during her first day on 
the job she “goofed up” a title reg- 
istration, and went home to worry 
and cry about it all night. The next 
day she went to Nichols and told 
him what she had done. 

Instead of the bawling out and 
firing she expected, he told her, 
“You can’t make a mistake I 
haven’t already made at some 
time.” 

Nichols’ sympathy and under- 
standing gave her the will to suc- 
ceed and to improve herself, Mrs. 
Conrad said. 

She worked as a billing clerk 
for a year, then became a cashier 
and bookkeeper in the service sta- 
tion, After only six months on the 
new job, she was made service 
station Manager, the position she 
now holds. She supervises five em- 
ployes whose jobs include steam 
cleaning and undercoating, in addi- 


D ealer Forum By Robert M. Finlay 


(Continued from Page 3) 





on the idea of performing the tire- 
some details which dealers know 
they should do, but don’t. 

In this connection, Doyle was 
telling of a new direct-mail pro- 
gram designed to do something 
about the showroom traffic which 
is so heavy at new-model time that 
salesmen can’t effectively cope 
with it. 

Dealers have been concerned 
about this for many years. They 
spend a lot of money to generate 
this traffic, with the help of the 
factories, but it comes with a 

rush and is gone before dealers 
and salesmen find time to do any- 
thing about it. 

Most dealers seek at least to get 
the names of people who come into 
the showroom at new-model time 
by means of drawings for door 
prizes, which require names and 
addresses. 

But at this time of the year, 
salesmen are so busy checking their 
own prospect lists that it may be 
several months before they get 
around to the names dropped into 
the drawing box. 

Yet these are the names of people 
interested enough to come to a 
dealer showroom to see the cars. 
and by all odds they offer op 
tunities for sales. 

* * * 


The Idea Is Free 


S°. SAID Doyle, Wolf developed 
a@ program to keep in touch 
with these people until the sales- 
men have time to contact them in 
person. 

A series of letters thanks the 
showroom visitors for coming in, 
tells them something of how the 
dealer serves owners, etc. 

Thus, by the time the salesmen 
get in touch with them, the sales- 
men are able to relate to a recent 
contact instead of one made months 
ago and perhaps forgotten. 

Obviously, any dealer can use 
this idea on his own, and he 
Should use it some way. Doyle 
isn‘t worried about giving the 
idea away. 

“We get our business,” said 
Doyle, “from dealers who know 
from experience they never get 
around to the details. So they just 
ship us the names dropped into the 
drawing box and we prepare con- 
tact cards for salesmen and send 
out letters.” 

Wolf, by the way, prints a tele- 
Phone pitch on the back of con- 
tact cards, so if the salesman 
hasn’t got a better approach of his 
own, he simply turns over the card 
and uses the one printed there. 


-|To Expand into 


1961 


tion to regular service station 
duties, The walking she has to do 
on the job has strengthened her leg 
muscles and she has long since dis- 
carded the walkers. 

LaVon James Brushaber, better 
known as “Bud,” has been a cashier 
for the Nichols firm for 15 months. 
He works on the payroll for all de- 
partments. Before an automobile 
wreck in 1955 broke his pelvic bone 
and mutiliated his left hip socket, 
he was a pipe fitter. Because he 
now must use a cane, he could not 
go back to this work. Under the 
GI Bill, he took a two-year busi- 
ness course at Ferris Institute in 
Big Rapids, Mich. 

He joined Nichols Bros. through 
an employment agency and is con- 
stantly trying to improve himself. 
He is now taking an IAS corre- 
spondence course in accounting. 
Married to a nurse, they have just 
bought a new home, 

“Bud is typical of the employe 
who will make good if given the 
chance and is placed in the right 
work. He is overdue for a raise. 
I expect him to go far,” Nichols 
says. 

Nichols Bros.’ top used-car sales- 
man, Vance Hill, was injured in 
World War II in the Battle of Brit- 
tany, suffering head wounds and 
injuries to both hands. He was dis- 
charged with a 70 percent disability 
and was in the hospital 12 times. 

While he is often in pain, and 
even now has terrific headaches 
and some dizziness, he never lets 
this interfere with his work, 
Nichols says. “His disability has 
actually helped him to be a bet- 
ter person and hag aided him in 
dealing with our elderly custom- 
ers, many of whom have some 
disability themselves, He is sym- 
pathetic and helpful to our cus- 
tomers, and they appreciate his 
little kindnesses.” 

Hill has been with Nichols Bros. 
since 1954. He sells an average of 
20 new and used cars per month. 

Also employed as a car salesman 
is James R. Nichols, a nephew of 
Gordon Nichols, who was injured 
as a child of five, and whose right 
























































that aluminum baffles corrosion 
in cars. Aluminum radiators 
provide outstanding cooling 
performance . . .- aluminum 
trim defies snow, salt and 
slush. There’s more about 
Alcoa® Aluminum — plus a 
fascinating story of psychic 
phenomena — on “Alcoa Pre- 
sents,” July 25, 10:00 p.m. 


EDT, ABC-TV. 
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leg was in a brace for four years. C: 
He still limps. Despite his handi- a 
cap, he became a champion table 
tennis player, winning the city 
crown one year in Tampa and once 0l 


in St. Petersburg. 

Nichols points out that winning 
this championship is typical of the 
determination of handicapped peo- 
ple who, barred from one activity, 
will try to compensate by being 
superior in another. 

“By treating handicapped people 
like anyone else, by giving them 
an opportunity to show what they 
ean do, and expecting them to 
measure up to the best of their 
ability, their confidence is restored, 
and they make good employes,” 
Nichols says. He recommends the 
hiring of such people to all dealers. 

For hiring the handicapped, 
Nichols Bros. received an award 
from the Florida State Rehabilita- 
tion Board in 1959. 


Household Finance 





NO-MAR Tow Bar 


For Passenger Car Towing 





Time-Sales Field 


CHICAGO. — Household Finance 
Co. will enter the sales-finance field 
in about 30 days, President H. E. 
MacDonald said last week. 

The president of the personal- 
loan company said Household Fi- 
nance is working out arrangements 
with retail outlets to finance con- 
sumer installment buying. 

He said the company would fi- 
nance items ranging from television 
sets to automobiles. 

Household Finance “had gross 
revenue of $67.7 million in the first 
half of this year. Loans outstand- 
ing on June 30 amounted to about 
$700 million. 

“Our field people feel there’s 
growing optimism about the health 
of our economy,” MacDonald said. 
“That would suggest people will be 
in the market for money and we 
anticipate that our loans at year- 
end will be about 7 percent greater 
than last year and, of course, im- 
proved earnings will follow from 
that.” 


Turnpike Lease Deal 
SOUTH BEND.—Romy Hammes 
Corp. (Ford) has been awarded a 
contract to lease 66 cars to the 
Indiana Toll Road Commission for 
a@ year. 





ATTENTION 
WRECKER OPERATORS 


Have you paid the price 
of this Towing Hitch in 
replacing damaged 
bumpers; or lost friends 
and customers by damag- 
ing their cars in tow? 





We can not tell you in 
this small ad all that this 
Tow Bar can do for you. 
So write for details at 
once. 


Dept. AN Pocahontas, lowa 
DISTRIBUTORS WANTED 
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Three-Millionth Car Due Tomorrow .. . 
ee 


B-O-P Going Down for Changeover 


(Continued from Page 1) 
con plant at San Jose, Calif., as the 
two Ford Motor compacts produced 
a combined total of 16,905 cars for 
424 percent of the company’s total 
car production, 
Altogether, the industry’s com- 
ts (Lark is down for change- 
overs) took 35.6 percent of total 
industry output on an estimated 
45,292 assemblies, A week earlier, 
the group took 38.8 percent on 
$3,340 units. 
Among the other price groups, 


the standards took 44.2 percent on 
56,235 assemblies last week, com- 
pared with 42.8 percent on 36,779 
units a week earlier; the mediums 
were up from 15.9 percent on 13,718 
cars to 17.3 percent on 21,982 units, 
and the highest priced rose from 
2.5 percent on 2,125 to 2.9 percent 
on 3,644 assemblies. 
* + * 


A model-run basis, the com- 


pacts through the end of June 
had taken 34.8 percent of total in- 


Car, Truck Output Estimates 


By Automotive News 


PASSENGER CARS 
(U. 8. PRODUCTION ONLY) 








Week Week Jan. 1 dan. 1 
Ended Same Ended Output, To To 
July 15, Week, July 8, July, July 16, July 15, 
1961 1960* 1961* ToDate  1960* 1961 
AMERICAN MOTORS 
EP PRAIVUIOR ........c.0cceecereseese 9,700 11,673 8,192 17,892 299,802 198,662 
CHRYSLER CORP.** .. 15,500 21,198 9,993 25,493 655,071 321,780 
Chrysler-Plymouth 
Division ..................... 10,100 =11,327 6,179 16,279 381,415 218,099 
BME GONOR oc cscsscsscsscesesss 2,050 1,565 1,235 3,285 52,236 50,026 
Ee mee s: “‘Adeipeaiss 94 244 8,663 3,871 
Plymouth. .................. 4,800 3,812 2,842 7,642 155,086 97,057 
a 3,100 5,950 2,008 5,108 165,430 67,145 
Dodge Division ... 5,400 9,665 3,814 9,214 257,512 103,681 
Dart-Polara .............. 4,200 9,665 2,871 7,071 257,512 79,212 
ev iisiesscissorensecexe 943 BU ! Aelantaus 24,469 
FORD MOTOR 25,804 66,072 1,043,495 897,348 
Ford Division 20,307 52,151 858,581 725,983 
a osigi<.sseescssoenese 9,293 21,572 272,500 275,646 
Ford (Std.) 11,014 28,549 534,577 400,735 
UONONTIEIE oscccscccce BODO cavseccecs se seseceee 2,030 51,504 49,602 
L-M Division 5,497 13,921 184,914 171,365 
SED sevsrtictvcaesyosscovess 3,761 8,782 78,675 98,608 
ED eco ocisctashecie “SEMI” Yedvdieases- « “dpasenadiy 615 11,286 16,168 
POT OUY  .......cccscsssceees 1,736 4,524 94,953 56,589 
GENERAL MOTORS 41,900 103,880 1,957,906 1,502,739 
Buick Division 4,613 11,774 172,881 145,342 
Buick (Std.) 3,156 7,560 172,881 97,638 
SIN cxsseivcrecinasnissscies $0 GR ees 47,704 
ES oor vrsvssckpuipacsonnsess 2,031 4,910 97,434 89,382 
Chevrolet Division 25,085 62,485 1,184,710 905,769 
VEER occcsseccscocecsorers 4,985 12,585 153,756 197,180 
Chevrolet (Std.) ...... 29,800 34,913 20,100 49,900 1,030,954 708,589 
Oldsmobile Division .. 7,340 8,078 5,476 12,816 227,336 167,051 
NE es igaccivicselecsiieiesosene BOO = Ssscsieve 1,028 | aoe 35,301 
Oldsmobile (Std.) 6,010 8,078 4,448 10,458 227,336 131,750 
Pontiac Division ........ 7,200 9,823 4,695 11,895 275,545 195,195 
Pontiac (Std.) .......... 4,500 9,823 3,022 7,522 275,545 127,658 
Bdcaicbatesiovcinss UNE} sssisine 1,673 4,373 em 
ee Casssicserny” SERAS 1 SERRREE RGR fenneeeis 67,193 29,527 
100 58 73 173 4,345 3,117 





**Totals for 1960 include DeSoto production. 








Total Cars, U. S.** ....127,153 105,171 














85,962 213,510 4,027,812 2,953,173 


COMMERCIAL CARS 
(U. S. PRODUCTION ONLY) 

















_U.S. and Canada... 











Week Week Jan. 1 Jan, 1 
Ended Same Ended Output, To To 
Week, duly 8, duly, duly 16, July 15, 
1960* 1961* To D: 1960* 1961 
E ccasnaseioines 6,939 5,015 12,615 251,633 187,434 
Sisapudessviventis 68 31 81 1,658 1,010 
Sucka tule aeustasvarvanstes 8 33 93 2,027 1,217 
as ionastacasencsenssesaianes 1,824 1,171 2,721 45,238 36,871 
Tire isgentslasebepeeseceayes 4,422 5,105 12,542 208,190 185,844 
Tai catecciseiéeasonses 2,012 838 2,183 64,841 38,882 
basse 2,386 2,319 5,269 15,706 80,632 
MMS, abcabsantas = » cds ceaaeecs 8,481 5,199 
Ssascanign’ | Weaeledames: 10> - delesagace 8,942 3,883 
293 268 593 10,477 9,614 
1,855 584 2,334 82,029 63,104 
97 82 178 2,546 2,550 
20,229 15,446 38,609 761,768 616,240 
pita lascksta <icnttasien 150,279 125,400 101,408 252,119 4,789,580 3,569,413 
CANADIAN PRODUCTION—CARS 
Week Week Jan. 1 Jan. 1 
Ended Same Ended Output, To To 
duly 15, Week, duly 8, duly, duly 16, July 15, 
1961 1960* 1961* To Date 1960* 1961 
CHRYSLER CORP. sith, asvaesanve 1,199 2,399 31,471 27,700 
; D MOTOR................ 2,400 2,594 2,156 4,556 62,488 57,637 
GENERAL MOTORS . 4,000 4,174 3,978 4,978 122,873 106,507 
AMERICAN MOTORS Os. . scettee 144 Be. seers: 3,539 
SN oki csi: cabccdoee: ecomees 160 18 78 3,452 3,578 
Tota] Cars, Canada.... 77780 6,928 7,555 15,335 220,284 198,961 
CANADIAN PRODUCTION—TRUCKS 
Week Week Jan. 1 Jan, 1 
Ended Same Ended Output, To To 
duly 15, Week, July 8, July, duly 16, July 15, 
1961 1960* 1961* To Date 1960* 1961 
: HRYSLER CORP. .... Se > tenga 165 325 3,731 4,302 
FORD MOTOR. .............. 515 413 295 810 12,315 10,697 
GENERAL MOTORS .. 800 151 768 1,568 24,939 19,439 
INTERNATIONAL ...... 270 246 269 539 7,097 6,992 
Total Trucks, Canada 1,745 1,410 1,497 3,242 48,082 41,430 
Total Cars, Trucks, 
MR. ee 9,525 8,338 9,052- 18,577 268,366 240,391 
Grand Total, 
Cars and Trucks, 
159,804 133,738 110,460 270,696 5,057,946 3,809,804 





dustry production on 1,721,443 as- 
semblies. 

Led by Falcon, which took over 
first place from Rambler earlier 
in the year, compact production 
through June 30 was 25 percent 
above the corresponding date in 
1960 model production, when the 
six makes then in production had 
built 1,376,709 cars, good for 25.7 
percent of total industry assem- 
blies. 

Among the other groups, the 
standards, which took 43.5 percent 
of total] industry output on 2,155,367 
assemblies through June of this 
year, were off 16 percent: from a 
year ago, when they turned out 
2,567,276 units for 48.1 percent of 
the 1960 models produced; the me- 
diums were off 26.3 percent from 
1,233,194 units good for 23.1 percent 
in 1960 to 18.3 percent on 908,564 
assemblies this year, and the high- 


Utility Firm Buys 
40 Compact Trucks 


SYRACUSE. — Niagara Mohawk 
Power Corp. has purchased 40 com- 
pact trucks for its service fleet. 
The change has been made in the 
interest of economy of operation, 
and it is reported that most of the 
company’s service trucks eventual- 
ly will be replaced by compacts. 

“This is the most revolutionary 
change in our service vehicles in 
a quarter century,” according to 
Donald K. Wilson, transportation 
director. 

Last year, the utility company 
answered 1,145,000 service calls, 
and its trucks travelled 3.3 million 
miles on these and other assign- 
ments. An increase in the number 
of calls is anticipated this year. 
Niagara Mohawk now has 327 serv- 
ice vehicles. 


est priced group climbed 3 percent 


from 163,404 good for 3.1 percent As of June 30 


a@ year ago to 168,310 units good for 
3.4 percent this year. 

On an individual basis, the only 
makes that were ahead of a year 
ago in model-run output from the 
end of June were Falcon, Corvair, 
Comet, Chrysler, Cadillac and Lin- 
coln. 

Behind a year ago in model-run 
assemblies were Rambler, Valiant, 
Lark, Hawk, standard Chevrolet, 
standard Ford, Plymouth, Dodge 
Dart, standard Pontiac, standard 
Oldsmobile, standard Buick, Mercu- 
ry, Thunderbird, Dodge Polara and 
Imperial. 

* * * 


Sn output last 
week stood at an estimated 
23,126 units, compared with 15,446 
trucks turned out a week earlier, 
and 20,229 units produced during 
the week ended July 16 a year ago. 

Two commercial-car companies 
were out of production last week 
— Studebaker for changeovers, 
and Mack for its annua] vaca- 
tion. Mack will resume output 
today (June 17), 

Studebaker also became the first 
Canadian auto maker to go down 
for changeovers, closing out its 1961 
model output July 8 The other 
makers are scheduling to go down 
for changeovers in early August. 

Output in Canada last week to- 
talled an estimated 7,780 cars and 
1,745 trucks, compared with 7,555 
cars and 1,497 trucks produced a 
week earlier, During the week 
ended July 16 a year ago the Ca- 
nadian industry turned out 6,928 
cars and 1,410 trucks. 


Philly Fills the Bill 

PHILADELPHIA, — The five- 
state Philadelphia region of Chrys- 
ler Corp.’s Dodge Division has been 
awarded the company’s new Gen- 
eral Sales Manager’s Annual 
Award, winning over 18 regional 
Dodge offices, J. R. Jarvis is re- 
gional manager. 





'60-'61 Model 
Production by 
Price Group 


Compacts 

1961 1960 
Pos. Make Pos. 
1— 426,552 Falcon  368,893— 2 
2— 341,362 Rambler 410,232— 1 
3— 271,665 Corvair 225,484— 3 
4— 171,526 Comet 77,580— 6 
5— 125,749 Valiant 173,732— 4 
6— 95,216 Tempest ........ 
I— 80,223 Special ........ 
S— 72,852 F-85 ow. 
9— 171,184 Lancer ........ 
10— 65,114 Stude.* 120,788— 5 

1,721,443 Total 1,376,709 


*Studebaker total includes both Lark and 
Hawk production, 


Standards 

1961 . 1960 
Pos. Make Pos. 
1—1,107,904 Chev. 1,206,266— 1 
2— 705,824 Ford 848,132— 2 
3— 185,337 Plym. 232,467— 4 
4— 156,302 Dart 280,411— 3 

2,155,367 Total 2,567,276 

Mediums 

1961 1960 
Pos. Make Pos. 
1— 230,258 Pontiac 345,469— 1 
2— 227,921 Olds. 303,661— 2 
3— 178,653 Buick 234,183— 3 
4— 109,100 Mercury 142,066— 4 
5— 80,344 Chrysler 68,150— 6 
6— 65,881 T-Bird 74,981— 5 
I— 13,373 Polara 41,424— 7 
8— 3,034 DeSoto 23,260— 8 

908,564 Total 1,233,194 

Highest-Priced 

1961 1960 
Pos. Make Pos. 
1— 133,475 Cadillac 122,830— 1 
2— 23,042 Lincoln 22,867— 2 
3— 11,793 Imperial 17,707— 3 

168,310 Total 163,404 

Grand 
4,953,684 Total 5,340,583 





NADA Spells Out Reform Plans 


(Continued from Page 2) 


be pitted against dealers for other 
companies, rather than against 
other dealers for the same com- 
pany; that each division be return- 
ed to a true price-class setup; that 
dealer appointments in a market be 
in line with the market; that cor- 
rective action be taken to improve 
a deficient dealership rather than 
the appointment of an additional 
dealer; that definite standards be 
set up for determining the need 
for an additional dealer or the re- 
location of an existing dealer; that 
attrition or buyouts be used to re- 
duce the number of dealers where 
they are overconcentrated, and that 
each dealer be given a reasonable 
market and held responsible for the 
development of that territory. 

The committee also objected to 
some specific factory actions which 
the committee said had cut into 
dealer profits. The first objection 
concerned the reduction in the “tra- 
ditional” new-car discounts. 

Recommendation 6. That the 
“traditional” discounts be pre- 
served, that the discounts on com- 
pacts be moved to the “tradi- 
tional” level, and that a 3-percent 
holdback be set up on the dis- 
counts. 

The committee also hit at the 
manipulation of parts and acces- 
sory discounts and the rise in com- 
petition for these sales from non- 
dealer outlets. 

Recommendation 7. That no parts 
and accessories be sold to nondeal- 
er outlets for less than dealers pay 
for them, 

The factory method of handling 
warranty claims was attacked. 

Recommendation 8. That clear 
standards be set up for warranty 
claims, that all claims should be 
paid within 30 days and that deal- 
ers should be allowed a 20-percent 
gross profit on parts and accesso- 
ries used in warranty work. 

Another objection concerned 
the high cost of stocking the in- 
creased number of models and 
options now available and large 
inventories in general. 

Recommendation 9, That manu- 
facturers compensate dealers for 
the floor-plan costs on that part of 
the inventory which exceeds a 
45-day supply. 


A further complaint on inven- 


tories took up the charge that the 
cars in stock bear little relationship 
to the dealer’s sales and objectives. 

Recommendation 10. That the re- 
quired inventory be set in light of 
the dealer’s sales objective and his 
actual sales in the most recent 90 
days and that the inventory figure 
include any models which have 
been “custom ordered.’ 


The committee scored the en- 
couragement of “nonprofitable busi- 
ness practices.” 

Recommendation 11. That the 
advocacy of “sales at any cost” 
be discontinued, that dealers no 
longer be encouraged to engage 
in nonprofitable fleet or govern- 
mental sales and that “profit- 
destroying advertising” be dis- 
couraged. 

The practice of excluding demon- 
strators and company cars from 
the 5-percent bonus at the end of 
the model year was hit by the 
committee. 

Recommendation 12. That dem- 
onstrators and company cars be 
given the same discount as factory 
executive cars after a_ specified 
period of service with each quali- 
fied person limited to two cars a 
year and the discount effective at 
the beginning of the model year. 

Taking up the general problem 
of improving the business climate, 
the committee first said that pres- 
ent selling agreements are too 
vague and subject to extreme in- 
terpretations. 

Recommendation 13, That the 
agreements be clarified, the re- 
sponsibilities of each party be 
spelled out and the standards for 
judging the dealer’s performance 
be set forth. 

The committee found the dealer- 
factory communications system 
wanting. 

Recommendation 14, That the 
dealer-council system be perfected, 
that factories improve the trans- 
mission of policies from the top to 
the lowest levels and guard the 

transmission against distortion 
and individual interpretation, that 
dealers be given a clear written 
statement of each new or revised 
factory policy and that each dealer 
get a policy brochure from his man- 
ufacturer. 

The committee attacked the “ab- 


sence of a true quality dealer pro- 
gram.” 

Recommendation 15, That fac- 
tories establish “well-promoted, 
well-publicized” recognition pro- 
grams. Dealers should be graded 
half on their market penetration 
and half on their operating profit 
per new unit sold. 

The way factory field personnel 
are judged by their superiors was 
hit. The committee said field per- 
sonnel appear now to be judged 
solely on registrations obtained in 
their areas. 

Recommendation 16. That incen- 
tives for field personnel be award- 
ed on two considerations of equal 
weight—dealer profits and registra- 
tions. 

The committee charged that man- 
ufacturers “permit and sometimes 
assist” in the distribution of figures 
on the dealer’s cost of autos and 
accessories and said that this is the 
only retailing business where deal- 
er costs are common public knowl- 
edge. 

Recommendation 17. That man- 
ufacturers find some means of 
suppressing the dissemination of 
such information. 

The final topic considered by the 
committee was the lack of sound 
business management in the deal- 
ership. The committee said that 
many dealer difficulties stem from 
this shortcoming. 

Recommendation 18. That fac- 
tories should encourage dealers to 
take advantage of all available 
business management instruction 
and that they should inaugurate a 
business management program 
which shows the true cost of sell- 
ing each car, prorates administra- 
tive expenses so that each depart- 
ment will bear its proportionate 
share and encourages the dealer to 
make a profit in each department. 


The committee closed its report 
by noting that its recommenda- 
tions all call for factory action. 
Present conditions call for im- 
mediate and direct action by the 
factories, the committee said. 

The report said that the responsi- 
bilities of the dealer have not been 
forgotten and will be the subject 
of future reports. 
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FTC Bows to Local Laws 


PORTSMOUTH, N. H.—The Fed- 
eral Trade Commission favors a 
cleanup of misleading advertising 





Some Bad Ads Immune 


ington for help, because in his 
opinion the trouble lies in De- 
troit.” 










NADA.” 

The NADA Public Relations 
Committee was formed earlier this 
year by consolidating the former 
Advertising Ethics and Public Re- 
lations committees, The group has 
asked NADA to broaden its title. It 
wishes to be known as the Adver- 
tising and Public Relations Com- 
mittee. 


fact that he had been admitted to 














wherever it exists, but the govern- 
ment agency has no authority to 
act against a retailer who operates 
solely within the borders of a single 
state. 

The Public Relations Commit- 
tee of the National Automobile 
Dealers Assn. emphasized this 
point in a report to the midsum- 
mer meeting of the Automotive 
Trade Assn, Managers here, 


Chairman of the committee is 
William H. Mitchell jr., a Chevro- 
let dealer in Waltham, Mass. 
James M. O’Mara (Pontiac-Brit- 
ish Motor Corp.), Hutchinson, 
Kans., is vice-chairman. 

Other members are: Joseph B. 
Paul (Oldsmobile), Washington; C. 
J. Murray (Cadillac-GMC), Sioux 
City, Ia.; J. M. Allton (Ford), Co- 
lumbia, Mo.; Lawrence E. Davis, 


Commenting on its campaign to 
improve the public image and the 
profit opportunity of the franchised 
NADA member, the committee 
cited four steps as being vital to 
a successful public relations pro- 
gram. They were: 

“1. A quality-dealer program en- 
dorsed by both manufacturers and 
dealers. And there should be no 
further delay in implementing such 




















HELP WANTED 


FORD MOTOR 
CREDIT COMPANY 








The report mentioned a meeting 
with Paul Rand Dixon, FTC chair- 
man, in which Dixon told the com- 
mittee that action against a dealer 
engaged only in intrastate com- 
merce is within the realm of the 
individual states. 

In such cases, Dixon said, assist- 
ance should be sought from the 
state attorney general if the state 
has an FTC-type law. 

“Forty-four states have their own 
FTC acts, which for the most part 
are unused and unenforced,” the 
report said. 

The report continued, “Dixon said 
other alternatives would be to seek 
government regulation of our in- 
dustry or an amendment to the 
FTC act similar to the Wheeler-Lee 
amendment, which empowers the 
commission to exercise jurisdiction 
in the drug and cosmetic industry. 

“He said that with such an 
amendment and $10 million for 
expenses, he could clean up our 
industry, But, he added, he didn’t 
see why we should come to Wash- 


Obituaries 


I. Porter Smith, 81, 


Pioneer Auto Maker 


DANVILLE, Ind. — I. Porter 
Smith, 81, a pioneer automobile 
manufacturer who made the Cyclop, 
a one-headlight compact car, 
around 1910, died July 2 at his home 
here. 

Mr. Smith and his two brothers 
operated a garage in Indianapolis 
where they built about 50 of their 
two-passenger cars. The Cyclop 
was a four-cylinder, friction-drive 


vehicle and had a canvas top. 
. * * 




































a program. 
manufacturers on the basis of well- 


cilities. 

“3. Price advertising restricted 
to the advertising of the sticker 
price—preferably by the manu- 
facturer. 


12-12 warranty is really a dealer, 
rather than a factory, warranty and 
that only dealers with proper facili- 
ties, equipment and personnel can 
honor such warranties. Addition- 
ally, we should make it clear that 
the quality dealer cannot afford to 
honor warranties issued by volume 
operators.” 

The committee suggested that a 
termination clause be inserted in 
the NADA membership agreement, 
providing for the withdrawal of 
the NADA emblem if a member 
fails to abide by the terms of ad- 
mission. 

The report expressed the opinion 
that such provisions would offer 
greater inducements to nonmem- 
bers to join NADA, and added: 
“Under such conditions, a factory 
could no longer offer as excuse for 
reappointment of a bad dealer, the 


New Material 
May Hasten 


Antismog Devices 


PITTSBURGH.—A new type of 
stainless steel, MF-1, made by Alle- 
gheny Ludlum Steel Corp. may 
bring antismog devices closer to 
reality more quickly, according to 




























































“2. Controlled distribution by the 


planned potential and planned fa- 


“4, Publicizing the fact that the 


Automobile Dealers Assn., and John 
E. Conley, NADA public relations 
director. 


Car Shortage 
Called Possible 
In Dayton Area 


DAYTON.—Dayton dealers, with 
painful memories of last year’s glut 
of leftover 1960 models at cleanup 
time, may not have enough ’61s on 
hand this fall to meet the demand. 

This possibility was posed by 
Ralph Caverlee, executive secretary, 
Dayton Area Auto Dealers Assn., 
in a recent newsletter to dealers. 

“What with last fall’s nightmare 
oversupply of ’60 models still fresh 
in the minds of dealers, there has 
been, and understandably so, a re- 
luctance to overstock new merchan- 
dise,” Caverlee wrote. 

“Then, too, it would seem plausi- 
ble that manufacturers will provide 
themselves with a weapon to use in 
negotiating new contracts with the 
United Auto Workers and Inter- 
national Union of Electrical Work- 
ers by setting up the ’61 model 
buildup period a little earlier than 
usual—this to get into ’62 model 
production on the double and thus 
accumulate as large a new-model 
stockpile as possible before the 
present contracts expire. 

“But as usual, whatever comes 
and for whatever reason, the dealer 
stands to lose unless he rides close 
herd on the situation—keeps his 


ATAM representative and executive 
vice-president of the Mississippi 


If you are completely happy with your present sal- 
ary, your job and your opportunity for advance- 
ment—this ad will not interest you... 

However 
If you are in charge of a branch office for an auto- 
mobile sales finance company .. . 

— and — 
If you are interested in opportunity for advance- 
ment in your field... 

— and — 
If you like challenging work (lots of it)... 
YOU WILL WANT TO EXPLORE THE OPEN- 
INGS THAT FORD MOTOR CREDIT COM- 
PANY NOW HAS FOR 


Branch Managers 
In Its Field Operations 


Continuing expansion also creates need for quali- 
fied Office Managers (in charge of internal opera- 
tions of a branch office), Financial Analysts, Sys- 
tems Analysts, Accountants and Auditors. 

(Your inquiry will be kept confidential.) 
Please write to Personnel Director 


Ford Motor Credit Company 


Room 2086—20000 Rotunda Drive, Dearborn, Mich. 
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J H. Reichenbach the company. new-car inventory within the best sal 
- i. ’ Most major metropolitan areas,| balance possible and, above all,| EXPERIENCED USED CAR pana rae. Se ee cee ee Sao city, S 
Early Ford Dealer and particularly Los Angeles, are| starts to realize a better gross on eee a cei ae eee ee eC | et Gaeiieg stediten At rena 
COLUMBUS, O.—J. Henry Reich-|P!28ued with a form of smog|the sale of every ’61 model from| winter vacationland of Texas’ Rio Grande| in confidence. Our employes know of this)) Bo: 
bach : 3 caused by the emission of unburned | here on out, Valley, 18 miles from Mexico and 70| ad. Box 2655, c/o Automotive News, @ _troi 
enbach, owner of one of the first fuel (hydrocarb f t <i “y d to help deal and| miles from Gulf Coast. Must be thor-| Detroit 7. FINA 
Ford dealerships here, died July 3. hi i t AS) SRO AGT VO th n -OFGCr SO ae e — oughly experienced and have complete | WANTED — TOP NOTCH FORD SALES) san 
Mr. Reichenbach opened his deal- | Cie ¢Xnausts. | eir entire organizations become | set of tools. Write to Standard Chevro-| MANAGER. We just placed our last sales cha 
ership in 1919, sold Model Ts and The new stainless steel was de-| more profit conscious, the follow-| let Co., Box 540, Edinburg, Texas. manager in a Ford dealership of his own. tra’ 
the first Model As. In the 1930s, he | Veloped for use in automotive muf-| ing slogan is offered for adoption: |SALESMAN (MANAGERIAL P OTE N- We are a Ford dealer located in central] coll 
: a re , «| flers. Both mufflers and antismog| ‘A Hundred Dollars More Will Help| TIAL). Large Cleveland Ford dealer! North Carolina, our potential is 500 units 7. 
switched to selling Auburn and + 8 s ry needs one salesman with managerial po-| per year, If you can take over all car’) Net 
Cord. oe have See ae ee Even The Score. tential. We are well established. In busi- er truck sales, ana newt the experionts BUS 
* * * ems—corrosion an eat. -1 is LS ness over thirty years with an unques- and can stand s nvestigation, send)) wit} 
7 lete résumé of yourself, We are F 

C. S. Decker said to combat both problems VW O tioned reputation for integrity. Work | compote 4 A or 

. . w ing. i 
P WASMINGTON.—O, 8. Decker, _presi- Because of space limitations, an ners wierd gil sue viens a eae ee ee ween Takeo 7. oe Oe oe 
tag Be ee ne cee fete antismog device will likely replace e year minimum guarantee is $6,000.00, |SERVICE MANAGER: To take over han-j 264! 
He had been general traffic manager, Bor-|the conventional acoustic muffler. Offered Savin Ss Pe BO S88, Seat Breer eee dling of all operations except sales andi OPPO 
den Co., New York, since 1944 , The resistance to corrosion and paid Nite taeurance. 2f you have of | see — we oon Bim Opentees See 
’ oer . ° ; cellent sales record, but feel the size ager. Lincoln, Mercury, Comet dealer in as | 

heat of MF-1 and its price makes of your city or the size of your agency| business 26 years, New building, good 
i i n factor arts —y 
Hiram C, Ibach it an ideal choice for both units, ¥ limit your success, here is your oppor- facilities. $10,000 per year for the right 850 
POTTSTOWN, Pa.—Hiram C, Ibach, 67, according to Allegheny Ludlum tunity to increase your income, cut your man. Send replies to Box 2657, c/o Auto- wes' 
vice-president, Nottle Auto Parts Co., here, ke mmtesial te b 7 tested f ENGLEWOOD CLIFFS, N. J. —j} working hours and have an a, motive News, Detroit 7. song 
eee ss ta both catalytice and direst | Volkswagen owners can save up to| fin"‘ail"imtormation held in strict cont | MEN (WANTED: Are you making ove] and 
use mn 8S catalytic and direct! 43 percent by specifying factory-| dence. Box 2646, ¢/o Automotive New $20.000 per year? We want men to demagy Pere 
Claude L. Hemphill flame afterburner antismog devices. b : atrats a ¥ C78. AGES ewe, onstrate and sell simple device that stopsyy OW 
MIAMI BEACH.—Claude L, Hemphill,| Ty some of these tests. the stain- rebuilt rather than new parts WEROGh “SIMEINU es a ee ok eee shimmy and shake in cars; eliminates all Det 
’ they talk service at their Volks-|FORD PARTS COUNTERMAN—Fast, ac-| wheel balancing and tire truing and mosti™ OFFIC 


retired vice-president and director of CIT 
Financial Corp., New York, and that com- 
pany’s first employe when it was organized, 
died July 5 at his home here, His age was 






less steel parts make up virtually 
the entire device; in others, the 
most corrosive parts are made of 








wagen dealerships. 
According to Guenter Kittel, 
spare parts manager, Volkswagen 


front end work. Requires less than 30 
minutes per car. Instrument costs dealer 
$159.00. Write for details to J. Lavinger, 


curate, experienced. $450 per. month plus 
incentive and benefits. Parts volume 
$20,000 a month. Will wait for top 
quality man. Bishop Ford, Santa Rosa, 


B & B Mfg. Co., Box 816, Sioux City,” Gaywp 


85. . 
ae the new stainless steel. of America, all parts rebuilt at| Clifornia, ‘‘the city designed for living.””| Iowa. Cher 

Austin W. Nichols Volkswagen’s reconditioning plant suce 

bar tebtaee’ nuteansttle denier, ‘died bers in Keneal, Webe Germany, carry 8 eearcaoaeetae cate 
, six-month warranty, the same as 49 y 


July 5 after a short illness. 
- * * 


Frederick W. Kilmer Jr. 
NEWPORT, 0O.—Frederick W, Kilmer 
jr., 40, owner of Autorama Motors, died 
June 28 at his home here, 
* 7 & 


Percy C. Trotter 















those given new replacement units. 

Available under Volkswagen’s re- 
built replacement part service are 
both 36 and 40-horsepower engines, 
starter motors, clutch assemblies, 
carburetors, brake shoes with lin- 
ings, fuel pumps, generators, and 


————— 
DON’T MISS THIS ONE 


One of New Jersey's largest Chevrolet dealers 





















SEATTLE.—Percy C. Trotter, 75, owner a 
ee Autemative Parts, ss dead. A transmission-rear axle assemblies. needs top management. RAM 
native o eterboro, ’ ., he had lived in “Among savings offered Volks- miles 
Seattle since 1905. ” : : aa 
ee wagen owners,” Kittel said, is $5.50 1—GENERAL MANAGER oe 
Ermino J. DeSantis on the cost of a reconditioned com- DEAL 
SYRACUSE. — Ermino J. DeSantis, a plete clutch assembly. This means = grow 
weed-car dealer here, was siied July 3 that a Volkswagen 2wner can buy 1 SALES MANAGER oe 
a block away from his lot when hit by a a replacement clutch for only $9.45 
* W 
rs ok a Test Antismog Device— while it otherwise would cost him 1—USED CAR MANAGER ees 
John B. Kniseley A new type of stainless steel—MF-1—| $14.95 for a brand new one. And 7 DEAL 
pGIRARD, 0.—John B. Kniseley, 97, mote by Allegheny Ludium Steel Corp.,| the warranty, provisions are the Only those with the very best of qualifications ae 
mbler dealer, died June 30, He was| Pittsburgh, may bring antism devices | same on each.’ : : $ s . 
president of Sates ee OK. Inc. closer to reality—quicker, can to| Other savings made possible by will ye Paige: yp We wed o looking for Sa New: 
odeana ee a the company. Here is a test antismog de- specifying factor y-reconditioned men. us ave managerial experience. Terrific DEAL 
DETROIY.-Michael NN ee ad” vice made of the new stainless steel going | parts include 31.3 percent on the opportunity. ap 
had served ‘Chrysler Corp. and "Plymouth to be tested. Both automobile mufflers | cost of a starter motor, 34 percent ; e e m 
in a pambor of senegal ona emeauttve and antismog devices have much the same| On a generator, 26 percent on a Box 2659, c/o Automotive News, Detroit 7. oy 
capacities since » died July of a bl orrosi d heat. MF-1 - | transmission-rear axle assembly for Profit 
problems—corrosion and heat. com Ss y } 
h ttack. Hi 3 
Piymouth “Division ans les gs bats both of these problems and is a rela-| & Sedan and 43.6 percent on a 40- his 
Moti 


the time of his death. 





tively inexpensive metal, the firm says. 





horsepower engine. 





HELP WANTED 





Product Manager 


AUTOMOTIVE PARTS 
MANUFACTURER 
AFTERMARKET DIVISION 





Can you handle product line promo- 
tion and direct the marketing of prod- 
ucts sold through automotive parts dis- 
tributors and jobbers? Then this is an 
unusual opportunity to establish a life- 


time association with one of the larg- 
est manufacturers of automotive com- 
ponents. Location is 100 miles radius 
of Chicago. Responsibilities include 
preparing sales programs, creating 
merchandising aids, staging meetings, 
handling publicity, initiating new prod- 
ucts and expanding distribution. If 
you are looking for a position with 
growth potential in an expanding or- 
ganization, tell us about yourself in 
complete confidence. Box 2645, c/o 
Automotive News, Detroit 7. 


NEW CAR SALES MANAGER—Well qual- 
ified to take complete charge of a volume 
operation in Midwestern city, Must be 

od organizer and closer, Outstanding 
opportunity for qualified man not over 
the age of 45 years. Send complete 
résumé in confidence to Box 2634, c/o 
Automotive News, Detroit 7. 


AUTO SERVICE MANAGER—A tremend- 
ous opportunity to lend your service 
background to executive position, We 
need a top quality man, sober and hard 
worker, that knows all phases of serv- 
ice, can run a complete operation at a 
profit, has good education and mechanic, 
customer and factory relations, Willing 
to work hard and able to hold customers 
and expand service and body department, 
diagnose and estimate body repairs. 
There is no limit of expanding potential. 
We are a new car dealer that has been 
in the service business many years, lo- 
cated in Chicago, Give résumé and tele- 
phone number to Box 2664, c/o Auto- 
motive News, Detroit 7. 


1! $40-$50 DAILY 


SALESMEN: Take easy orders for bump- 
er strips, chrome nameplates, dealer 
decals, pennants, flags, signs, banners, 


spinners, advertising specialties, calen- 
dars, pens, key tags. 
AASH SPECIALTIES, 
Baltimore 18, Md. Write for FREE sam- 
ple kit. 


3011 Greenmount, 








POSITION WANTED 


GENERAL MANAGER — SALES MAN- 
AGER, ‘‘Big Three’’ experience plus Mo- 
tors Holding dealer management, Good 
organizer and closer, proven background, 
Factory references. Box 2620, c/o Auto- 
motive News, Detroit 7. 

MAN, 37 YEARS OF AGE, with 15 years’ 
experience in automotive parts and ac- 
cessories as Manager and buyer in whole- 
sale and retail sales, desires relocation 





city). in central New Jersey. Thoroughly famil- 
eas-- iar with all major lines. Conscientious, 
held. dependable, excellent references. Reply 
this Box 2647, c/o Automotive News, De- 
ews, | troit 7. 

"FINANCE MAN NOW EMPLOYED with 
LES same company for 12 years desires 
sales change. Single, 35 years, would prefer 
wn, | travel. Experienced dealer contact, credit, 
tral» collections, direct loans. Salary range 
nits) $7,500.00. Box 2648, c/o Automotive 
car!) News, Detroit 7. 





ence) BUSINESS MANAGER - ACCOUNTANT 


send with diversified large volume Chevrolet- 
are Ford dealer experience, self starter with 
Au- vast knowledge dealership problems and 

corrections. Good right hand man, Box 
han- 2649, c/o Automotive News, Detroit 7. 
and OPPORTUNITY WANTED. 15 years’ ex- 
fan- perience with Ford, GM and Willys deals 
r in as business manager, assistant manager, 
Z00d and past five years’ as general manager 
ight 850 new per year Ford deal in South- 
uto- west. Factory, finance, business and per- 

sonal references. Age 42, married. Profit 
over! and promotion minded. Prefer salary and 
lem- percentage with buy-in option. Available 
tops now. Box 2650, c/o Automotive News, 
3 all Detroit 7. 





nosti} OFFICE - BUSINESS MANAGER, volume 


. 30 dealership and factory experience. History 
a ler Tecord will be forwarded if desired, Box 
ger, 2658, c/o Automotive News, Detroit 7. 





: 

“ity, GENERAL MANAGER (500-1,500 car 

» Chevrolet or Ford dealership), 17 years’ 
Successful experience in all phases of 
profitable dealership operation, Will lo- 
cate anywhere — available immediately. 
49 years old, married, one son. Last five 
years managed one of largest Chevrolet 
deals in state. Always led used car retail 
Sales registrations for area, Would like 
Well-financed deal where owner is looking 
for honest, energetic and capable man 
to manage dealership at a profit. Box 
2660, c/o Automotive News, Detroit 7. 

DEALERSHIPS AVAILABLE 

100 CAR DEALERSHIP NOW HANDLING 
RAMBLER. County seat, lese than 50 
miles from NYC, With or without real 
estate. Box 2651, c/o Automotive News, 
Detroit 7. 

DEALERSHIP AVAILABLE IN fastest 
ffowing town in Georgia. Excellent 
building on lease, Well located on auto- 
Motive row, Potential 100 cars a month, 
Write Box 2600, c/o Automotive News, 
Detroit 7. 


i DEALERSHIP NOW HANDLING CHEV- 


lm ROLET. Rent free for 90 days, 235 
Planning potential in North Georgia, Re- 


— 











ie Wires $45,000. Box 2601, c/o Automotive 
| News, Detroit 7. 
DEALERSHIP NOW HANDLING FORD 
} on Route 66 in Northern Arizona, Grow- 
| ing community, three new industries 
Moving in, Dealership is being operated 
from distance. Sales are good and so is 
Profit, but dealer has other full time 
Sales and lease companies which require 
| his full attention. Box 2599, c/o Auto- 
Motive News, Detroit 7. 











AUTOMOT 


ee 





DEALERSHIPS AVAILABLE 


DEALER NOW HANDLING VOLKSWAG- 
EN will sell part of business to individ- 
ual who will assume the position of gen- 
eral manager. Auto management experi- 
ence necessary, Located in the South. 
Write to Box 2616, c/o Automotive 
News, Detroit 7. 


DEALERSHIP IN INDUSTRIALLY pro- 
gressive Piedmont, North Carolina, han- 
dling premium dual line General Motors 
autos. 200 car potential. Excellent service 
business; Purchase only assets, no land 
or buildings, suitable lease, Box 2641, 
c/o Automotive News, Detroit 7. 


DEALERSHIP NOW HANDLING FORD, 
Mercury, Continental and complete line 
of trucks in Midwest. Sales last year 506 
new, 658 used. Parts and equipment only. 
Practically new building on reasonable 
lease. Write Box 2637, c/o Automotive 
News, Detroit 7. 


FOR SALE — Agency handling Chevrolet, 
Oldsmobile, Cadillac, Good western Colo- 
rado city, Good record, Write for particu- 
lars, Western Exploration & Management 
Co., 444 17th St., Denver, Colorado. 


AGENCY FOR SALE handling Rambler, 
Oldsmobile and Pontiac, Beautiful new 
modern building for lease with small in- 
ventory ‘to’ purchase, Located in Ana- 
cortes, Washington, growing community 
with refineries and other industries, Only 
agency handling these cars. For further 
information write Fox Motors, Box 580, 
Anacortes, Washington. 


PROFITABLE DEALERSHIP handling 
Chevrolet, Oldsmobile, Cadillac in fast 
developing area of Colorado, 150 Chev- 
rolet planning potential, successfully 
operated over 25 years. $50,000 buys in- 
ventories and equipment, Lease real es- 
tate. Dealer decided to retire, Box 2661, 
c/o Automotive News, Detroit 7. 

OLD ESTABLISHED DEALERSHIP han- 
dling Chevrolet in western Michigan. 
Owner wishes to retire. Lease on building 
and used car lot available, Box 2662, 
c/o Automotive News, Detroit 7. 


DEALERSHIPS WANTED 


EXPERIENCED VW MAN seeks author- 
ized Volkswagen agency or opportunity 
to buy half interest, Factory approval 
assured—cash waiting—excellent refer- 
ences. Box 2587, c/o Automotive News, 
Detroit 7, 

WANTED: GENERAL MOTORS deal in 
Florida, preferably Chevrolet. 200 and 
up potential. Please reply to Box 2642, 
c/o Automotive News, Detroit 7. 

CHEVROLET OR FORD dealership want- 
ed within Chicago or 20 mile radius. 

. Have factory approval and necessary 

*" cash. Will deal immediately, Box 2653 
c/o Automotive News, Detroit 7. 


UP TO $60,000 


California coast location. Previous successful 
dealer. Prefer sole ownership but will con- 
sider minor partner. 
deal with potential, 
replies answered. Confidential. Charles Hol- 
man. 

P. O. Box 194, Menlo Park, California 























BUSINESS OPPORTUNITIES 


AUTO AUCTION, ONLY ONE IN THE 
STATE. In operation eight years. 
$5,000.00 will handle, terms to right 
party. Other business reason for selling. 
Box 2652, ¢/o Automotive News, De- 
troit 7. 





A BANK FINANCE PLAN 
FOR EUROPEAN DELIVERIES 
OF AUTOMOBILES TO 
U. S. TOURISTS OR MILITARY 


Write fo: 
Atlantic Fiscal Corporation 


375 Park Avenue 
New York 22, N. Y. 








DISTRIBUTORS WANTED 





AUTOMOTIVE 
DISTRIBUTOR 
WANTED 


Nationally known manufacturer of funeral 
coaches and ambulances has excellent op- 
portunity for progressive, aggressive Distrib- 
utor with successful sales organization. Top 
quality vehicles are acknowledged leaders in 
their field. Market is permanent and profit- 
able for right sales team. Send complete de- 
tails of your organization to Box 2654, c/o 
Automotive News, Detroit 7. 





DEALER SERVICES 





TWO ESSENTIAL SERVICES 


INVENTORY SERVICE 


Parts, accessories and similar goods. 


APPRAISAL SERVICE 


Furniture—Equipment—Machiner y—Tools 
For Buy/Sell Agreements, Annual Fiscal 
Reports, Tax, Banking and Insurance 


Write for free 
“Hidden Earning Power” booklet. 


AUTOMOTIVE INVENTORY & APPRAISAL CO. 
10040 Freeland Ave. Detroit 27, Michigan 
WEbster 3-6445 





Auto Salesmen 
Wanted Everywhere 


Now available a course on Auto Sales by 


Dick Munro. Endorsed by 9 Auto Editors. 
Three vols. $20.00. Money back guarantee. 
Free details, write Westminster Auto Sales 
Consultants, Dept. A-I, Box 130, Scar- 
borough, Ontario, Canada. 





DEALER SERVICES 


Auto Bluebook 
for 
1961 & 1962 


Gives you the wholesale costs 
of all Autos and Accessories 
in one 96 page book. 


Sent to you Quarterly 
for only . 


Why pay $25-$50 for this same 
information. 
Keeps you up to date all year long. 


PLUS USED CAR VALUES 
And a Gold Mine of Selling Help 


Enclosed is () Cash 
MONEY BACK GUARANTEED 

Mail to: AUTO BLUE BOOK 

161 Tehama, San Francisco 3, Calif. 





CARS WANTED 


“‘WANTED”’ GOOD CLEAN USED '58-’59- 
‘60 Renaults and 403 or 404 Peugeots. 
Must be in excellent condition. We will 
buy 5 or 500. Phone MA, 4-4424, Mr. 
Dees, vice-president, Renault Motorama, 
Tucson, Arizona. 

CADILLAC LIMOUSINES and hearses — 
sharp, late models only, Franz Ridgway, 
BE 4-6611, 2836 N. E, Sandy, Portland 
12, Oregon, 


CARS FOR SALE 


IMPORTANT NOTICE 


Dealers are cautioned that before 
purchasing any import automobiles 


or trucks, they should be sure to 

check the seller as to what, if any, 

excise taxes and duties have not 
paid on the vehicles. 





FOR SALE: 1—1957 Cadillac Superior am- 
bulance, perfect condition, Delco alter- 
nator, air-conditioned, good rubber, 42” 
headroom, any terms, $1,500.00. 1—1957 
Cadillac Superior ambulance, perfect con- 
dition, Delco alternator, air-conditioned, 
good rubber, 48” headroom, any terms, 
$1,800.00. Gates Ambulance and Oxygen 
Service, 1630 George St., Ridgewood 
a7, B.. %. 














Ample Supply of 


CLEAN 
USED 


CARS 
1960 - 1959 - 1958 


MOST MAKES 


CURRY 


CHEVROLET 


B'way & 133rd St., N. Y. C. 
Ed Hogan AD 4-6000 

















1960 
FORD TAXICABS 
$485 and $585 


Delivery Arranged 


COMMERCIAL CAR CORP. 


2040 N. Clark, Chicago, Iil. 
BU 1-5806 





PARTS FOR SALE 


LLOYD PARTS for all models. Complete 
stock, Fast service, Foreign Cars Corpo- 
ration, 1812 South Andrews Ave., Fort 
Lauderdale, Florida. JA 2-7491. 


LLOYD PARTS—complete stock, Prompt 
shipment, Green County Motors, Cats- 
kill, New York, Phone: 2000. 


NSU PRINZ and SPORT PRINZ PARTS 
and accessories. Contact nearest distribu- 
tor or national parts center: Ludwig 
Motor Corp., 421 E, 91st St., New York 
28. TRafalgar 6-7010 (sole U. S. Im- 
porter for NSU cars and parts; Trans- 
continental Motors, Inc., 230 Park Ave., 
New York 17. MUrray Hill 9-2710). 


IN A “BIND” for a slow moving Chevro- 
let part? Try Bill White Chevrolet, Tulsa. 
$250,000 inventory perpetually controlled. 


BMW 300-600-700 SPARE PARTS. Largest 
stock West of Mississippi. Fast service. 
We also have large stock of NSU Prinz 
and Borgward parts, Write, phone or 
wire Ted Cser, warehouse manager, Earle 
Cc. Anthony, Inc, (auto distributors since 
1904), 1000 South Hope St. Los Angeles. 
RI 9-4044. 











PARTS WANTED 


ATTENTION 
BUICK DEALERS! 


will 7, full lot of obsolete parts (1950 
down). ave your parts man contact me. 


Sidney Aberman, 1210 Beechwood Blvd., 
Pittsburgh, Pa. 








BUSES FOR SALE 

1958 INTERNATIONAL 60-passenger 
school buses; 1957 Marmon-Herrington 
61-passenger school coach, Are you re- 
covering bus floors? We have R.C.A. 
Transit-Flor at 35% to 50% off. Imme- 
diate delivery from stock, Babcox Bus 
Sales, Twinsburg, Ohio. 

FORD 1955 SCHOOL BUSES, 60-passenger, 
B700, eight available, $2,000 each. Six 
GMC 60-passenger, $4,250. 1958 Chevrolet 
12-passenger Airporter. Greyhound 41- 
passenger Silverside diesel cruisers. Write 
or wire Box 2663, c/o Automotive News, 
Detroit 7. 


SCHOOL BUSES 


150 — USED 
Ford, Chev., Dodge, Int'l., GMC 
1955-1961 — Capacity 54-66 
Good Mechanically — Clean Bodies 
Good Paint — Tires 
From $1,200 up, Terms 
Immediate Delivery 
COUNTY SCHOOL SERVICE, INC. 


23 South St., Danbury, Conn. 
J. Egan —Tel: Pl 3-4437 











TRUCKS FOR SALE 


TWO 1958 FRUEHAUF TRANSPORTS— 
like new, Always privately owned, $2,500 
each, Vickers Motor Co., Huntingdon, 
Tennessee, Phone: YU 6-5274. 


SHOP EQUIPMENT FOR SALE 


JOHN BEAN VISUALINER, less than year 
old. Twenty-seven Lyons parts bins. 
Washmobile, ten-ton porto power-Alemite 
truck balancer, Will sacrifice for quick 
sale. Ohio Valley Automotive, 3418 Read- 
ing Rd., Cincinnati 29, O, 








GARAGE OPERATORS 


John Bean Visualiner 
Just Like New 


$1,250.00 — Bargain 


POTEAU MOTOR COMPANY 
Poteau, Oklahoma 
Phone 647-2228 





OFFICE EQUIPMENT FOR SALE 


MASTER UNIT BURROUGHS F-614 ac- 
count distribution machine, 27 columns, 
control panel, automatic high speed to- 
tals, simplified error detection-correction 
system. Practically new, used less than 
six months, Will sell reasonably, No 
trades. M, P. Tomlinson Co., Box 1471, 
Lakeland, Florida. 


ANTIQUE, CLASSIC CARS FOR SALE 


1926 BUICK BROUGHAM SEDAN, original 
color, excellent condition and in running 
order. Beam Buick Company, Media, 
Penna. 


1903 MODEL A FORD WITH TONNEAU. 
Excellent condition for restoration. Main 
items needed to restore: Tires, front end 
radiator cover, steering wheel rim and 
reupholster. Will sell for best offer. Con- 
tact Richard Collingwood, Collingwood 
Motor Sales, 314 Broadway, Findlay, 
Ohio. Phone GA. 2-1661. 

1930 HUPMOBILE SEDAN, completely re- 
stored, mint condition, Art Nunn, 509 
West Lexington Ave., Winchester, Ken- 
tucky. 





WILL TRADE 


WILL TAKE CAR OR STATION WAGON 
on my equity in beautiful bungalow in 
Palm Beach, Florida—or sacrifice. Leased 
until season opens, Roy M, Brooks, Tal- 
botton, Georgia. 

MISCELLANEOUS 

FOR SALE—32 ft. Chris-craft Commander. 
Bought larger boat. Will sacrifice. Hen- 
nebry, 322 W. Burlington, La Grange, 
Ill, Fleetwood 2-2400. 


SEE PAGE 68 
for the nation's 
TOP AUTO AUCTIONS 
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MISCELLANEOUS 


WHY SETTLE FOR LESS... 


No Other Tow Bar 
Can Give You These 
Outstanding Engineering Features 


*CADALLOY STEEL CAST 
COUPLING HEADS LINED 
TO PROTECT CAR BUMPERS. 


e 
*CADALLOY STEEL CAST 
YOKES WITH HEAVY DUTY 
TUBULAR STEEL "Vv" 
SECTIONS TO RESIST 
STRAIN & STRESS. 


*Cadalloy Steel Castings 
Minimum Yield Point: 
46,000 Lbs. Per Square Inch 


@ 
UNIVERSAL SWIVEL ACTION 
ON COUPLERS FUNCTIONS 
IN UNISON WITH SPRING 
SUSPENSION ON ALL CARS 

FOR SMOOTH & SAFE 
TOWING. 
® 


BOLTS, NUTS & WASHERS 
ARE USED TO MAINTAIN 
SNUG FIT OF ALL CONNECTIONS 


NO RIVETS TO LOOSEN AND 
CAUSE PREMATURE WEAR 


e 
THE SUPERIOR 
BLUE CHIP 


TOW PILOT 


With Lubricated Automatic Brake 
and Brake Cable 


Dealers’ List Price, F.O.B. Factory. . .$69.80 
Dealers’ 25% Discount .... 17.45 


Dealers’ Net with 4 $52.35 


Standard plus 2 Large 
Adapter Clamps Fed. Tax. Inc. 


THE FAMOUS 
MOTO-MATIC 


TOW GUIDE 


With Universal Swivel Action! 
Four Clamp Hook-Up 


Dealers’ List F.O.B. Factory 
Dealers’ 25% Discount 


Dealers’ Net with 4 
Standard pilus 2 Large 
Adapter Clamps 


$44.85 


Fed. Tax. Inc. 


"ON THE BALL” 


TOW PILOT 


with *Cadalloy Steel Safety Coupler 
Dealers’ List F.O.B. Factory ................ $51.00 


Dealers’ 25% Discount 
Dealers’ Net with 2 $38.25 
Fed. Tax. Inc. 


Standard plus 2 Large 
Adapter Clamps 


Substantial Discounts 


To Distributors 
Write for Illustrated Catalog 
PILOT DISTRIBUTING CO. 
Factory Sales Division 
BATTLE CREEK 9, MICH. 
Phone WO 2-5257 All Depts. 
“Leaders in the Industry 
since 1939" 








Street Address.... 


Car Dealer [J 


Jobber [J] Insurance [] 


Send Automotive News to Address Below 
U. S., Canada and U. S. Possessions 
One Year $9 [] or Two Years $16 [] 


All Other Countries — One Year $13 [] or Two Years $22 [] 


TRADE CONNECTION: 
Truck Dealer [] 


sj 


New Subscription Order 





AUTOMOTIVE NEWS, 965 E. JEFFERSON, DETROIT 7, MICH. 
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Manufacturer [1] 


Financial [] Supplier [J 
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Always use JUST ENOUGH air pres- 
sure at the gun to properly atomize 
the material you are going to spray. 


REDUCE AIR PRESSURE. .. for better 
flow, thus, less sanding or polishing. 


REDUCE AIR PRESSURE ... for better adhesion. 


REDUCE AIR PRESSURE ... for improved color match. 


REDUCE AIR PRESSURE ... for better mileage—spray the 
paint on the car—not on yourself and in the air around you. 


NOTE: The above results can be obtained, of course, 
only if you use a high quality, balanced reducing solvent. 


Write for the R-M Refinishers Guide 


RINSHED-MASON COMPANY 
RM Paint for automotive production and refinishing 
ae Detroit 10, Mich. +x Anaheim, Calif- +x Windsor, Ont., Canada 





Wi te ae 





